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Have Field 


Day at Rome Olympics 


Officials Enforced Stress 
on Service, but Brands 
Got Promotion Aplenty 


(Pictures on Page 176) 


RoME, Sept. 9—Despite severe 
restrictions on commercial tie-ins, 
a number of companies managed 
to associate themselves with the 
color and excitement of the XVII 
Olympic Games, which close here 
Sunday. 

The ground rules set by the or- 
ganizing committee were designed 
to insure that all promotional ef- 
forts would be in good taste and 
that the emphasis would be on 
public service rather than on pro- 
moting products. 

Use of the 1960 Olympic seal—a 
female wolf with five interlocking 
circles—was restricted to those 
Italian companies (including Ital- 
ian subsidiaries of foreign com- 
panies) which provided the organ- 
izing committee with products or 
services free of charge or at a 
nominal price. 

These companies were able to 
use the Olympic seal in their ads. 

Other companies got exposure 
here by concentrating their efforts 
on a selected group—such as jour- 
nalists, athletes or automobile 
tourists. 


s Finally, some companies hitched 
their promotional efforts to the 
campaigns of the leading Olympic 
advertisers. Esso, for example, 
distributed at all its gas stations 


‘Time to Get Tough’... 


Answering Critics 


New York, Sept. 9—Barton A. 
ummings, prssident of Compton 
dvertising, indicated to the Na- 
ional Business Publications con- 
erence today that it was time for 
he people in advertising to think 
bout getting tough with the crit- 
ics of the industry. 

Making the keynote speech at 
he two-day conference, Mr. Cum- 
mings hinted that the advertising 
world would be coming up soon 
yith a potent rebuttal to the poli- 
ical attacks “on our left flank.” 

He said that several courses of 
ction suggest themselves. 

“I think we may have a solution 
;oon to be made public as to what 
ve in the advertising business, and 
hose in education who are inter- 
»sted in advertising, can do to com- 
nat the low esteem in which ad- 
vertising finds itself today.” 

He indicated to ADVERTISING AGE 
fterwards that the form this re- 
uttal would take was still being 
ormulated. . 


= Mr. Cummings said that many 
things said about advertising are 
not only unfair but untrue. The 
political critics seemed intent on 
turning the name Madison Avenue 
not only into a term of abuse but 
also an epithet. 

“It was particularly distressing 
to me to hear the governor of my 


program booklets published by 
Philips, one of the companies au- 
thorized to use the Olympic seal. 

The following is a capsule run- 
down of the programs of leading 
advertisers here: 

AGIP, Italy’s state-owned oil 
company, was responsible for 
parking facilities and traffic sig- 
nals. 


In Rome, AGIP erected some | 
3,000 7’ mobile poles at street cor- | 


ners, directing visitors to the two 

main Olympic sites. In addition, it 

put up some 1,000 9’ poles, with 
(Continued on Page 175) 


Bristol-Myers 
Strikes Back via 


Germicide Claim 


Ipana Slew More Decay 
Germs ‘Than Best-Known’ 
Other Brands, Says Copy 


New York, Sept. 8—The denti- 
frice derby has a rejuvenated en- 
trant this week, with the introduc- 
tion of the new “germ-killing” 
Ipana with hexachlorophene, 
dressed up in a newly designed 
package. 

Bristol-Myers Co. is promoting 
its new Ipana as “the one that 


(Continued on Page 10) 


Cummings Hints ‘Solution’ Near for 


of Advertising 


native state of Illinois, who was 
once one of my fellow undergrad- 
uates at the University of Illinois, 
contribute his quota of stupid re- 
marks about advertising. 

“This sort of irresponsible talk 
has been going on for too long. It 
will go on even longer unless we 
all do something about it.” 

The headline-hunters, he added, 
have done a great deal of damage 
to long respected companies, and 
corporate images which have taken 
years to establish have been tar- 
nisked by innuendo. 

“Decent business men have had 
their reputations seriously dam- 
aged for no good reason except 
that they were successful business 
men—and showed a profit.” 


= Mr. Cummings indicated that in 
the final analysis the real justifi- 
cation for the advertising industry 
is the fact that “advertising is 
truly an economic force.” He said 
that the industry is part and 
parcel of the free enterprise sys- 
tem, an economic and social fact 
somehow lost in the hurly-burly 
of the current appraisal of the 
nature of the times. 

The fault may lie with the peo- 
ple in advertising themselves, he 
added, for failing to get through to 
the nation what function advertis- 


(Continued on Page 10) 
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Important notice toall Prices Rise as Frustrated Investors 
Vie for Smaller-Market TV Stations 


king-size smokers an 
dubious readers 
of cigarette ads 


- 
es 9 


4 
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10s calthed “Vine Pattee Mor res Comune.” 
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LOVE THAT WEED—Philip Morris will 

break ads like this on Sept. 15 to 

announce its new king-size Com- 
mander. 


Commander Ads 
Promote Cigaret 


as ‘Vacuum-Clean’ 


New Brand, 5mm Longer 
Than Present Long-Size 
Philip Morris, Bows Sept. 15 


NEw York, Sept. 6—Philip Mor- 
ris today officially announced de- 
tails of its upcoming advertising 
campaign for its new king-size, 
non-filter Commander cigaret 
(AA, Aug. 29). Where the earlier 
story in AA spoke of a $5,000,000 
introductory campaign, Philip 
Morris people today referred 
guardedly to “multi-million dollar 
outlays” between Sept. 15 and 
year’s end. 

Commander, made by “revolu- 
tionary electronic and vacuum 
techniques,” will be pushed via 
newspaper space in the 50 states 
and four-color spreads in consum- 
(Continued on Page 175) 


Big Turnover Is Over; 
Buyers Pay More, Are 
Choosier, Brokers Say 


By Rance E. Crain 
| 


| WasHINGTON, Sept. 9—Buyers 
|who pay fancy prices for tv sta- 
|tions are crazy like foxes, brokers 
here and in New York have as- 
sured ADVERTISING AGE. 

Big money deals are no longer a 
novelty, even in moderate-size 
markets. There was hardly a stir 
when one station, for instance, in 
a city under 200,000 went recently 
for almost $3,500,000. The reason, 
most brokers agree, is a shortage 
of available stations in big U.S. 
cities. 

An obvious reason why prices 
keep going up is that buyers who 
are anxious to put up big money 


Canadian Ford 
Assigns Comet to 


Vickers & Benson 


Toronto, Sept. 8—Ford Motor 
Co. of Canada has awarded the ad- 
vertising account of Comet cars to 
Vickers & Benson. The account 
will bill an estimated $400,000. 

The Comet, which first appeared 
in the U.S. in March, will be put 
on the Canadian market this au- 
tumn, through Meteor-Mercury- 
Lincoln dealers, and will replace 
the ill-fated Frontenac, which the 
company has scrapped. 

The Frontenac, a Canadian ver- 
sion of the Falcon, was launched 
last year and sold through Meteor- 
Mercury-Lincoln dealers. Vickers 
& Benson handled the account, es- 
timated to bill about $200,000. 

J. Walter Thompson Co. directs 
advertising here for Ford, Mon- 
arch and Falcon. It is understood 
that Frontenac unit sales did not 


top the 10,000 mark. + 


P&G Tests Downy; Tide in 


Last Minute News Flashes 


Soluble Packs; Salvo 


CINCINNATI, Sept. 9—Procter & Gamble Co. is introducing Downy, a 


blue liquid fabric softener in a blue plastic container, in three markets, 


and Tide in a one-wash-packet form, in Jacksonville, Fla. Spot tv ads 
for Downy, stressing fabric softness, ease of ironing and static electric- 
ity, are running in the Indianapolis, Portland, Me., and Lubbock-Ama- 
rillo areas, placed by Grey Advertising Agency. The Tide product is 
individually packaged in a transparent polyvinyl alcohol film (PVA) 
envelope, which cissolves instantly in a washing machine, and is being 
sold in an eight-packet “family” size and 16-packet “queen” size. Ben- 


ton & Bowles is handling this test. 
of Canada has s arted test marketing Tide Redi-Paks, also through 
B&B, and Salvo, ; heavy duty laundry detergent, through Leo Burnett. 


Abbott Chen ical Account to Brady 


Meanwhile, Procter & Gamble Co. 


MILWAUKEE, S*ot. 9—Advertising of agricultural products of the 
chemical market «5; division of Abbott Laboratories, North Chicago, 
Ill., has been pleced with the Brady Co., Milwaukee and Appleton. 
Western Advertising Agency, Chicago, was the previous agency. The 
account has billec between $400,000 and $500,000 in space and time and 
perhaps half as r uch again in movies, slide films and collateral ma- 


terial. . 


Minnesota M ‘ning Moves 
St. PAUL, Sept. 


Industrial Tapes to KVPD 


--Minnesota Mining & Mfg. Co. has switched adver- 
tising for-its indu i-ial trades tape division from Batten, Barton, Dur- 


stine & Osborn to <lau-Van Pietersom-Dunlap. The account bills more 
than $200,000. O: «<r finalists were McCann-Erickson; Erwin Wasey, 


Ruthrauff & Rya . 


and MacManus, John & Adams. 


(4 tlitignal News Flashes On Page 167) 


are finding it harder to locate 
takers these days. Despite the scar- 
city of available stations, the num- 
ber of buyers continues to increase. 

In terms of today’s earnings, 
prices may seem high, but inves- 
tors who eagerly shell out millions 
to obtain footholds in the medium 
markets are confident that the sta- 
tions’ potential will bear the price. 


m While today’s deals may be 
more spectacular, brokers insist 
that the era of quick sales has 
slowed down. The free-wheeling 
pace of the ’50s will be replaced by 
more selective buying in the ’60s, 
they predict. 

In the middle 1950s, when the 
“freeze” on tv channels thawed 
out, there was a rush to buy out 

(Continued on Page 168) 


Sunkist Names 
Leo Burnett for 
Canada Account 


Spitzer & Mills Loses; 
Merger with Ted Bates 
Would Create a Conflict 


Los ANGELEs, Sept. 9—Sunkist 
Growers has selected a new agen- 
cy to handle its fresh fruit adver- 
tising in Canada, and an impend- 
ing agency merger seems to have 
triggered the account switch. 

Leo Burnett Co. will take over 
the account from Spitzer & Mills, 
Toronto, on Nov. 1 (the start of 
a new crop year), thus ending an 
agency-client relationship that 
started back in 1942. The account 
bills about $160,000. 

In announcing the appointment 
of Burnett, Sunkist’s advertising 
manager, Russell Z. Eller, said that 
“recurring rumors persist that 
Spitzer & Mills will merge with 
another agency and, to date, no de- 
nial of these rumors has been made 
by Spitzer & Mills.” 

The “recurring rumors” that Mr. 
Eller referred to concerned. the 
forthcoming merger of Ted Bates 
& Co., New York, with Spitzer & 
Mills. Such a merger would ap- 
parently set up at least one ac- 
count conflict, as Bates handles 
Minute Maid. 


s Neither Ted Bates nor Spitzer 
& Mills would confirm the merger, 
but informed sources said it would 
take place within the next two 
weeks. Rumors concerning the 
merger have been kicking around 
for several months, and were de- 
nied three months ago (AA, June 
6) by W. H. Reid, president of 
Spitzer & Mills, who said that his 
agency “had been approached re- 
cently by two or three U. S. shops 
. .. but we have made no deal. 
However, we can’t say what will 
happen tomorrow.” 

The Sunset Canadian acquisi- 
tion is the second piece of Sunkist 
business that Leo Burnett has 
landed this year. In May the agen- 
cy was named to handle fresh 

(Continued on Page 2) 
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Lederle’s Ad Bill: 


per Month, Kefauver Probers Are Told 


But Annual Figure of 
$8,464,000 Omits Detail 
Men (Cost: $13,000,000) 
WASHINGTON, Sept. 8—Drug in- 
vestigators had kind words for the 


advertising of Lederle Laborato- 
ries division of American Cyanam- 


id Co. today, after gently chiding | 


the company for trying to sugar- 
coat its promotional expenses. 

Appearing before the Senate 
subcommittee on anti-trust and 
monopoly, Dr. W. G. Malcomb, 
president of American Cyanamid, 
stated the company’s promotional 
outlay in terms of cost per doctor 
per month. 

Dr. Malcomb said it spends $1.06 
per doctor per month in medical 
journals and 52¢ in direct mail 
advertising. He told the subcom- 
mittee that $1.33 per doctor per 
month (or 80% of advertising and 
promotional costs) goes for sam- 
ples. 

Other advertising and promo- 
tional expenses included 28¢ 
monthly for other ads and 32¢ 
monthly for other promotion for 
each doctor. 


s After doing some fast arithme- 
tic, the subcommittee established 
this morning that advertising and 
promotion costs, based on an esti- 
mated 200,000 doctors in the U.S., 
comes out to about $702,000 a 
month, or $8,464,000 a year. The 
figure was accepted by Lyman 
Duncan, manager of the Lederle 
Laboratories division. 

Not included in the promotion 
budget, however, are the expenses 
and salaries of the 800 detail men 
working for Lederle—the biggest 
item in the company’s promotional 
program. 

Under questioning, Dr. Maleomb 
admitted that the detail men add 
$13,000,000 to $15,000,000 a year 
to the company’s promotion bill. 

On the subject of advertising, 
Dr. Malcomb spoke proudly of 
Lederle’s procedures. 


« “Our literature distributed to 
physicians and our advertising in 
medical journals put into short 
and readable form the more im- 
portant information to be derived 
from the clinical literature,” he 
said. 

“In preparing our material, we 
employ highly trained workers, 
many of them physicians, and we 
are careful not to overstate our 
claims or make inaccurate state- 
ments. In fact, all of our advertis- 
ing is subject to an absolute veto 
by our medical director, Dr. Ben- 
jamin W. Carey, whose decision 
has never been overridden.” 


s Sen. Estes Kefauver (D., Tenn.), 
chairman of the subcommittee, 
gave Lederle a gentle scolding for 
omitting the cost of the detail men 
in figuring advertising and pro- 
motional expenses, but he admitted 
that “we haven't 
deal to fuss about” in other Lederle 
advertising operations. 

What the subcommittee did take 
a long look at was the “rigid and 
identical prices” and the high prof- 
it rates of the Lederle setup. 

Before asking Dr. Malcomb for 
an explanation, the subcommittee 
chairman pointed out that Lederle’s 
profit of 17.7% was three times the 
rate of most companies. And he 
thought it was strange that the 
company’s prices for broad-spec- 
trum antibiotics—aureomycin, 
chloromycetin, terramycin, and tet- 
racycline—had remained stuck at 
$5.10 for 16 250mg capsules since 
1951. 


s In answer to Sen. Kefauver’s 
query, “Why do you feel you have 
to make so much money?” 


found a great > 


Dr. | 
Malcomb said that Lederle re-' 


$3.51 per Doctor 


quires a profit margin “fair to the 
consumer and commensurate with 
the risk nature of our new busi- 
ness.” 

He explained to the subcommit- 
tee that two-thirds of the com- 
pany’s profits in five years will 


market. He indicated that the com- 
|pany must store away a nest egg 
|“in case these ‘replacement prod- 
ucts’ don’t pan out.” 

Mr. Duncan fielded the question 
of rigid prices. 

He said a “fair and reasonable” 
price was reached in 1951, which 
the company has maintained even 
in the face of rising costs. 

Although prices of Lederle, Pfi- 
zer, Bristol, Parke-Davis, Squibb, 
and Upjohn are almost identical, 
competition is keen, he told the 
subcommittee. “There are other 
forms of competition besides price 
cuts, and often they are just as 
keen and effective,” he said. “One 
such form is to offer a better and 
more expensive product at the 
same price as the one on the mar- 
ket....I do not think Lederle 
should be criticized now for charg- 
ing the same price for drugs that 
cost more, and giving the public 
better drugs for the same price.” 


= Mr. Duncan emphasized that 
Lederle “has nothing to do with 
other companies’ prices.... but in 
a product as competitive as the 
broad spectrums, I am sure that if 
they charged more than Lederle, 
we would take business from them, 
and vice versa .. . where there is 
vigorous competition between ar- 
ticles performing the same func- 
tion, it is not unusual to find iden- 
tical prices. 

“This is why the prices of many 
competing drugs, just like the 
prices of gasoline at the local fill- 
ing stations, are identical,” he said. 


® Lederle also took issue with 
testimony offered in April by Dr. 
Solomon Garb, which criticized 
two of its ads. The company 
stated that “far from trying to 
subordinate the generic name to 
the point of virtual concealment, 
as inferred by Dr. Garb, Lederle 
has demonstrated its desire to im- 
plant the admittedly long but 
wholly meaningful generic name 
in the physician’s mind.” 

The hearing is scheduled to con- 
clude next Wednesday after the 
subcommittee hears from heads of 
Bristol-Myers, Parke, Davis & Co. 
and Eli Lilly. # 


|come from products not yet on the | 


GUARANTEED. New Kerid Drops must 


DON’T DIG— This is the new 


GM Now Confirms 
Ad Age Story—It Will 


Renew Motorama 


Detroit, Sept. 6—General Mo- 
tors today confirmed that it will 
present another Motorama show in 
New York in November, then take 
it to the West Coast for showing in 
San Francisco and Los Angeles 
in January and February. ADVER- 
TISING AGE reported last spring 
that GM would stage the show, 
despite denials from the company 
(AA, May 16). 

The New York opening, set for 
Nov. 3, will be a scant two weeks 
after the ending of the National 
Automobile Show in Detroit, which 
concludes Oct. 23. 

The last Motorama produced by 
GM was in 1958, when it was 
shown only in New York and Bos- 
ton, as part of the observance of 
General Motors’ 50th anniversary. 


s The coming event will be the 
seventh Motorama. The first was 
held only in New York in 1950. 
There were no shows in the follow- 
ing two years, due to the Korean 
war, but they were resumed in 
1953, and were held most of the 
ensuing years until 1958. 

More than 8,500,000 persons have 
viewed the GM shows over the 
years, making it the most widely 
attended industrial exhibition of 
its kind. 

The New York showing, as in 
the past, will be in the Waldorf- 
Astoria Hotel, from Nov. 3-10. 

The show then will go into stor- 
age until after Jan. 1. It will next 
appear on the West Coast, in San 
Francisco’s Civic Auditorium from 
Jan. 7 through Jan. 15, and in 
Pan Pacific Auditorium, Los An- 
geles, Jan. 28 through Feb. 5. 
Motorama will present under 
one roof the complete line of 1961 


General Motors cars, plus prod- 


painlessly, speedily, or your money refunded. Same method 
many doctors now use. Sold without prescription for home use. 
Special offer... Save 25¢ on Kerid Kit with Syringe. 


ucts of other GM divisions. # 


Advertising Age, September 12, 1960 


DOCTORS WARN: Don’t dig sharp points into your ears. 


Use Kerid® Drops...then rinse wax out! 

SAFE. New Kerid Drops with medically approved ingredients 
are specially formulated to soften and loosen even stubborn, 
impacted ear-wax without harming delicate tissues or hearing 
organs. With Kerid Drops you use the same method many 
doctors are finding so effective right now! Kerid Drops end 
puncture danger and ear-wax interference with ear function. 
PAINLESS. This new medical development brings children and 
adults freedom from the fear of painful wax removal with 
surgical instruments, pins or pencils. Just drop Kerid in, then 
in minutes rinse ear-wax out safely, painlessly. 


remove ear-wax safely, 


ad Blair is using for Kerid. 


Newspaper R.O.P. 
Color Ads to Back 
Reformulated Kerid 


New York, Sept. 9—Kerid, the 
liquid ear wax remover, which 
was withdrawn from the market 
and reformulated last year, is on 
the comeback trail and will break 
a $100,000 four-month national 
drive, starting Sept. 12. 

Six weeks ago, Blair Laborator- 
ies appointed a new agency, Max- 
well Sackheim-Franklin Bruck, to 
handle the product, originally 
launched by Doyle Dane Bernbach. 
In a switch from the Sunday sup- 
plements used in the past, the new 
campaign will use chiefly news- 
paper r.o.p. color in 102 cities 
across the country. 

In addition, saturation radio will 
be used in Kansas City and At- 
lanta, and radio will be tested in 
“many” other markets. The news- 
paper ads will have varied de- 
grees of frequency and size and 
the campaign is “geared to pro- 
vide maximum consumer impres- 
sions in order to reach ear wax 
removal customers when they’re 
suffering and looking for help,” 
according to Joseph Daffner, exec 
vp of Blair. 


s Actually, the budget for the 

new campaign is only about one- 

third of that spent between March 
(Continued on Page 170) 


Smith/Greenland Adds Two 
Smith/Greenland Co., New York, 
has been appointed to handle ad- 
vertising for Noxon, an all-purpose 
metal polish of Noxon Inc. Rose- 
Martin formerly handled the ac- 
count. Smith/Greenland also has 
been named to handle advertising 
for Claridge Foods Inc. A heavy 
eight-week radio drive will break 
in the New York and Philadelphia 
markets Sept. 15 for the Claridge 
line of canned meats. Charles W. 
Hoyt Co. is the previous agency. 


holiday season 


William Carter Co. will use four-color 

pages and spreads in consumer maga- 
| zines for its fall-winter campaign, for its 
| infant's and children’s underwear, sleep- 
wear and outer wear, as well as men’s 
underwear 


True’s “Beverage Industry Trends” re- 
port shows that vodka is gaining favor 
| Oe ee eee Page 47 


Blumenthal Bros. Chocolate Co. will 
launch a tv spot campaign in mid-Sep- 
tember for its Goobers and Raisinets, 
using 30 stations in 21 markets ....Page 56 


San Giorgio Macaroni Co. will mix food 
with fashion for a heavy fall campaign 
to include fashion shows, four-color 
pages in five magazines and in four 
Sunday suppl t Page 58 


Advertising Age will hold its second an- 
nual Advertising Agency Management 
Workshop at the Palmer House, Chica- 
go, Oct. 27-28 


American 
plant expansion project 


Motors plans an _ $11,000,000 
denne Page 88 


Webcor Inc. backs “a new approach to 
advertising sound reproduction pack- 
ages and components” with a $700,000 


WD acne sepissscresecictgesetnsnneninninathonmntiaa Page 94 


vey shows motivation research tech- 
niques “ 1 t, not lant, con- 


ventional marketing research” ...Page 98 


Bureau of Labor Statistics says on the | 
basis of autumn 1959 prices, the annual | 
budget for ‘“‘modest but adequate” liv- 
ing for a four-person urban family in 
20 U. S. cities should range from a $5,- 
370 low in Houston to $6,567 in Chica- 
go Page 107 


TV set saturation crept up to 88% of all 
households by May, 1960, according to 
the Bureau of the Census ........ Page 110 


The first brewery-sponsored television 
programs have been shown on the Ca- 
nadian Broadcasting Corp’s eastern net- 


print campaign between now and the | 


| 


} 
! 


Highlights of This Week's Issue 


W. A. Sheaffer Pen Co. schedules a five- , National Industrial Conference Board sur- 
phase print campaign for fall and the | 


mer Olympics to American 


television 
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Marchal to Use 
Dailies to Push 
Light-Up Jewelry 


Electronic Components 
Used in Missiles Will 
Function in Yule Product 


New York, Sept. 8—Marchal 
Jewelers this Christmas will be 
promoting “Electronic” jewelry 
that lights up. 

The company, which claims to be 
the world’s largest manufacturer 
of 14kt. gold charms, is introducing 
a line of nine lightable charms, 
each featuring a tiny battery and 
bulb, called Marchalite. The com- 
pany also has designed a March- 
alite attachment for keys to throw 
a beam of light on the keyhole. 


s Introductory advertising will be 
a Christmas campaign starting in 
late October in newspapers. In- 
sertions in the New York Herald 
Tribune, Times and Wall Strcet 
Journal are planned initially. The 
company will then “wait and see” 
before making further ad plans. 

The charms will retail from $39 
to $90; the key tip will retail for 
$48. The bulb used is Sylvania 
Electric Products’ Mite-T-Lite, 
originally designed for use in mis- 
siles, computers, etc. The battery 
is a P. R. Mallory mercury battery, 


a version of the ones used in 

walkie-talkies, hearing aids, etc. 
Maybelle F. Hall Co. is the 

agency. # 

Sunkist Names 

Leo Burnett for 

Canada Account 

(Continued from Page 1) 
lemon advertising for Sunkist 


(AA, May 23), replacing Foote, 
Cone & Belding on this portion of 
the Sunkist account; FC&B had 
been handling all Sunkist advertis- 
ing for 52 years and still handles 
oranges and other Sunkist prod- 
ucts in the U. S. 


# Spitzer & Mills has a history tha 
parallels Foote, Cone & Belding’s 
each being an outgrowth of the ol 
Lord & Thomas agency. FC&B was 
formed in 1942 when Albert Lask 
er dissolved Lord & Thomas an 
the Messrs. Foote, Cone & Belding 
formed a successor agency to carry 
on work for L&T clients. At the¢ 
same time the two L&T men wh 
headed that agency’s Toronto of 
fice—J. W. Spitzer and G. F. Mills 
—formed the agency that bears 
their name. 

In addition to losing an account 
Spitzer & Mills also will lose a 
account man. Fred Collins, vp an 
merchandising director, who han 
dles Sunkist’s fresh fruit adver 
tising for the agency, has resigne 
effective Sept. 30. + 


Frederick Kugel, 
Editor and Publisher 


of ‘Television,’ Dies 


IsurpP, N. Y., Sept. 7—Frederic 
A. Kugel, 45, editor and publishe 
of Television Magazine, died toda 
of a heart ailment in Southsid 
Hospital. 

Mr. Kugel, whose magazine grev 
up with the medium of televisior 
was a very familiar figure in th 
industry. One of the first to see th 
tremendous growth possibilities ig 
the new field, he founded Tele 
vision Magazine in 1944. 

Mr. Kugel was active in th 
programming projects (‘“Datelin 
U. N.” etc.) of the U.S. Broad 
casters Committee on World Af 
| fairs, of which he was chairman. 
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Advertising Age, September 12, 1960 


Sweet Request for 
TV Ad Re-Run Has 
a Vinegary Flavor 


PORTLAND OnrE., Sept. 


true here recently when a viewer 
wrote to a tv station asking that a 


commercial be repeated because | 


his wife had missed it. 
“Would you please do that Hood 
River apple juice commercial of 


Aug. 16 over again, as my wife did | 


not see it,” wrote Ivan Hathaway 
of Vancouver, Wash., to KOIN-TV. 
The station personnel grinned, 


and with pleasure turned the card | 


over to Pacific National Adver- 
tising Agency, which directs the 
advertising for Apple Growers 
Assn. of Hood River, its client. 


= The Apple Growers Assn. of 
Hood River has advertised its 
products for some five years on 


KOIN-TV, and currently runs a| 
spot just before the 6 p.m. news. | 


In this one, pretty Glenna Page, a 
freelance artist, extols the virtues 
of Hood River apple juice, pours 
a glass, and sips with obvious sat- 
isfaction the tangy nectar of the 
apple. Or so the script goes. 
Miss Page, on camera “live,” 
poured the juice while she talked, 
and put it to her lips. The wry, 


7—An | 
adman’s dream seemed to come | 


SPHINX—Mary Linn Mason tapes a 
| mercial for Saxon Paper Corp. One of the first paper distributors 


to use television, Saxon is sponso 


Sphinx Ezerase typing paper com- 


ring several shows on WNTA-TV, 


Newark, N.J., including “Open End,” “Mike Wallace Anthology,” 
“Ted Steele’s Dance Party” and “Movie of the Week.” Guth, Francis 


& Richards, New York, is the agency. 


| 
| comical, almost horrible expression 
that came to her face was what 
prompted Mr. Hathaway’s request. 
For the bottle contained, not 
sweet apple juice, but vinegar. Miss 
Page recovered nicely, though. She 
swallowed rapidly, then added, 
“and Hood River apple vinegar is 
good for salads.” # 


Herbst Ad Chief's Ideas Bring Agency 
Split; Successor Search Also Novel 


One Agency Man Writes 
to Shoe Management to 
Warn It’s Been ‘Sold’ 


MILWAUKEE, Sept. 8—A rela- 
tively small shoe manufacturer 
and a 28-year-old advertising 
manager, whose shoe merchandis- 
ing experience extends back only 
a year and a half, are currently 
providing Milwaukee advertising 
circles with more conversational 
stimulation than anything that has 


happened in years. 

The manufacturer is Herbst 
Shoe Mfg. Co., maker of children’s 
shoes, with an advertising budget 
of around $50,000. The 28-year-old 
adman is Thomas McConnell, who 
joined Herbst in March of last 
year. Before that, he was with 
Adolph’s Ltd., Burbank, Cal., the 
meat tenderizer organization, as 
assistant to the president, doing 
sales promotion and public rela= 
tions. 

Mr. McConnell’s ideas on shoe 

(Continued on Page 104) 


AIA Starts Poll 


| f Members on 
IARI Autonomy 


| NEw York, Sept. 6—The Assn. of 
|Industrial Advertisers has begun 
|polling its members by mail to 
|sound them out on a hassle over 
the Industrial Advertising Re- 
search Institute. 

The issue started at the AIA con- 
ference in San Francisco in 1959 
and blew up afresh last June in 
Washington (AA, June 13). 

IARI contends that the institute, 
an offspring of AIA, should be 
autonomous to insure objectivity 
|in its activities. A poll of IARI sub- 
|scribers showed their support for 
the demand for separation. But the 
AIA board has insisted that the 
AIA members, too, express their 
opinions, and a convention show- 
down in June was averted by ‘the 
decision to take a poll. 


# In the current letter going to 


Milwaukee area, urging them 


Question 


. Do you employ less than 13 


would certainly be “no.”) 


marketing research? 
. Are you able and would you 


to ours? 


engravers, etc.? 


* * 


will be unnecessary for you 


the formal questionnaire. 


‘Prerequisite’ Check List Is Newest 


Wrinkle in Agency Questionnairing 


Herbst Shoe Mfg. Co.’s advertising manager, Thomas McCon- 
nell, has added a new touch to the agency questionnaire routine, 
with a “prerequisite check list” mailed to 87 agencies in the 


account. Those receiving the pink “prerequisite” sheet were 
advised not to return it, but to complete it before considering 
the formal four-page questionnaire which accompanied it. Text 
of the “prerequisite” sheet follows. 


. Is your agency located in Milwaukee? 


. Are you free from accounts which would compete with ours? 
(If you handle a shoe or footwear account, your answer 


. Does your agency understand and is it able to operate under 
the “marketing concept?” (If you don’t know what it is, 
your answer should be “no.’’) 


. Is your agency able to handle projects in the broad areas of 


budget which calls for little national media space? 
. Have you had experience with a distribution system similar 


. Are you free from restrictive agreements with printers, 


. Make a brief examination of the formal questionnaire. Do 
you believe an account searching for a new advertising agen- 
cy has the right to make such a thorough inquiry before in- 
viting an agency to make a presentation? 


If you have answered “no” to any of the above questions it 


tionnaire ...unless you wish to recommend another agency. If 
so, we’d certainly appreciate the completion of questions 1-6 on 


Thank you for considering our a 


to solicit the Child Life shoe 


persons on all agency business? 


be satisfied to operate within a 


* 


to complete the formal ques- 


ccount. 


}all AIA members, board chairman 
| Jay M. Sharp states that he wants 


|month. 

Outlining the relationship be- 
tween the AIA and IARI, Mr. 
Sharp states that the research in- 
stitute is an organization created 
legally, by AIA laws, but operating 
as an almost autonomous body. 
“Its income and expenditures are 
completely separate from AIA’s. 
Its subscribers are companies, 
whereas AIA’s members are indi- 
viduals. 

“While AIA’s board of directors 
must approve the “rules and regu- 
lations” under which the institute 
operates, this approval has been 
practically automatic. 

“Its administration is under its 
own board of trustees. Its director, 
Dr. Bachelder, reports to those 
trustees rather than to anyone in 
AIA.” 


this letter is to sound you out—to 
learn what you think should be 
done.” # 


‘Material Handling’ Adds Rates 

Material Handling Engineering, 
Cleveland, effective Jan. 1, has 
added a rate schedule for inserts 
of eight or more pages. They are 8 
pages, $5,075; 12 pages, $7,250; 16 
pages, $8,700. Charges on inserts 
fewer than eight pages do not 
change. 


Anderson Electric Names Luckie 
Anderson Electric Corp., Leeds, 
| Ala., manufacturer of electric con- 
jnectors and fittings, has named 
| Robert Luckie & Co., Birmingham, 
las its agency. Tucker-Wayne, At- 


|lanta, is the former agency. 


the replies before the end of the | 


Mr. Sharp adds: “The purpose of | 


‘Tranquility Field Disquieted ... 


Roche Product Relies 
Heavily on Mail 
and Medical Press 


By Milton Moskowitz 


| New York, Sept. 6—Hoffman- 
La Roche, Swiss-owned chemical 
and drug house, has captured a 
major share of the U.S. tran- 
quilizer market with its new drug, 
| Librium. 

Roche Laboratories, ethical drug 
division of the Nutley, N.J., sub- 
|sidiary, marketed Librium in 
March of this year, after the drug 
had come through two years of 
clinical testing with flying colors. 

The drug took off in the market 


| like a bird. It needed only three | 


months to become the No. 1 prod- 
uct in new tranquilizer prescrip- 
| tions. Roche thus has the hottest 
| prescription product of 1960. 


| 


at an annual rate in excess of 
$10,000,000. The product seems a 
cinch to become a member of that 


Ayerst Drops 
Enloe; Ponders 
Successor Shop 


Bristol Labs Names 
Sproul & Associates 
for New Product 


NEw York, Sept. 


Home Products and Cortez F. En- 
loe Inc. will part company at the 
end of the year. 

Enloe has been servicing this 
ethical drug account for more than 
10 years, although the bulk of Ay- 
erst’s advertising is handled by 
Paul Klemtner & Co., Newark. 

A third agency—Jordan, Sieber 


account. 

Whitmore Jensen, ad manager 
of Ayerst, said the company is now 
talking with agencies, but he add- 
|ed that no decision has been made 
| yet as to whether the business will 
|go to a new shop or one of the 
jagencies already on the Ayerst 
roster. 


s In another move on the ethical 
|drug front this week, Bristol Lab- 


| oratories division of Bristol-Myers | 


| Co. appointed Sproul & Associates 
|to handle advertising for its new 


| synthetic penicillin,Staphcillin. The | 


Bristol account is split between 
|Burdick & Becker 
(formerly Noyes & Sproul). # 


/ED SPITZER has been named vp and 

creative director of W. B. Doner & 

Co., New York. He formerly was 

group advertising director of Rev- 
lon Inc. 


| Librium’s sales are now running | 


8—Ayerst 
Laboratories division of American 


|& Corbett—also has a piece of the 


and Sproul! 


= Librium Becomes No. 1 Tranquilizer, 
Though Outspent by Rival Advertiser 


select group of ethicals in the 


plus-$20,000,000 class. 


® Behind the success is, of course, 
the efficacy of the drug. Librium 
is the first new tranquilizer type 
to be marketed in five years, and 
it boasts several product advan- 


Librium and the 66 tranquilizers 


Librium therapy saw 9 tong succession 
18 considered 


he reasons? The 


area of anniety linked 


| THE SUCCESSOR—A ll-copy journal 
|ads noted that Librium was pre- 
|ceded by 66 tranquilizers, yet to- 

day “Librium is considered by 
| many clinicians as the successor to 


this entire group.” 
| 


tages over predecessors. 

Also behind the success, how- 
ever, is an integrated marketing 
program that exposed Librium to 
physicians all over the country via 
medical journal advertising, direct 
mail and calls by sales represen- 
tatives (detail men). Surveys tak- 
en after the first three months 
of the campaign indicated that 

(Continued on Page 66) 


‘Audit Bureau 
of Criticism’ Is 
Urged by Weir 


CLEVELAND, Sept. 8—A proposal 
that advertising set up an “audit 
bureau of criticism” that would 
allow the ad business to “impose 
the necessary discipline on itself 
to avoid excesses” was made here 
today by Walter Weir. 

Speaking at a Cleveland Adver- 
tising Club-Audit Bureau of Cir- 
culations meeting here, the execu- 
tive committee chairman of Dona- 
hue & Coe, New York, said such 
jan audit bureau of criticism 
|“‘would have to consist of people 
not earning their livelihood direct- 
\ly from the creation of advertising. 
| “Certainly,” he went on, “the 
woods are full today of distin- 
guished former advertising men, 
now honorably retired, from 
among whose number one or more 
might be found to head up such an 
operation. He would, of course, 


Shave to be assisted—probably by 


a legal staff, perhaps by a general 
semanticist or two, and quite likely 
by some independent creative peo- 
ple capable of suggesting ways 
and means by which a distasteful 
appeal might be modified without 
any loss of its persuasive power.” 


e Mr. Weir, whose most recent 
book, “On the Writing of Adver- 
tising,” advocated more ethical, 
moral and honest advertising, said 
his new kind of “ABC” would 
i“have to have a research staff 
constantly in the field, or a broadly 
scattered and representative con- 
sumer panel, so that the criticisms 
audited would be those of the pub- 

(Continued on Page 10) 
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Brown & Williamson 
Will Use New Logo 
Starting in Fall Ads 


LouIsvILLe, Sept. 6—Brown 
Williamson Tobacco Corp., aiming | 
to “further strengthen loyalty to | 
B&W’s brands,” is off on a new 


tack in its advertising strategy this | 


fall. 

A newly designed corporate log- 
otype, consisting of a large “B&W” 
superimposed on three crossed to- 
bacco leaves, will be used in clos- 
ing posters on all its network tv 


as in print advertising. 


s John W. Burgard, advertising vp 
of B&W, said that the company 
identification with its products, 
which will be developed through 
use of the new logo, is intended to 
strengthen loyalty to the company’s 
brands and “aid in the introduction 
of new products.” 
Already this - year, 


& | 


he added, | 


jap easign: 


fay 


| B&W has introduced two new cig- 
arets—the light menthol Belair and 
| tobacco-filter Kentucky Kings. 

The new emblem eventually will | 
‘be used on all B&W packages and 
| cartons. 

Frank Gianninoto & Associates, 
|New York, prepared the logo. # 


|'P&G Boosts Two in Canada 

G. P. French, an associate brand 
'promotion manager at Procter & 
|Gamble Co. of Canada Ltd., has 
also been named media operation 
supervisor. In addition, Procter & 
Gamble has named K. W. Sonner 


Motif in New 


Sara Lee Ads Is 


Pleased Eaters 


Why Show Product in 
Ad? Asks Adman; Too 
Many Food Ads Look Alike 


Cuicaco, Sept. 7—In an effort to 


manager of copy and productions.| get away from stereotyped food 
and syndicated programs, as well | Mr. Sonner was formerly manager advertising, Kitchens of Sara Lee 


| of the copy section. 


‘Wells Joins Leland Bisbee 


will launch a new campaign to- 


|morrow for its Chicken Sara Lee. 


The ads will carry only a small 


James G. Wells has joined Le- | illustration of the product in its 


land Bisbee Broadcasting Co., 
Phoenix, as national advertising 
sales director. Bisbee owns KRUX, 
Phoenix, and recently purchased 
KTKT, Tucson, subject to FCC ap- 
proval. Mr. Wells was formerly a 
vp and directer of Rumrill Co. 


| package. 

The campaign will run from 
Sept. 8 through Sept. 23 with b&w 
large space ads in newspapers in 
Chicago and New York. The 1,- 
680- and 1,000-line ads will run in 
| the Chicago Daily News, Chicago 


Barents ing Age 4 


—— 
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THINK TWICE ABOUT TACOMA 


First: always think of Tacoma as a vital 
segment of the dominant Puget Sound 
Circle—biggest market in the Pacific 


Northwest. 


When your sales forces work this Puget 
Sound market, nine times out of ten they 
cover retail outlets in both Seattle and 
Tacoma at the same time. 
When distribution and mer- 
chandising is set in both metro 
areas, the advertising breaks. 


Unless it breaks in Tacoma at the 
same time, a good quarter of your sales- 
merchandising effort is wasted. 


That’s because of the second thought 


you have to keep about Tacoma. 

It’s a market that can not be covered 
by any outside newspaper or any com- 
bination. Only the dominant 
Tacoma News Tribune—now 
delivering more than 85,000 
daily—can do the job. 
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Sara Lee did it again! 


~ 


Chicken 


Sarafee 


CY a3, 


woes = 


Chicken Sora fee ra 


dvertising Age, September 12, 1960 


“Chunks of chicken this big.” The 
short copy below reads, in part: 
“Here’s a dish fit for the king of 
any castle, large or small. Big 
chunks of chicken, water chest- 
nuts, mushrooms. All simmered in 
a superb special sauce. It’s so good 
in so many ways—how about 


» | Chicken Sara Lee tonight?” 
'| Another ad features a woman 


winking. The headline reads, “I’ve 
lost my husband to Sara Lee.” A 
third ad shows two women with 
forks and _ ecstatic expressions. 
The headline says, “Sara Lee did 
it again.” 

Mr. Rogers disclosed that Sara 
Lee will adopt a similar approach 
in a new series of cake ads which 
will start running in a month or so. 


_Longines-Wittnauer Sets 8 Hour 


CHICKEN SARA LEE—Kitchens of Sara| TV Specials on Candidates 


Lee will launch a new campaign | 


with a new approach for its Chick- 


en Sara Lee during September with| hour public affairs specials, 


large space ads like this one in 
New York and Chicago newspa- 
pers. 


| Tribune, Newark News Newsday, | 
New York Daily News, New York 
Times and the Westchester Group | 
of 10 newspapers. 


The new ads represent a radi- | 


|cal departure for Sara Lee, which 
| has always featured large and 
tasty-looking illustrations of 

| bakery products. When the com- 
pany first introduced its heat-and- 


serve frozen chicken product in | 


|New York a year ago (AA, Oct. | 


12), introductory ads (some in full | 
color) featured a large plate of the 
chicken. 


s Sherman E. Rogers, who recent- 
ly joined Cunningham & Walsh, 
| Chicago, Sara Lee’s agency, as vp 
|and creative director, is the man 
|largely responsible for the new 
| look. 

“There is a sameness to food 
advertising; much of it looks alike,” 
|Mr. Rogers said. “And because 
food ads look pretty much the 
|same and because the amount of 
food advertising has increased over 
|recent years, it has become in- 
creasingly more difficult to attract 
|the attention of consumers who 
| read ads. 

“Why do you have to show a 


| picture of a food product in your | 


ad” Mr. Rogers asked. “We felt it 
was time to introduce new dynam- 
|ics into food ads. Why not convey 
| what the product will impart to 
| you in pleasure and enjoyment?” 


ls The new series of three ads 
| features large illustrations of peo- 
| ple, who are praising Chicken Sara 
| Lee via facial expressions. One ad 
shows a man demonstrating to a 
|friend the size of pieces of the 
|chicken. The headline reads, 


its | 


Longines-Wittnauer Watch Co., 
|New York, will sponsor eight one- 
“The 
|Campaign & the Candidates,” on 
| NBC-TV Saturdays at 9:30 p.m., 
| EDT, from Sept. 17 through Nov. 
5 (see separate story for other tv 
|specials, page 114). The watch 
company’s agency, Victor A. Ben- 
nett Co., said it would run com- 
mercials two minutes long or long- 
|} er in four of these shows so as not 
;to interrupt interviews with the 
major candidates. The Presidential 
and Vice-Presidential candidates 
|are scheduled for appearances on 
separate shows. 

Other new sponsors at NBC-TV 
|include American Photocopy 
|Equipment Co. (Irving J. Rosen- 
bloom & Associates), which will 
|join Kemper Insurance Companies 
(Clinton Frank Agency), previous- 
ly announced as co-sponsor of 
“Chet Huntley Reporting”; R. J. 
Reynolds Tobacco Co., (William 
|Esty Co.), for participations in 
|“Laramie” and Pan-American 
Coffee Bureau (Batten, Barton, 
Durstine & Osborn), which hasn’t 
been in network tv since 1955, for 
participations in “Outlaws.” 


Heinz in Farm Drive 

In a move to broaden sales 
among farm-rural families, H. J. 
Heinz Co., Pittsburgh, is current- 
ly conducting an extensive adver- 
tising campaign in the Farm Jour- 
nal, Philadelphia. Each of the ads 
in the series, which will continue 
into 1961, will feature recipes us- 
ing Heinz products as ingredients. 


Hogue Resigns From KXTV 

Richard P. Hogue has resigned 
as vp and general manager of 
KXTV, Corinthian Broadcasting 
Corp.’s station in Sacramento, Cal 
Robert Salk, Corinthian’s director 
of programming in New York, will 
temporarily assume the duties as 
| general manager of the station. 


The important 8 


% of all metal sales are 


influenced by AMERICAN METAL MARKET 


coffee 
and AMM” 


*..,and Monday, Tues- 
day, Wednesday, and 
Thursday .. . every 

metal buying day too 
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CIRCULATION MORE THAN 


13,000,000 
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Shaw-Hagues Adds Lab 


Nicholas of America Ltd. has 
named Shaw-Hagues, Chicago, to 
handle medical advertising for its 


newly acquired subsidiary, Nich-- 


olas-Glidden Laboratories, Wau- 
kesha, Wis. Reeves Study Agency, 
Chicago, handled Glidden Labora- 
tories before its sale. 


Tatham-Laird Boosts Luick 

John F. Luick, merchandising 
executive of Tatham-Laird, Chi- 
cago, has been promoted to direc- 
tor of merchandising. With Ta- 
tham-Laird for the past three 
years, Mr. Luick formerly was an 
account executive with Earle 
Ludgin & Co. 


GE Names Charles Lunney 
Charles R. Lunney, formerly 
manager of advertising and sales 
promotion of Sylvania Home Elec- 
tronic Corp., has joined General 


Electric Corp., Syracuse, N.Y., as| 


advertising and sales promotion 
manager of its tv receiver depart- 
ment. 


‘Seaside Oil Wedges 


i 
| 


into New Markets 
With Travel Guide 


SANTA BARBARA, CAL., Sept. 6— 
As a smaller company in an indus- 
try of giants, Seaside Oil Co. has 
steadily expanded by concentrat- 
ing its limited budget in promo- 
tion-oriented advertising. 

The company has nearly 1,000 
stations in California, Arizona, Or- 
egon and Washington. Of these, 
some 40 are in Oregon and Wash- 
ington—markets it entered last 
year. Plans are to increase the 
number of outlets in these states 
substantially in the near future. 

Early this year, it became ap- 
parent something needed to be 
done to spark public awareness of, 
and interest in, Seaside’s present 
and soon-to-be-opened stations in 
the Pacific Northwest. The prob- 
lem was complicated by the fact 
| that the relatively small number of 
stations in Oregon and Washington 
| could not justify enough of an ad- 


vertising expenditure to make 
much of a splash. 


s This led to the decision to pro- 
duce a 48-page, fully illustrated 
travel guide of Oregon and Wash- 
ington for free distribution at all 
stations. In this, the company had 
previous experience. 

A similar 48-page guide for Cal- 
ifornia and Arizona was published 
two years previously, and some 
300,000 copies have been distribut- 
ed through Seaside stations, hotels 
and motels, travel groups and 
tourist organizations. Because the 
guides give comprehensive cover- 
age of all points of interest, they 
were appreciated and boosted by 
the areas covered. Tourists found 
them helpful when travelling. 

With this background, a strong 
advertising, promotion and public 
relations program was laid out by 
Ben F. Avery, vp and sales man- 
ager; G. B. Tucker, advertising 
manager; Herb Brown, vp of Sea- 
side’s agency, McCarty Co., and 
Jack B. Kennett, Kennett PR As- 


sociates. 


Advertising Age, September 12, 1960 


The major advertising effort was | 
in the areas where Seaside has | 
most of its distribution; a relative- | 
ly small and brief campaign was | 
scheduled for Oregon and Wash-| 
ington, where the main push was | 
on the public relations level, which 
emphasized the boost to travel in| 
the Pacific Northwest that would | 
result from the distribution of the 
guide in California and Arizona. | 
These states are the biggest source 
of tourists for the Pacific North- 
west. 


s The target dates for the cam- 
paign were the dates of press and 
civic receptions in Portland, June 
21, and Seattle, June 23. During 
the week of the receptions, posters | 
featuring the guide went up in all | 
Oregon and Washington stations. 
The week following, full-page 
ads ran in Seattle, Spokane and 
Portland newspapers. Two-column | 
by 15” ads followed with dealer 
listings. News releases on the 
guide and the advertising behind 
it were sent to all newspapers and | 
publications in the two states, as/| 


Confirmed again 


Columbus, 
TEST CITY, 


When the READER'S DIGEST wanted to take a look 
at its own impact on a typical American city it went to 


Columbus, Ohio. 


Why? Because Columbus has the vital elements that make 


a good test market... 


market) 


economically 


DISPATCH 


Its population is typical (and diversified). 


Ohio is 


It’s self-contained (and other major markets are distant). 


Good, éo-operative media (you.can really penetrate the 


Business is diversified (from airplanes to uniforms). 


Income level is. close to average (but enough above the 
national average to make it a buying market). 


Business activity is stable (recessions are felt less in Co- 
lumbus because of its wide diversity of business). 


Good distribution (5280 retailers, 842 jobbers). 
Good transportation (your goods get to Columbus fast and 


by air, rail or truck). 


Experience counts (and Columbus media know the “ins and 
outs” from scores of successful test campaigns). 


A good record as an indicator (companies like P&G, Colgate 
Palmolive, Lever Bros., General Foods and Armour & Co., 
know that they can count on Columbus to predict the national 
sales picture. That’s why they have used The Columbus 


repeatedly). 


Columbus Dispatch 


Evening and Sunday 


Morning 


OHIO 


Te BEST WAY TO REACH COLUMBUS 


THROUGH THE LOCAL MEDIA THAT DE- 
LIVER THE MARKET, THE COLUMBUS 
DISPATCH AND CITIZEN-JOURNAL. Here 
is a combined daily circulation of more than 
310,000 and a Sunday circulation of 277,000. 
*Get the facts on Columbus, Ohio and its news- 
papers today. They’ll be vital in any market- 
‘ing program planning . . . Especially if you’re 
“feeling it out.” 


Attractive combination rates available. 


Representatives: 
O'Mara & Ormsbee, Inc. 
(New York, Chicago, Detroit, San Francisco, Los Angeles) 
McAskill, Herman & Daley, Inc. 


eo 


wee eet 


. TEST CITY, US.A. ...IS 


(Miami Beach} 


~ : 
FiG-MORTHWEST 
EDITION 


48 PAGE 


TRAVELJ 
GUIDE J 


to Pacific 
Northwest 


Hit the trail with Lewis and Clark and learn about the 
fascinating Pacific Northwest m this delightful rotogra- 


vure Travel Guide Ws 48 pages are packed with places 
to go, things to do, sights to see... information you can 
get from no other single source. 13,000 words of enchant- 
ing reading, 77 scenic photos, 16 up-to-the-minute maps 
By word and picture, climb Mt. Hood in a Sno-cat, visit 
Grand Coulee Dam, Crater Lake, Mount Rainier. It's all 


yours free —at your neighborly Seaside Dealer's 


\V Stations 


SEASIDE Ol. COMPANY - Estabirshed 1898 


well as radio and tv stations. 


s Simultaneously, six painted bul- 
letins were erected on the major 
Arizona-California highways. Sea- 
side’s weekly two-column by 15” 
ads in 14 central and northern 
California newspapers announced 
the new guide. 

Subsequent ads in the weekly 
schedule have promoted the guide. 
The guide was also promoted on 
the weekly tv programs sponsored 
in Fresno, Chico, Santa Barbara 
and Sacramento, all in California. 


= The results have been more than 
satisfactory, according to the com- 
pany. It is believed a substantial 
reservoir of good will has been 
built in the Pacific Northwest. Let- 
ters of commendation have been 
published by the governors of the 
two states, U. S. senators and con- 


i | gressmen, mayors and civic groups. 


The original 100,000 printing of the 


B| guide was exhausted in August, 


and an additional 50,000 have been 
printed. 

More to the point, says R. J. 
Irvin, president of Seaside: “The 
distribution of the Seaside Pacific 
Northwest travel guide already has 
resulted in a substantial increase 
in sales, directly attributable to 
the publication. Moreover, our 
dealers report that 90% of the per- 
sons who come to our Seaside sta- 
tion for the guide make pur- 
chases.” # 


AFA Reprints Truth Book 

The Advertising Federation of 
America has printed its second 
edition of its “Advertising Truth 
Book.” Copies of the book are 
available for $1 each from AFA, 
250 W. 57th St., New York. 


Bridges-Sharp Adds Three 
King Cole Inc., restaurant chain; 
Airway Shopping Center, and 
Mullins Rubber Products Co., all 
of Dayton, have named Bridges- 
Sharp & Associates, Dayton, as 


their agency. 
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BUT SHARE NOT ALIKE 


ABC TELEVISION 36.5. 
NETWORK Y 


1-TWORK 
, we waa 4 
“Source: Nielsen 24 Market TV Report, average audience, week ending Aug 21,1960, 7 nights 8-10:30 PM,Mon-Sun. 


The chart tells the story, except for this: ABC Television 
was in First Place on 4 nights out of 7. Pretty nice lead. Pretty 
nice week. For future success stories, watch this space. 


ABC TELEVISIONG 
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This Week in Washington... 


‘Anti-Payola’ Bill Okay Rings Down 


emerged from the investigating 
under rather favorable conditions. 
At the moment they face a more 
businesslike FCC than they en- 
countered in recent years. But 
anyone who sat through the hear- 


4 s ings of the House subc itt 
Curtain on TV Probes—for a While 222% Senn 


By Stanley E. Cohen 
Washington Editor 


WasHINcTON, Sept. 8—With con- 
gressional approval of the so-called 
“anti-payola” bill, the curtain 
rings down—for the moment—on 
the government’s tinkering with 
the tv industry. 

After three years of investigat- 
ing, the U. S. is more deeply than 
ever committed to private, com- 
mercial tv. Despite tempting prov- 
ocation, the Federal Communica- 
tions Commission and the Congress 
resisted temptation to rip the fab- 
ric apart. 


Early in the year, as investi- 


|gators disclosed the immorality 
lof the rigged quiz shows, there 


| seemed to be danger that the baby 


lmight be thrown out with the 
|bath. But private, commercial tv 


wasn’t quite as unappreciated as | 


| feared. 


® Public officials reserve the right 
|to complain about tv. While they 
lare quick to complain, they are a 
lot more cautious about a vote 
that might result in the elimina- 


tion of some of the programs which | 


are popular with millions of voters. 
Now that the shouting and tu- 
mult has settled, broadcasters have 


diligent FCC isn’t necessarily bad 
for the broadcasters. 


s No small part of the industry’s 
recent difficulties can be traced to 
'“soft” regulating by FCC. With a 
“friendly” commission on the gov- 
|ernment payroll, broadcasting was 
lallowed to become like any other 
|money-making enterprise. An ef- 
fectively regulated industry would 
inever have permitted itself to 
drift into rigged quiz shows, and 
the “payola” way of life. 

In the past six months, FCC has 
moved to put teeth into its license 
renewal processes. Literally hun- 
| dreds of stations are on “temporary 
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licenses’ —clear warning that they 
are expected to improve their op- 
erations. For the first time in its 
history, FCC is engaged in a sys- 
tematic monitoring program. In 
appropriate instances, it expects to 
compare station performances 
against the written promises. 


| s While industry members may be 
j/uneasy about FCC’s current ag- 
| gressiveness, they have every rea- 
|son to celebrate some of the real 
|gains which private, commercial 
itv registered as a result of the 
| three years of investigating. 

| The FCC “Blue Book” is finally 
lout of the window. As a positive 
| gain, what can equal FCC’s recent 
\“Interim Report on Program- 
| ming’’? 

| The old “Blue Book” theory, 
ithat stations must carry specific 
proportions of various kinds of 
programs, has been officially re- 
nounced. The concept that sus- 
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— The Savannah News and Press 


announce the appointment of The Branham Com- 
pany as national sales representatives, effective 
August |. With 12 offices in as many cities, Bran- 
ham is telling the nation’s advertisers about the 
dominant coverage of the News and Press in Geor- 
gia’s great seaport city. The News and Press reach 
95% of all families in Savannah’s city zone, with a 
combined daily circulation of 80,801 and Sunday- 
evening circulation of 87,850. That’s the most ef- 
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fective coverage of any medium in Savannah! 
Ga. Group now a foursome. Savannah now joins 


Augusta, Columbus and Macon . 


Georgia Group a foursome . 


. making the 


. . and creating the 


largest single regional newspaper group available 


to national advertisers! 


The Georgia Group market is two billion dollars 
big. And it’s a package buy, with one order, one 
bill, one check . . . and savings up to 13% on each 


10,000 lines. 


Represented Nationally by 


33 


THE BRANHAM COMPANY 


Atlanta « Charlotte « Chicago « Dallas « Detroit * St. Louis « Miami 
Los Angeles * Memphis « Minneapolis « New York « San Francisco 


taining public service programs 
are better than paid public serv- 
ice programs is wiped out. 

|@ These were positive gains from 
the long forum on programming 
problems staged by the commis- 
|sion at the peak of the investigat- 
| ing season last winter. 

The forum ventilated the diffi- 
|culties that arise when govern- 
‘ment tries to specify in advance 
'the kinds of programs that stations 
should carry. Instead of producing 
| plans for tougher government dic- 
tation of programming standards, 
it resulted in a decision which 
leaves the initial responsibility en- 
tirely with the broadcaster. 

In his last appearance as spokes- 
man for the industry, the late 
Harold Fellows testified for a full 
day, staunchly resisting an array 
of proposals limiting the broad- 
casters, freedom in selecting pro- 
gramming. But he sensed that the 
commission needed assurance that 
programming would be in the pub- 
lic interest. By conceding that the 
commission can ask the broad- 
caster about his plans—and check 
his performance against his prom- 
ises—Mr. Fellows provided the 
bridge which ultimately enabled 
FCC to retreat from its “Blue 
Book.” 


s As it reached President Eisen- 
hower’s desk, the “‘anti-payola” bill 
keeps the existing system of pri- 
vate, commercial tv intact. It sim- 
ply vulcanizes the leaks in FCC’s 
machinery. 

The philosophy of the system is 
untouched. Individual stations li- 
censed to operate in the public in- 
terest are accountable to the FCC. 
|In floor debate, members acknowl- 
|edged that tv networks are often 
|in a position to dictate program 
|choices to stations. But Congress 
|decided to continue to look only 
| to the individual stations. 


. In its final form, the “anti-pay- 
|ola” law: 

| e Cuts red tape—It repeals the 
| MacFarland Act procedures of 
| 1952, which encased the processing 
lof tv applications in an almost 
impenetrable shell of excessive due 
|process. The MacFarland Act was 
|drafted by radio-tv lawyers. It 
created lots of law business, but not 
| many tv stations. 


|e Tougher FCC—Gives FCC pow- 
ler to pass on “pay-off mergers” 
involving competing applicants; 
gives FCC power to fine rule vio- 
|lators (but carefully provides for 
de novo trial in court, in the event 
the station wants to appeal); gives 
|FCC power to issue licenses for 
|less than three years, provides 
for local notice and hearing oppor- 
tunity when licenses are up for re- 
newal. 


|e More flexible payola rule—New 
|definition of “payola’” wipes out 
!tough FCC stand, which called for 
| disclosure of anything free. Pro- 
|industry plan written into law— 
|but acceptable to FCC—requires 
disclosure only if a _ deliberate 
|“plug” is given in exchange for 
| the free prop or programming ma- 
| terial. 

Program producers, ad agencies 
|and other industry segments are 
|hit by a provision which provides 
| fines and jail sentences for failing 
|to reveal that a program is rigged, 
| or that “payola” has passed. 


l Naturally, there are more hear- 
|ings and new legislative battles 
| ahead. Even before the new “anti- 
|payola” bill was signed, FCC was 
| besieged by industry members who 
| want to know what it means. 

The auto industry ordinarily 
provides Hollywood movie lots 
with its latest models, hopeful that 
they will turn up in a tv film. Pro- 
ducers who have been taking the 
cars home want to know: Is this 
“payola’’? 

And in the Senate last month, 
Sen. William Proxmire (D., Wis.) 
was saying: “Wait till next year.” 
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This page gives advertisers om 


the most advantageous rate 
in the newsweekly field* 


2 
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i*The place to find the prosperous 


Your advertising dollar buys more high-income readers in NEWSWEEK 


@ NEWSWEEK gives you, per ad dollar, 132 readers with household NEWSWEEK readers have high incomes because 


incomes of $10,000 and over. U.S. NEws & World Report gives they have heavy responsibilities . . . decision- 
making positions in business, government and the 
professions. NEWSWEEK’S complete news coverage 
satisfies their broad interests. NEWSWEEK’s fair, 


you 115. TIME gives you 87. 


© NEWSWEEK gives you, per ad dollar, 337 readers with household unslanted reporting suits their independent minds. 
incomes of $7,500 and over. U.S. NEWS & World Report gives you To find and sell these prosperous people most 
281. TIME gives you 211. efficiently, the place is NEWSWEEK. 


SOURCE: Reading Audience Data—the Sindlinger & Co., Inc., study The world-wide newsweekly for communicative people 


1 of the characteristics of the newsweekly magazine reading audience. 
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Bristol-Myers 
Strikes Back via: 
Germicide Claim 


(Continued from Page 1) 
kills decay germs best of all lead- 
ing brands in laboratory tests.” 
Color pages are running in Life, 
but the major push is in network 
tv, on half a dozen Bristol-Myers 
shows: “Rawhide,” “Father Knows 
Best,” “I’ve Got a Secret,” “Can- 
did City” (all CBS-TV); and on 
“Peter Gunn” and “Naked City” 
(both ABC-TV). 


s A little girl brushing her teeth 
and prominently flourishing the 
new package is featured in both 
the Life ads and the tv commer- 
cials. Copy points out that “in 
laboratory tests, new Ipana killed 
far more decay germs than even 
the best-known of the other lead- 
ing brands. Scientists saw this 
happen right before their eyes. 
Other toothpastes left behind many 
more decay germs. They just didn’t 
have Ipana’s germ-killing power. 
New Ipana prevents bad breath all 
day too. Even beats the leading 
mouthwash.” 

The copy also points out Ipana’s 
“cool clean refreshminty taste.” 

The new Ipana package, de- 
signed by Stuart & Gunn, is a bold 
red, white and blue design, with 
the trade name printed in lower 
case letters. The only text in the 
notation: “To help prevent cavities, 
brush the Ipana way: After eating 
—from gum margins toward biting 
edges of teeth.” 

Doherty, Clifford, Steers & 
Shenfield is the agency. # 


Chicago AMA Unit 
Honors Branch as 
‘60 Marketing Man’ 


Cuicaco, Sept. 9—Judson B. 
Branch, president of Allstate In- 
surance Companies, last night was 
named “Marketing Man of the 
Year” by the 
Chicago chapter 
of the Ameri- 
can Marketing 
Assn. 

David K. Har- 
din, president of 
the chapter, 
presented the 
award to Mr. 
Branch, who 
was honored for 
“providing dy- 
namic, consum- 
er-oriented 


Judson B. Branch 


marketing leadership while con- | 


tinuing Allstate’s pioneering phi- 
losophy. 


“Public acceptance of Allstate | 


marketing innovations has 
tributed to the company’s 1960 ex- 
pansion,” Mr. Branch said. ‘“Pre- 
mium volume for the year is ex- 
pected to exceed $500,000,000, as 
compared to 1959 sales of $438,- 
500,000.” 


® The AMA chapter singled out 
Allstate’s recent jntroduction of 
auto liability insurance with writ- 
ten guarantees of non-cancelation, 
never before offered by an insur- 
ance company; and pioneering of a 
compact car discount—the first 
such premium reduction offered 
by an insurance company. + 


Whirlpool Tests Dry Cleaner 
Whirlpool Corp., St. Joseph, 
Mich., currently is testing a new 
product—a coin-operated dry 
cleaner—in 20 cities in nine states. 
The company has chosen profes- 
sional dry cleaners to maintain and 
service the 50 machines which, in 
most cases, will be installed in 
coin-operated laundries. Whirlpool 


said it has no plans currently to! 


advertise the dry cleaner. 


con- | 


ere’s the new white hexachlorop ene 
with the cool ¢leat tefreshniinty taste 


REFRESHMINTY — 
Bristol-Myers is 
running this col- 
or page in the 
Sept. 12 Life to 
introduce its new 


Its the one that Ipana with hexa- 
kills decay germs best -; as vara chlorophene, and 
of all leading brands wa " wa tun be a to give prominent 
in laboratory tests a aan on le dag display to its new 


package. 


Cummings Hints ‘Solution’ Near for 


Answering Critics of Advertising 


(Continued from Page 1) 
ing performs in the total market- “The direct-mail audience is 
ing operation. \long since immune to statistics,” 

“We assumed, wrongly perhaps, | he added. 
| that it was self-evident to anyone, He said he was appalled by the 
\that advertising is mass selling of sameness of direct mail pieces. His 
| the fruits of mass production.” observations indicated that 90% of 
| Whatever its faults, he declared, | direct mail turned out by business 
|advertising, as included in the | publications are “simply a case of 
|present total marketing operation, |taking space advertising, putting 
|has provided the country with the |it in an envelope and sticking a 
| world’s highest standard of living. | Stamp on it.” 
| “Tf am told that there is an act- Yet there are unlimited horizons 
ual conspiracy in Washington | in devising direct mail promotions. 
| which seeks to undermine market- | “You are not bound by the dimen- 
ling in America; that in many of | sions of a page, or the rules of the 
our universities—especially in our | Post Office Department. 
state universities—students are 
|being taught that advertising is | # He illustrated his point by citing 
‘not economically sound. Are we “sloppy types of jobs being done, 
| going to lose so clear-cut and sim- | and many of them by NBP publi- 
|ple an intellectual battle by de- | cations.” 
‘fault? | Business publications should look 
| “I say it is time that all of us in | to outside fields for new ideas, such 
|advertising stand up and be |as the mail-order field, which is the 
counted. Maybe we ought to think | ultimate form of the direct mail 
about getting a little tough.” | business. 
Too many business paper pub- 
s The panel presentation on “how | lications have a mistaken inferior- 
direct is business-publication mail |ity complex, 
promotion” 
talk about the standards and the |extensive promotions done by con- 
effectiveness of current direct mail.|sumer magazines, Mr. Hodgson 
Three views were presented, | said. 
with Louis J. Perottet, chairman 
of NBP and vp of Conover-Mast |titude, he said. Business papers 
Publications, New York, presiding, j|have a big advantage in being 
and Robert F. DeLay, president of | able to pinpoint their subscribers. 
the Direct Mail Advertising Assn., | “This can be done by personaliza- 
|New York, moderating. tion, which the big publications 
Mr. DeLay said that direct mail |can’t do with their big lists and 
solicitation has two strong points| broadside promotions.” 
—selectivity and personalization. | He added: “You should figure on 
Presenting the case for the ad- |spending a basic 20% of your 
|vertiser, Allan E. Fitzpatrick, of 
Studebaker-Packard Corp., said 
that direct mail is a prospecting 
|tool for his men. = In the subsequent roundtable 
“If I can’‘reduce the costs of | discussion, Sal F. Marino, business 
prospecting for my salesmen, it |manager of Steel, Cleveland, said 
reduces the cost of selling.” that although much of what was 
said was true, one should remem- 
s Howard Turner, of D’Arcy Ad-_| ber that direct-mailers deal with a 
vertising, presenting the agency | sophisticated audience. 
angle, said that direct mailers are| “Hire an expert to do an ex- 
doing a poor job. He added that|pert’s job. And then, for heaven’s 
too many publications are using a | sake, stay out of his hair when 
general broadside type of mailing. | you’ve hired him,” he urges. 
“Much could be done towards| Wayne C. Slockbower, sales pro- 
individualization of the mailing | motion manager of Purchasing 
efforts.” Magazine, New York, contended 
The mailing pieces should be|that personalization is a limita- 
geared to the man at the receiving | tion. “Direct mail is a science. In 
end. “I feel that 95% of the mail learning this science, I don’t think 
expense is wasteful,” he said. you’re going to learn anything by 
To him, list methods generally | going to the recipients.” 
are disgraceful. Too much mail 
is ill-directed. # William T. Knox, manager of 
Taking the consultant’s view, the technical information division 
Richard C. Hodgson, president of of Esso Research & Engineering 
American Marketing Services, |Co., Linden, N.J., made a few pur- 
Boston, declared that statistics | poseful blasts at advertising in the 
are necessary to support promo- afternoon panel presentation on 
| tions, but they should not be the| “new horizons for business com- 


| No. 1 weapon. 


list.” 


especially because | 
produced some hard | they compared their efforts to the | 


There is no reason for this at- | 


promotion budget on building your | 
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| munication.” 
Speaking in the discussion mod- | 
|erated by William G. Maass, vp of 
|Conover-Mast Publications, Mr. 
'Knox reminded business publish- 
jers that the majority of their 
|audience is in industrial employ- | 
ment. 
| 
|= He urged a more reasonable 
lratio of advertising to editorial 
matter. “There is at present too 
}much advertising. Our interest is 
in information.” 
| He added that though it might | 
be heresy to suggest it, it might be | 
|better eventually to abandon ad- | ; 
'vertising, and perhaps also aban- | ATHOL STEWART, formerly senior ac- 
‘don the traditional magazine for- | Count supervisor and a director of 
|mat altogether. Walsh Advertising, Montreal, has 
“I deplore the unusual formats, | joined Paul, Phelan & Perry Ltd., 
'which use up so much space,” he Toronto, as vp in charge of busi- 
said. It would be far better to have | ness development and assistant to 
/a thousand worth while words in | H. E. Paul, president. 
place of the usual kind of picture | 


— pagel te Seaias Sane as ‘rectors of 359 of the largest in- 


|dustrial and trade advertisers and 
to media directors of all agency 
members of American Assn. of 
Advertising Agencies. Of the 98 
information libraries at the Bell or nes oaeeng hag yvontinw one 
| Telephone Laboratories, Murray AcE, he said, 61 favored a single 
a M2 audit for all business publications 
conducted by one auditing organi- 
zation, 35 favored a common audit 
form, and only two favored exist- 
ing procedures and reports. 

“The Audit Bureau of Circula- 
tions as an auditing organization 
for business publications is — 

: , losing ground,” Mr. Milne told the 

} Elmer Dalton, circulation —_- ram Bg “We have analyzed the 

| ager of Electronics Industries, monthly and annual reports ap- 

ty i cm e _. pearing in Industrial Marketing of 

| wood Publishing Co., Chicago, led nun publications for the past ten 
| discussion on “the challenge of in- | ~ : 

| plant distribution.” 


/s The other speaker presenting the 
industry viewpoint was W. Ken- 
neth Lowry, manager of technical 


| Presenting the government view- 
point were Dr. Dwight E. Gray, 
program director, support of scien- 
| tific publications, office of infor- 
'mation service, National Science 
| Foundation, and John C. Green, 
director of technical services, U. S.| 
Department of Commerce. 


. | “In 1950, 112 ABC publications 
|__Co-chairmen were Marshall | reported 161,727 pages of advertis- 


|Haywood Jr., vice-chairman of lin aac 
F g. In 1959, 138 ABC publications 
NBP and president of Haywood | reported 216,886 pages of adver- 


Publishing, and Mr. Perottet. # |tising. This is an increase of 34.1%. 
“During the same years, in 1950, 


Audit Bureau |72 Business Publications Audit 


publications reported 95,506 pages 
| of advertising, while in 1959, 151 


Te / BPA publicati orted 183,020 
dé > Seo 
| 
Urged by Weir 


of 91.6%. 
(Continued from Page 3) 


| 


“I fully recognize that this does 
not represent a full accounting of 
the 343 U.S. ABC business papers 
\existing in 1950, nor the 331 U.S. 
|ABC business papers in 1959-60,” 
Mr. Milne said. “Neither does it 
|= “In fact,” he added, “through|represent an accounting of the 
‘such a research-backed outfit, |advertising pages in the now 497 
much might be learned about the |members of BPA.” 
|many ways in which advertising P . 
functions, the qualities that make |" Mr. Milne went on to point + 
‘it acceptable and welcome and |that while ABC has lost 12 U.S. 
|those which cause it to be resisted |business publications in the last 
or rejected. I should think adver- | ten years, BPA has increased its 
‘tisers and agencies alike would |membership from 300 to 497 over 
| welcome information of this kind, | the same period. . mas 
since it would be eminently prac- I would point out to you tha 
‘tical and highly usable, enabling | between 1950 and 1960 there were 
‘them to derive most benefit from |624 mew publications listed. ba 
every advertising dollar they | Standard Rate & Data Service,” he 
| spend.” | said. “29 of these were ABC, 121 
| Mr. Weir suggested that such an | WeTe BPA. Apparently BPA is 
‘audit bureau of criticism could | found to be four times more at- 
‘obtain voluntary contributions | ttactive to publishers starting new 
from all major advertisers, agen- | Publications than ABC. nae 
cies and media—“since its findings| Domestic Engineering Co. ha 
‘would be chiefly to their benefit | 2dvocated a single auditing organ- 
‘and advantage.” He said that | /24tion for business publications 
‘eventually “it would become an |f0r some time, and the company 
‘honor and a mark of professional |7@" @ page ad in ADVERTISING AGE 
‘competence to be a contributing | /@St February supporting the pro- 
'member of such an organization.” | P°S@l (AA, March 7, '60). # 


| 
l 
| lic. 


-ADMEN WANT SINGLE _Barber-Greene Boosts Novara 
'AUDIT, MILNE REPORTS | Barber-Greene Co., Aurora, III, 
| CLEVELAND, Sept. 9—A poll con-|h@s named Albert Novara adver- 
ducted by Domestic Engineering ‘ising manager of its Smith ~— 
Co. disclosed overwhelmingly that "ering Works, Milwaukee. A rv 
the large majority of company ad formerly was with Compton Ad- 
directors and agency media buyers | V¢Ttising and Klau-Van Pietersom- 
favor a single audit for all business Dunlap. 
|publications, conducted by one Z 
auditing organization or using a Peters Joins Pacific Slope 
|common audit form, G. L. Milne, Lyle K. Peters has been named 
|president of the company, told the Portland representative for Pacific 
board of directors of Audit Bureau | Slope Newspapers. Mr. Peters was 
of Circulations today. |formerly with Richard G. Mont- 
| gomery & Associates, Portland; the 
Milne said his company) Arcady Press, Portland, and the 


e Mr. 


|mailed ballots recently to ad ‘di- | Register-Guard, Eugene, Ore. 
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In electronics, bias is a 
voltage which maintains 
electron tubes at their 
proper operating points. 
Too much, or too little bias 
causes distortion. 


In Electronic News, 

the news is reported 
exactly as it occurs, without 
fear or favor. And the 

only bias found there is 
that which favors the 
reader. 


Confidence in this clear, 
undistorted, weekly picture 
of the electronics industry 
leads executives and 
engineers to the pages of 
Electronic News. 
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‘Chronicle’ Applies to FCC for 
NBC-Owned Channel in Washington 


Move Is Part of Fight 
Over Net's Affiliation 
Shift in San Francisco 
WASHINGTON, Sept. 8—A new 


complication was injected into Na- 
tional Broadcasting Co.’s four- 


Conover-Mast May 
Add Publications, 
Expand Overseas 


SHAWNEE-ON-DELAWARE, PA., 
Sept. 7—Conover-Mast Publica- 
tions is embarked on a program of 
expansion. It is studying both ac- 
quisition of publishing properties 


and the launching of new publica- 
tions. It is studying the interna- | 
tional field. The key criteria in its | 
expansion plans are: (1) That it 
is not only interested in acquiring 
a property and a profit, but (2) it 
wants to expand in ways that 
bring opportunity to talented peo- 
ple within its organization. 

These are some of the highlights 
of a report by B. P. Mast Jr., pres- 
ident, to the first editorial seminar 
of Purchasing Magazine held here 
this week. 

Mr. Mast also reported: 


e That last year was busy with 
absorbing Electrical Manufactur- | 
ing and Boating Industry; in Elec- 
trical Manufacturing’s case 42 of 
its 62 employes were absorbed 
(Conover-Mast now has about 400 
employes) while in the boating 
book’s case only a skeleton staff, 
two editors and a salesman, came 
with the book. 


e That Conover-Mast is up in dol- 
lars and linage for nine months 
(Purchasing is up 308 pages, the 
largest gain of any C-M publica- 
tion). 


e That offices have been opened 
in Pittsburgh, Detroit; that new 
quarters have been provided for 
the Cleveland office, and that | 
moves are under way to consoli- 
date the New York office on four 
floors. 


e That a proposal for a new pub- 
lication will be offered to the 
board of directors.in December. 


e That C-M has received a “very 
interesting” proposal from R. R. 
Donnelley & Sons, which would in- 
volve the erection of a plant in 
Laneaster, Pa., to print all C-M 
publications by offset. 


® Earlier, Ray Richards, vp and | 
publisher of Purchasing, told the 
editors that Purchasing has a two- | 
year objective of boosting its ad- | 
vertising volume to 5,000 pages. It 
should run nearly 4,000 in 1960, | 
and hopes to hit 4,500 in 1961 and | 
»,000 in 1962. 

Contributing to this progress is | 
«# rapid circulation rise. In the past 
14 months the business paper’s 
paid circulation has risen from 14,- 
000 to 18,600, and its total quali-| 
fied circulation is now 27,600 and | 
will be 30,200 in November. This 
rise is partially attributable to the 
acquisition of the Purchasing News 
(metalworking) list—a list of more 
than 12,000 from which C-M| 
culled 3,200 names. No rate in- 
crease is contemplated at present.) 

Other highlights from Mr. Rich-| 
ards’ report: 


}cago, from bi-monthly to month- 


e Subscription renewal rate has 
been running between 78% and 
83% for the past eight years. 


e Purchasing has named a new| 
advertising agency, Gray & Rogers, 
Philadelphia, succeeding Schuyler 
Hopper Co., which continues to 
handle a major portion of C-M ad- 
vertising. # 


| FCC to investigate NBC’s fitness 


| nationally significant Washington 


|Sept. 1. At the same time, Davis 


market station swap today, as the 
San Francisco Chronicle asked the 
Federal Communications Commis- 
sion to give it the tv channel now 
occupied by NBC’s WRC-TV, in 
Washington. 

The Chronicle said NBC has in- 
dicated it is no longer interested 
in continuing a tv service to Wash- 
ington. Before permitting NBC to 
sell WRC-TV, the Chronicle main- 
tained, FCC should hold a com- 
parative hearing on its application 
for the channel. 

The Chronicle has been fighting 
the NBC deals because it expects 
its station, KRON-TV, San Fran- 
cisco, to lose its NBC affiliation if 
the network completes arrange- 
ments for the purchase of KTVU, 
Oakland. It has previously asked 


to operate in the San Francisco- 
Oakland area and has filed an 
anti-trust action charging that 
NBC made an $8,000,000 take-it- 
or-leave-it offer for KRON-TV 
before buying KTVU (AA, July 
4). 


# The Chronicle move to get 
Washington’s Channel 4 raises an- 
other procedural barrier which 
must be cleared before NBC can 
complete a series of station deals 
involving important properties in 
Philadelphia, Boston, Washington 
and San Francisco. 

Under the plan, NBC moves into 
Boston and San Francisco as part 
of a chain reaction which got un- 
der way after NBC entered into an 
anti-trust consent judgment last 
September, requiring it to dispose 
of the Philadelphia Channel 3 tv 
station, plus the radio properties, 
which it obtained from Westing- 
house in 1954. 

Applications filed with FCC to 
carry out the arrangement turn 
the Philadelphia station over to 
RKO General, in exchange for 
RKO General’s Boston station. 
NBC also wants to sell its Wash- 
ington radio-tv properties to RKO 
General for $11,500,000 and to 
purchase KTVU, a San Francisco 
market independent. 


s The deal cleared a major ob- 
stacle last May when the anti-trust 
division of the Department of Jus- 
tice ruled that there was ng viola- 
tion of the consent decree in the 
San Francisco move. The conflict 
promptly shifted to the FCC, as 
Philco filed an application seeking 
a comparative hearing for Phila- 
delphia’s Channel 3, and the 
Chronicle launched its multi-prong 
effort to block the proposed NBC 
purchase of KTVU. 

In filing its application for 
Washington’s Channel 4, the 
Chronicle said it feels FCC should 
choose between “an applicant de- 
siring to operate a tv station in the 


area and an applicant that no 
longer has an interest in that com- 
munity.” 

The Chronicle emphasized that 
it is interested in developing a 
Washington source for programs 
for its San Francisco station “in 
the event its affiliation there with 
NBC is terminated.” # 


Davis Opens New Offices 
Davis Publications, New York, 

has switched the publishing sched- 

ule of Science & Mechanics, Chi- 


ly, effective with its October issue, 
which went on sale at newsstands 


has opened offices at 2755 Wood- 
stock, Detroit, and at 560 N. Larch- 
mont Blvd., Los Angeles. William 
C. Callahan has been appointed 


manager of the Detroit office, ande 
James Going has been named to 


‘head the Los Angeles office. | 
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Why we asked Lowell Thomas 


to take on a Special Reporting Asmgnmen! 
for United States Steel 
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FIRST—This ad leads off the new 
series of U. S. Steel ads which fea- 
ture Lowell Thomas. 


U.S. Steel Stars 
Lowell Thomas in 


New Newspaper Push 


New York, Sept. 6—US. Steel 
is announcing a unique new news- 
paper campaign in which Lowell 
Thomas will report on “America 
on the move, America growing.” 

Full page copy in picture-page 
news style will appear regularly 
throughout the remainder of the 
year and into 1961 and will carry 
reports assembled by Mr. Thomas 
from all available news sources to 
show the many things which are 
occurring that prove the vital 
strength of America. ‘ 


# The purpose of the campaign, 
according to Roger M. Blough, 
chairman of the board of US. 
Steel, is “to reflect the real 
achievements and true economic 
strength of America.” 

“Too many people today either 
refuse to recognize or lose sight of 
the many factors that together 
make America stronger than ever 
before,” Mr. Blough said. “Fur- 
thermore, unscrupulous enemies 
abroad cleverly deny, twist and ob- 
scure the facts about our achieve- 
ments as a nation and as a people.” 


# All pages in the series will carry 
the headline, “Watching America 
Grow . . . with Lowell Thomas.” 
Each will carry a number of brief 
stories, in the form of picture cap- 
tions, on both the big and the little 
things that are happening in a 
growing America. 

The newspaper list compiled by 
U. S. Steel for the campaign in- 
cludes one daily in each of 18 met- 
ropolitan centers and 36 U. S. Steel 
plant cities, plus three business 
dailies. Batten, Barton, Durstine 
& Osborn, Pittsburgh, is the agen- 
cy. # 


Canadian Agency 


Billings Increased 
7.3% Last Year 


OTTAWA, ONT., Sept. 7—Com- 
missionable billings of 122 adver- 
tising agencies operating in Can- 
ada in 1959 amounted to $250,938,- 
000—an increase of 7.3% over 
1958’s 123-shop total of $233,789,- 
000, according,to advance figures 
that will be contained in the Do- 


minion Bureau of Statistics’ 1959 


issue of “Advertising Agencies.” 
Gross revenue increased to $41,- 
233,000 from $38,073,000 and net 
revenue before deductions for in- 
come taxes to $2,943,000 from $2,- 
711,000. 
The number of employes rose to 


ae 
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Vincent Riggio, 82, 
American Tobacco 


Ex-President, Dies 


Mount Kisco, N. Y., Sept. 7— 
Vincent Riggio, 82, former presi- 
dent and chairman of American 
Tobacco Co., died yesterday in 
Northern Westchester Hospital. 

Known to his colleagues as “Mr. 
Tobacco,” Mr. Riggio had lived out 
the American dream—the son of 
an immigrant 
shoemaker, he 
rose from a $3- 
a-week errand 
boy to become, 
in 1947, the sec- 
ond highest paid 
executive in the 
country, with 
earnings of 
$484,202 in sal- 
ary and bonus. 

As president 
of American 
Tobacco, he 
headed, in 1949, a company with 
annual sales of $800,000,000, em- 
ploying more than 20,000 people 
and manufacturing more than 200 
brands of tobacco products. 

At his retirement in 1951 he had 
been selling or promoting the sale 
of tobacco for 45 years. 


Vincent Riggio 


= In 1948, after he had been presi- 
dent of American for 17 months, 
Mr. Riggio was at the center of a 
storm which blew up over adver- 
tising policy. The storm was 
whipped up by the resignation of 
the vp of advertising, George W. 
Hill Jr., son of the famed George 
W. Hill Sr. whom Mr. Riggio had 
succeeded, and the subsequent res- 
ignation of the American account 
—a $12,000,000 plum—by Foote, 
Cone & Belding. 

Mr. Hill, in announcing his res- 
ignation, declared it was based on 
the fact that “my operations have 
been hampered by executive deci- 
sions with which I am in funda- 
mental disagreement, and in the 
making of which I have had pro- 
gressively diminishing voice or in- 
fluence. 

“The principles and procedures 
long established in the company 
and essential to effective adver- 
tising have been departed from,” 
he continued, adding that as a re- 
sult “the company’s advertising 
has suffered.” 


ws The account had been handled 
by Lord & Thomas, predecessor 
agency of FC&B, and FC&B for 
some 25 years at the time the 
agency voluntarily dropped it. 

It had been reported that Emer- 
son Foote, president of the agency, 
felt that Mr. Hill’s leaving “re- 
moved the last glimmer of hope of 
getting really effective advertising 
going.” 

At a stockholder meeting a few 
weeks later, minority stockholders 
voiced some dissension over Mr. 
Riggio’s hiring his son, Louis Rig- 
gio, and over the appointment of 
M. H. Hackett Co—an agency 
headed by Montague H. Hackett, 
Mr. Riggio’s son-in-law—to handle 
advertising for Herbert Tareyton 
cigarets. 

Mr. Riggio was born in a small 
town in Sicily and was brought to 
the U.S. at the age of six. At 14 he 
had to leave school to help support 
his parents, and got his first job as 
an errand boy for a tailor on New 
York’s Lower East Side. 

At 23 he and an elder brother 
set up a barber shop, where one of 
his clients persuaded him to try 
his hand at salesmanship. At 27 he 
joined Butler & Butler as a $15-2- 
week salesman for Pall Mall 
cigarets. 


= Two years later, in 1907, the 
company was absorbed by Ameri- 
can Tobacco, and by 1911 Mr. Rig- 


Many of the precedents in the 
business of salesmanship date back 
to his early days with American 
Tobacco. One of the practices de- 
veloped by him was that of cash 
selling to retailers, in an industry 
which had operated exclusively on 
credit. 

In 1917 Mr. Riggio was elected 
to introduce the first Lucky Strike 
cigarets in Buffalo, N.Y. The cam- 
paign began in a blizzard, which 
seemed just the weather to prove 
the slogan for the new brand— 
“It’s toasted.” Mr. Riggio took 
along a can of Sterno, and heated a 
pinch of tobacco in a saucepan to 
back his pitch. 

During these years he collabo- 
rated closely with the late George 
Washington Hill, whom he suc- 
ceeded in 1946 as president of the 
company. 


= Mr. Riggio became general sales 
manager in 1922, assistant vp in 
1928, and from 1929 to 1946 was vp 
in charge of sales. At the same 
time, from 1927 to 1930, he was al- 
so in charge of advertising. 

He was famed for his prodigious 
memory for names, dealers and 
stores—and for his habit of trying 
to sell Lucky Strikes to practically 
everyone he met, including strang- 
ers in restaurants. 

He was a director of American 
Tobacco and other companies, in- 
cluding Cuban Land & Leaf Co., 
American Tobacco Co. of the 
Orient and J. Wix & Sons Ltd., 
London. 


FRED S. CRAWSHAW 

OrtnDA, CAL., Sept. 6—Fred S. 
Crawshaw, 51, an account super- 
visor in the San Francisco office 
of Young & Rubicam for the past 
12 years, died here Sept. 3. 

Born at Madison, Wis., Mr. 
Crawshaw was graduated from the 
University of Wisconsin in 1931. 
For the next four years he pros- 
pected and flew as a bush pilot in 
Alaska. 

In 1936 he came to San Francis- 
co as advertising manager of the 
Owl Drug Co. 

Mr. Crawshaw was commission- 
ed in the Navy in 1941, assigned to 
Naval Intelligence. 

He became an executive of Photo 
& Sound Co., San Francisco, in 
1945, and joined Garfield & Guild 
Advertising as a vp in 1946 and 
moved to Y&R in 1948. # 


Sunkist to Vaunt 
Lemon as ‘Sassy 
Fruit, ‘Helper’ 


Los ANGELES, Sept. 6—Sunkist 
Growers, which switched its fresh 
lemon account to Leo Burnett Co. 
(AA, May 23) “to gain a new ap- 
proach to lemon advertising,” has 
now unveiled its new approach: 
“When you add a little lemon, you 
add a lot to life.” 

In past years, Sunkist has placed 
major stress on the many uses of 
lemon: In pies, with iced tea, for 
colds and flu, for low-salt diets, 
with water as a laxative, as a sea- 
soning. 

The new approach is designed, 
says Russell Z, Eller, Sunkist ad- 
vertising manager, to “create new 
excitement for and awareness of 
fresh Sunkist lemons. The woman 
of the house knows what to do 
with lemons when she gets them. 
She knows they make good pies, 
lemonade, iced tea and so on. But 
she needs to be re-awakened to 
their usefulness and to be remind- 
ed forcefully that it’s a good idea 
to bring home the lemons the next 

(Continued on Page 175) 


Vernon Joins CBS Radio 


Gerald A. Vernon, formerly a 


4,275 from 4,197 in 1958 and their| gio was the man in charge of sales | salesman with NBC-TV, has been 


salaries and wages to $26,141,000) 


from $23,826,000. + 


for Egyptienne _ straights 
Sweet Caporal cigarets. 


and | 


named an account executive with 


|CBS Radio, New York. 
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An estimated 115 million tons of steel will be 
needed during the next decade in Detroit and 
Michigan for the completion of new housing, 
new hospitals, new plants, new buildings, 
new roads, new streets, new expressways, 
and new educational facilities. 


This great state’s ONLY MORNING NEWS- 
PAPER is helping set the pace for continuing, 
vigorous growth in the Motor City Empire. 


Throughout the past year, the Free Press has 
led all Michigan daily papers in weekday 

= - circulation gains. It now enjoys the highest 
, eet daily readership of any Detroit or Michigan 
previges besie severese ot NE WSpaper. 


METROPOLITAN MICHIGAN 


trading Aree evs $2,000,000 has been allocated by the Free 


Michigan's Standard Metropoliton 


Stetisticel Areas! Press for its own expansion program. 


All of this is tangible evidence of faith in 
Michigan and a dynamic Detroit. 


The Detroit Free Press 


Michigan's Only Morning Newspaper 
National Representatives: Story, Brooks & Finley 
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That’s H. Rey Helvenston, Superintendent of Construc- 
tion for Pittsburgh’s new $20,000,000 Public Auditorium. 


ne es 


Building a huge dome-shaped coliseum with a roof that 
slides into its own shell is tough enough under ordinary 
conditions. Add the fact that Pennsylvania law requires at 
least four separate contracts for the construction of public 
buildings and you have an invitation to chaos— unless you 
can find a strong, experienced guiding hand for the post 
of project coordinator. Unanimous choice for the spot 
was H. Rey Helvenston, graduate of The University of 


INVENTIVE, RESOURCEFUL, INFORMED, SUCCESSFUL... 
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Illinois, once head of his own contracting company, and 
an engineer whose broad construction background 
has always been on the “dollar side” of the business. 


Rey Helvenston has had construction in his blood since | 


he was 10, when he began working after school. At 14, hewas 
survey party chief for an engineering firm. And ever since 


he obtained his degree, he has been attracted to unusual 


jobs with special problems and hazards. The Pittsburgh 
assignment is no exception—he performs the coordinating 
role of the missing general contractor in dealing with 
the eight separate contractors on the job, and doubles 
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as resident engineer for the owner (The Public Audito- 
rium Authority), architects and consulting engineers. 

Men like Rey Helvenston—and the engineers, designers, 
contractors and financial men who team up with him to 
turn big ideas into big realities—have to keep abreast of 
new developments in all phases of construction. These are 
the men who turn to Engineering News-Record each week 
—as part of their jobs—for the latest news and information 
on the materials, methods, machinery, money and man- 
power they need in their work. These are the men you sell 
when you advertise in Engineering News-Record. 


Read weekly by all the men who 
wear construction’'s hard hat: 


Contractors + 


ENGINEERING 
NEWS-RECORD 


Viegas 


HAVE YOU SEEN 

ENR’s NEW FILM 
UNDER THE HARD HAT? 
iF NOT, ASK AN 

ENR REPRESENTATIVE 
FOR A SHOWING. ALL 
YOUR SALES AND 
ADVERTISING MEN WILL 
FIND IT INTERESTING 
AND INFORMATIVE 


A MCGRAW - HILL 
PUBLICATION 

330 WEST 42NO0 STREET, 
N.Y. 36, N.Y. 
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The Editorial Viewpoint. . . 


Lessening Program Responsibility — 


An unbiased observer, looking at the official Federal Communica- 
tions Commission figures for station and network time sales for 1959, 
might get the idea that advertisers’ involvement with television pro- 
gramming is declining at a rather substantial rate. 

For the year 1959, these figures show, national and regional spot 
advertisers bought $424,200,000 worth of television time—almost 23% 
more than in the previous year. National network time sales were 
also up in 1959 over the previous year, but only by 5%, to a total of 
$445,800,000. 

Thus national and regional spot was only about 5% smaller in dol- 
lar volume than network—and if the 1959 trend is projected to this 
year, spot will easily be the most important revenue producer for 
television this year. 

The figures are, we believe, significant. Because, while advertisers 
and agencies have vociferously insisted that they must be intimately 
related to television programming, the facts seem to be that a larger 
and larger percentage of them are actually abandoning all pretense 
of program control, and are moving more and more heavily into spot. 

The involvement with programs which a spot advertiser has is us- 
ually non-existent; he depends on the station to provide an audience 
and he presents his message to that audience with no particular ref- 
erence to the programs that precede or follow him. He is, in effect, 
buying broadcast time the way he buys magazine or newspaper time. 
He lets the medium—broadcast or print—do the editorial job of pro- 
viding the audience, and he confines himself to delivering his com- 
mercial message to that audience. 

If spot popularity continues to grow—and if its near relative, the 
network participation show—continues to prosper, the question of 
who should control program content and how much influence, if any, 
the advertiser should have, will quickly become academic. 

Indeed, it really is academic right now in many important ways, 
because networks in particular are grasping the program reins ever 
more tightly. While the three networks were selling $288,000,000 in 
time last year, they were also picking up more than $217,000,000 for 
the sale of talent—which means, in plain terms, that the programs 
network advertisers were buying were owned or controlled by the 
networks. 

We happen to think this makes sense, and that we should have 
more of it, rather than less. 


How About ‘Off-Beat’ Advertising? 


There has been a great deal of discussion about “off-beat” adver- 
tising in recent years, and its ability to make sales. There has also 
been a considerable amount of loose use of the term, it seems. 

One of the agencies which has been identified frequently with “off- 
beat” advertising is Guild, Bascom & Bonfigli, and on Page 135 of 
this issue Walter Guild takes occasion to set the semantic stage with 
a discussion of his concept of advertising—“off-beat,” ‘“on-beat,” and 
just plain “beat.” 

This discussion of the role of advertising and how it operates in the 
modern world, originally presented by Mr. Guild at the third annual 
Creative Workshop sponsored by ADVERTISING AGE, merits the careful 
attention of everyone interested in the theory of advertising content 
and approach. 


Agency Profit Figures 


The figures on agency profits, based on 240 members of the Amer- 
ican Assn. of Advertising Agencies, show that in 1959 profits re- 
versed their longtime downward trend. The 240 reporting agencies 
had net profit after taxes of 0.67% of their billings, and of 4.27% of 
their gross income, which consists 


of their commissions, service 


charges and fees. 

That means, in general terms, that an agency billing $10,000,000 
last year, if its profits were average, would have earned $67,000 after 
taxes. Its gross income on this $10,000,000 of billing would have had 
to be almost $1,570,000 to net the same after-tax income. 

On the same billing, after-tax income would have been only $59,000 
in 1958, but in 1955 it would have been $100,000, and in 1950 it would 
have been $116,000. So 1959 net, even though on the upturn, was still 
not much more than half as large as the comparable figure would 
have been ten years ago. And aside from the 1958 low point, the 1959 
figure was still the lowest for the entire decade of the ’50s. 

The agency business is not a stable business. In general, agencies 
have a relatively short business life, and the opportunities for capital 
growth are practically non-existent. 

Under these conditions, it seems safe to assert that average agency 
profits are not excessive, and that further profit improvement is 
needed to maintain reasonable financial health in the agency busi- 
ness 


|agency’s general level of compe- 
| tence for him. He does so out of 


‘client implies by his behavior what 


| changeable. 


| thought to be dispensable in the 
|short run. 
| throws his doors open for solicita- | 
|tion he is assuming the existence | 


| 
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Advertising Age, September 12, 1960 


—Bill Arter, creative director, Byer & Bowman Ad Agency, Columbus, O. 


“When I told him his client left in a huff, he said that was one guy 
he never expected to see in a foreign car.” 


What They're Saying... 


|Musical Chairs 


he asks for presentations he is at- 
tempting to influence the odds 
against a wrong choice by chang- 
ing the improbability of an agen- 
cy’s work tomorrow into more of a 
certainty today. 


Intuitively, it seems, the adver- 
tiser senses and responds to an 


pragmatic knowledge and out of an 
empiricism that knows whether | 
something is or is not working. The| But it isn’t just the idea of 
| switching agencies that is bother- 
every agency dreads hearing—that some, for if the game were really 
agencies to his mind are inter-| Musical chairs, each agency would 

achieve some degree of balance 
with all others. The real problem is 
an agency’s inability to attract new 
clients. It can do so only with a 
real, not a “me too” product. 


—Wm. H. Lundin, Ph.D., in “Inter- 
pretations,”” published by Psycholog- 
ical Dynamics, Chicago. 


Rightly or not, agencies are| 


When an advertiser) 


of equivalent useful taient. When 
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Rough Proofs 


| “Dentists tag along with ADA 
‘on Crest,” reports the world’s 
greatest advertising journal. 

So if you see your dentist twice 
a year, you should be able to get 
the professional word. 


Brylcreem has won a court 
victory over Valcream, but this 
doesn’t mean that it will be able 
to promote sex appeal in hair 
dressing advertising without plen- 
ty of competition. 


Station WJW explains “how in 
ten short weeks we set Cleveland 
on its ear!” 

Wasn't it Frank Lane who first 


set Cleveland on its ear? 
. 


“General Mills to end stress on 
‘meat’ in Superchamp dog food tv 
ads,” the story says. 

This is at the suggestion of the 
FTC, and not because of 
plaints from the consumers. 


com- 


Gov. Meyner discusses bomb 
shelters and nuclear warfare in 
Coronet, and maybe if he had 
talked about problems like this at 
the Democratic convention, the 
delegates would have paid more 
attention to him. 


Seems as if clients are chang- 
|ing agencies just about every oth- 
ler day, and so it is nice to know 
|that P. H. Hanes Knitting Co. and 
|N. W. Ayer have been enjoying 
togetherness for 50 years now. 


“If you consider yourself quali- 
fied and will live where cars are 
born, please write,” says an agen- 
cy looking for an account super- 
visor. 

It might be an opportunity to be 
present at an automotive natal 
event. 


| An experienced operator look- 
‘ing for a new connection offers 
himself as “an advertising direc- 
tor who can talk management’s 
| language.” 

| And that’s unquestionably dol- 
lars-and-sense conversation. 


| “What goes on in a reader’s 
|/mind?” asks National Geographic. 
| It may depend on what the 
editor puts into it. 
e 
| Much of the advertising of busi- 
ness equipment, says Joseph L. 
Morhan, of Rem-Rand’s systems 
division, has been “dull, unimagi- 
native, prosaic and just dry.” 
Maybe agency copywriters should 
have a chance to operate those 
wonderful new office machines in 
| person. 


| 
| The FCC says increased sales 
lof tv spot advertising pushed in- 
|dustry revenues for 1959 to over 
| $1 billion. 

Those spots are so big maybe 
| 


they should be called segments. 


After the strenuous Labor Day 
weekend, it took the boys and gals 
only a few days to rest up so that 
they could start doing a day’s 
work again. 

Copy Cus 
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A new advertising opportunity “Potomac 
Sunday Picture Magazine” comes to Washington 
February 5, 1961...a new local rotogravure Section 


of The Washington Post reaching nearly 50% 


more families than any other 


Washington Sunday newspaper. 


Member Metropolitan 
Sunday Magazine Group 


FIRST IN WASHINGTON 
IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 


Member Newspaper Color Advertising, Inc. 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sawyer, Ferguson, Walker—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B. Powers, Ltd—London; Senor G. Enriquez Simoni— 

Mexico City; Allin Assoc.—Toronto & Montreal; Hal Winter Co., Florida Hotel & Resorts, Miami Beach; Tom McGill, New England Hotel & Resorts, W. Roxbury, Mass.; 

Low Robbins, N. Y. & N. J. Hotel & Resorts, 1265 B’way, N. Y.; Grant Webb Co., Fin. Adv.—N. Y., Chic., San Fran., Los Angeles, Seattle, Boston, Phila.; C. E. Stark, 
Pocono Hotel & Resorts, 86 E. Beverly Pkwy., Valley Stream, N. Y.; Puck, The Comic Weekly. 
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For the man who likes a challenge 
businesspaper advertising is exciting 
stuff. It demands your best. Here’s a 
real test of creativity, for you’re selling 
to fellow pros—men who know their 
business. You’ve got to know your bus- 
iness and communicate in a business- 
like way. ..in businesspapers. 
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... because businesspapers are read for profit, 
not for pleasure. Here’s one place you'll always find 


neans business prospects—reading with their minds on 


business—wide open to ideas and products 
that can help them on their jobs. 
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Advertising Age, September 12, 1960 


Getting Personal 


TEA , Gils wagarine tsitoriat Protite: 
ye Business, travel, current events, hunting 
LEAVES $ and fishing, “do-it-yourself”... these are 


IN CHIN A) pe : some of the topics that, in addition to % A broadcasting quintet was pulled out of Long Island Sound Aug. 
BY NOTED p fraternal news, whet the reading appetites = | 


28 after a harrowing 40 minutes of clinging to their capsized dinghy. 

_ The rescued: Bert Wheeler, comedian; Harry Herrmann, producer 

of 1.2 million Elks every month. of Kraft commercials at J. Walter Thompson Co.; Frank Young, pr 

WRITERS / 4 Add an interesting array of fiction, plus “6s director of WNEW Radio; Howard Reilly, formerly with JWT and 

’ articles on sports or matters of national , and now with the William Morris Agency, and Walter Kinsella, 
importance...that’s a general outline 


y radio actor and tv commercial announcer. The group was returning 
of The ELKS Magazine. ; to shore from the Herrmann yacht when the dinghy tipped over and 
This appealing editorial package, penned | dumped them into the Sound... 
by noted writers, invites readership... Dick Jennings, assistant managing editor of NBC’s “Monitor,” had 
provides the right setting for your m= a busy lunch hour last week. Caught in the midst of a $10,000 hold- 


advertising. It’s the best way to sell 


up in Rockefeller Center, he chased one fleeing bandit—first by foot 
the #1* men’s market. 


and then by cab—clear across town before he finally found a police- 

*1960 Starch Report . . . ask a man to help capture the stickup man... ~ 

your local ELKS Representative & Dick Karp, a copy supervisor for Reach, McClinton & Co., New 

to show you a copy. : York, has taken on the additional duties of fashion editor of Nugget 

magazine... 

MAGAZINE John Redfield, immediate past president of the Phoenix Advertis- 
Seer York, 366 Fourth Ave ; ing Club and manager of Radio Station KIFN, is the recipient of the 
Chicago, 360 N. Michigan Ave. i annual Phoenix Junior Ad Club recognition award “for the person 
Los Angeles, 1709 W. 8th St. t who has done most during the past year to develop a public under- 

AARNE TIES SLING SMO Tm > en a standing of advertising” er 

ar it pn AC . anne : Ed Lindner, copywriter at Benton & Bowles, and his actress wife, 

Gladys Austen, will be vacationing in Europe until mid-Septem- 

ber. . .William North Jayme, former agency copywriter now a cre- 

ative consultant, is the author of “Hokinson’s Girls Revisited,” in 

—. a the “After Hours” section of Harper’s Magazine, September is- 

. ; : ae 


JET TO JAPAN—Carroll P. Streeter, editor of Farm Journal, and his 

wife pause beneath the red torii gate at San Francisco International 

Airport before boarding Japan Air Line’s jet courier flagship “Fu- 
ji,’ bound for Tokyo. 


Jean Sanford, media director of Fensholt Advertising Agency, 
Chicago, wrote, produced and directed a show, “It Pays to Adver- 
tise,” for the Beach & Tennis Club of Chicago Aug. 20. Participants 

in the show all were club members .. . 
Barbara Joan, daughter of Irv Gross, vp and general manager of 

ttre 
BUT... WKZO-TV Gets Results Fit For Henry I. Christal Co., New York, radio station representative, will 
be married Sept. 11 to Sol Goldstein. Both plan to be social workers. 
a - H Kay Linda, daughter of Paul Gumbinner, radio-tv vp at Lawrence 
A King In Kalamazoo Grand Rapids! | C. Gumbinner Advertising, was married Aug. 27 to Sanford Bienen, 
| who is working toward a Ph.D. in psychology at the University 
WKZO.-TV is the “palace royal” for of Maryland... 

advertisers in Kalamazoo and Grand Rapids | It’s a girl (just what they wanted) for Frank McCann, on the tv 


; A ae e . sales staff of the Katz Agency, and wife Peggy. Karen, 8 lb. 1 oz., 

NSI SURVEY—KALAMAZOO-GRAND RAPIDS AREA (two of America’s 51 fastest-growing city- arrived Aug. 24... A son was born Aug. 24 to Mr. and Mrs. Gail 

(February, 1960) markets) and in Greater Western Michigan, | Smith, Mother is actress Barbara Whiting. Father is director of tele- 
America’s 20 largest televisi ! vision advertising for General Motors.. . 

STATION TOTALS FOR AVERAGE WEEK one of = ithe ision markets Catherine Larkin, secretary to Peter W. Allport, exec vp of the 


Every day, WKZO-TV carries news of your | Assn. of National Advertisers, has retired. She came to ANA for a 

HOMES DELIVERED | PERCENT OF TOTAL product to more of the market's 600,000 | one-week temporary spot and stayed for 30 years... Herbert L. 

aa pi: | Freet, vp and account supervisor for Paul Klemtner & Co., New- 
WKZO-TV{STATION B] WKZO-TV/STATION B television homes than any other station. ark, celebrated his 10th year with the agency on Aug. 31... 

Mon. thru Fri. WKZO-TV delivers an average of 70% | Newly elected to the board of directors of the International So- 


9 a.m.-Noon 59,600] 37,800 | 61% | 39% more homes per quarter hour than Station | ‘iety for Crippled Children & Adults are Thomas D’Arcy Brophy, 


dg retired chairman of Kenyon & Eckhardt; Arthur B. Langlie, presi- 
B,’ Sunday through Saturday, 6 p.m.-9 p.m. | dent of McCall Corp., and Edgar Kobak, consultant and former Mu- 
(NSI—February, 1960). | tual Broadcasting president...The civic committee of the People 
Sun. thru Sat. nite’ to People program has awarded a citation to Morton J. Wagner, 
6 p.n.-9 p.m. [158,200] 90,600 63%, 37% For all the rest of outstate Michigan worth exec vp of Bartell Broadcasting and general manager of Radio Sta- 
9 p.m.-Midnight | 130,500] 67,700 65%, 35% having, add WWTYV to your WKZO-TV tion KYA, San Francisco. The citation is in appreciation of KYA’s 
schedule. If you want it all give os « coll? | service in sending pharmaceutical products to Osaka, Japan, for 
. public welfare work... - 

Oldest fortified castle in the world is at Gomdan (Kingdom of Yemen, Arabia) dating prior to 100 A.D. | _ Chicago admen at work in the 1960 Crusade of Mercy campaign 
| include Fairfax Cone, chairman of the executive committee of 

Foote, Cone & Belding, chairman of the drive, and Walter C. Kurz, 


vp and director of sales of the Chicago Tribune, a division chair- 

| man. Serving as section head is Perry Brand, vp, Clinton E. Frank 

- Inc., and as group chairman, Richard Needham, vp and director of 
personnel, Needham, Louis & Brorby.. . 


e e OWER Ace: Kay Wilcox, assistant manager, Chicago Federated Ad Club, 
ein Sayan ta Pe scored a hole-in-one with a 130-yard shot on the sixth hole at Wave- 
For Greater Western Michigan land golf course, Lincoln Park ... ‘ 
Avery-Knodel, Inc., Exclusive National Representatives Nancy Schwamm Billingsley and Thomas Ehninger, both of Er- 
| win Wasey, Ruthrauff & Ryan’s Chicago office, will exchange vows 
Sept. 9... 


Noon-3p.m. | 73,900] 57,200 | 56% | 44% 
3p.m-6p.m. | 68,000] 61,600 | 52% | 48% 
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The Mirror 1s second in Los Angeles... 


YOU NEED THE MIRROR 


\. TO REACH YOUNG, GROWING 


= =S> 


urement of buying habits 
in Los Angeles County 


FOR ACCURATE CURRENT 
DATA, THE LOS ANGELES 
CONTINUING HOME AUDIT 
IS USED BY LOCAL 
ADVERTISERS, NATIONAL 
FIRMS AND ADVERTISING 
AGENCIES. 


The Los Angeles Continuing Home 
Audit is acknowledged as an 
authentic source of marketing and 
media data because it has consist- 
ently provided facts which stand up. 
For 15 years, 1,000 different fami- 
lies have been interviewed every 
other month—90,000 in all. Facts 
Consolidated, an independent re- 
search organization, conducts the 
interviews. Findings on competitive 
standings of products as well as 
newspaper analyses give the full 
picture in America’s second largest 
market. 


FAMILIES 


More than 466,000 children under 18 are members of families who read the 
Los Angeles Mirror. This is second only to the morning Times in the Los An- 
geles weekday metropolitan newspaper field. In percentage, The Mirror is far 
and away in first place with a whopping 65% of reader-families having 


youngsters. 


This information, from the Los Angeles Continuing Home Audit, ties in with 
other data from this same authentic source. Mirror families are primarily young 
homemakers. Over 75% are 49 years of age and younger. 57% own their homes. 
70% earn $5,000 a year or more with 16% in the $10,000-and-over bracket. 


Put them all together—it spells mother and father and growing families with 
the means to buy in the years of acquisition. For advertisers who have products 
and services for these families, the Los Angeles Mirror belongs high on the list. 


Largest Evening Home-Delivered Circulation In The West 


Los ANGELES MirRoR 


Norman Chandler, President, The Times-Mirror Company 


Represented by O’Mara & Ormsbee, New York, Chicago, Detroit and San Francisco 


6 6” Rees am 
: : 


: ay Pe ee ey 


4 


se a i gear Z oe. peg 
* 
: i \ 
- 
gee ; \ ee 
Be % 
Lees \ 
ae 
ee SS. ; ee 
ann ‘ ‘ wie Paes 3 Se TE — ee, ” 
— ae 4 ; ens ; i a aein 
hana » =z | ee ee 
t i % pias a ee ete? a ee 
i > he ama tan ang Ale ie. ac . Bap 
Neg f a * 5 i 7 ge At ai a a : 
‘a : . : ay : an : 
. a | - A oF om £ % 
pt ere ee gad ‘ Oa» — ee a one ‘ 
ecg -& aoe oD ths ! 
; : ee Die : a ee om 
. x gman ae ea Shae 
4g ZZ pe See : A Se 
ae " ’ ea 2 oe a “ 4 
: : Ff ~S - , - - " d - oo i < 4 % 
Soa F ee 4 ‘h tg 
; > — ptemei \ Ns ets ? " : 
oe ie ee : ‘ 4 > ARORA Fic sti ms 
iia ey By Bee ; is f py - ee " % 
bea = 1 J “ = on er mpi. Eo ghhmens. ' & 
: cl j ; al ": , P : . Fg ee 
— ; F ' : 4 i 4 : ‘ ; y ia Se 
Ps na , Fe e te, hate > a 
£ E, — * { J all “ee 4 ae oi ry a 28) ‘ a or - " hoo: ™ j 
ee af sie 6 7 a oye s , f 7 a, 
“ote "a i ‘oe —— A ‘ . ? * F e » % Es p bs? cate * 5 = £ . 
a— Se : Bard bias : . a ae 6 \ if js : : 
sg cas BAS q - anil = F pane ie iy Pee ae 7 
Sie “ Oe ; me peer * ee — = i fe ———* . . - ar 
ve a ee “ecg ss cl 4 . ~ — %% 3 
: Sree ; : Sy feo ge sie : : tg ms 4 
Res ¥ oe ask aes Be ss <8 e 3 é ef ie ~ * " ~ 3 a 
= . - te esi, pe ace Ee ‘ . > e - —— * 
a , Ne. ~~ 3 * ; a a “g 
a e ak Oe 3 a on ae 4 = AY ay yf H : 
‘ he i. : ee agen ys ta be hy * * 7 a Neus ” i 4 . é P 
Spe 4 Be oe eee i Sa AMO RRR aie ce ca ‘ a Mes ie “tee a" aed ke 
po . ie, a ee ee. ee Sf oe =e . 
we —= ee = a ae ot a yo OR RR! T* aae aa eee Pe, 5 
id or Pe eo ZA MAAAA aS ieee on a8 ‘ ea cad Tea foes" a a “ ‘ , — . : 
—<— At PSS Roster i . Saas a, 4 =: + 
: _ av ln LOS AN ES a . se BH SO Meets Sy > MT tices TB pte oa PLE 
Uw, \ 
. hm  CONTIMUING “AN 
ae Mn». ie 
i ~ HOME <i 
= cot 
(Him. anit z 
' [we wall 
be “all ; ; 
yw ull 
i ne « all 
\" Year around in-the-house meas- ~w | 
vw i) é 
" \ c po yf 
ie vw if ) 
‘apes Ww. - . o, 3a 
err: is We since 1945 oY be 
“ails q “ Ne os ZF 2 
af we arate NS 4 Ff i 
Bt ees Were £eyW = 
nee NSS 
x a —=——— %. “ 
: Set a 
aaa : 
arte 
ae 
vase 
haan 
by Sea 
es 
2 
Coa 
ee: j 
a 
Hi ieee 
eet Ss | 
ices ee 
el | 
ee . 
Spall AR "et San ete acento "era ME So eae a Dus tk aera 7 . "Ey 
SIMS faut Way Bree ela. eal te py ee eR ee Aer tes at Me gee Sra oye gee ah * . - 
We ie Ne on A eeN mic Bee alate aN a Lesa, Deep re hee ORecen fO enc cei i ads ek oc agape PPM WA See fe Oh a oo gh aa a Debi tes meee Oia Mie : pear : : | RS 
aS. oer is ioe ES CS ae Phe ais Beare Seeer eke aie; pategvee ara Se Sei Dec an ess ey eae oy ig Pees Eos eats ie pie ok ae Bi eee Si cass Hes Pes then Reed oe Pe Sea ae. see a ee us ees Oe EP ee Sar fie See ine rere. ie. pres abr ske ft 


ei 
ie aia 


ee 
oer pas 


22 


Wun nEHE- ALASKA? 


| 

{ 

H Sell the prosperous people of our booming 49th state 
! through Alaska’s Daily Newspapers—The Ketchikan 
H News, The Anchorage Daily Times, The Daily Alaska 
' Empire and The Fairbanks Daily News-Miner. There’s 
! 

! 


gold in this vital northland market. Call your West- 
Holliday man now! 


REPRESENTED BY 


a West-HOLLIDAY co Ixc 


NEW YORK - CHICAGO + DETROIT - DENVER - LOS ANGELES - SAN FRANCISCO - PORTLAND - SEATTLE 


The Farmer-Stockman’s penetrating coverage | 
gets greatest Sales-Results in 


Texhoma-land: 


*RURAL TEXAS AND OKLAHOMA 


For example: Mr. George F. McKay, President of the 
Edge-Rite Corp. of Brownwood, Texas says: 


"| know when 
our advertising 
gets results” 


“Ours is a manufacturing business. ALL 
orders we get for Edge-Rite Power Sprayers 
must come as a result of our advertising.” 


“Although the Farmer-Stockman has always 
been a good producer for us, our returns have 
increased materially since its page size was 
enlarged. In fact, the Farmer-Stockman 
produces more business for us per dollar in- 
vested than any other general farm magazine 
we use,” 


“Our experience makes us believe that a mag- 
azine locally edited—like the Farmer-Stock- 
man—is much more effective than a magazine 
containing broad editorial treatment ... and 
circulating in a large area.” 


x *k & 


SALES-RESULTS LIKE THIS explain why 
more and more advertisers are using the 
Farmer-Stockman to SELL in this rich mar- 
ket! It gives them the most effective, lowest- 
cost coverage in Texhoma-Land!* For space 
reservations—or additional data, write, wire 
or phone your nearest Farmer-Stockman of- 
fice now! 


The product manufactured and 
advertised by the Edge - Rite 
Corporation is a power sprayer 
unit that sells for $79.95. The 
Edge-Rite is recommended for 
more than 20 types of spraying 
jobs around the ranch or farm. 


436,476 total paid subscribers 


* Rural Texas and Oklahoma 


OKLAHOMA CITY @ DALLAS 


Director of Advertising, J. H. Hunter 


SALES OFFICES: 


CHICAGO 11, SUperior 7-6145 
400 N. Michigon Avenve 
lee Hoinline, Mar. 


NEW YORK 17, MUrray Hill 4.3340 OKLAHOMA CITY 1, CEntral 2-331) 
420 Lexington Avenue 500 N. Broodwoy 
Joe Paulsen, Mgr. Bill Pullen, Mgr. 


DALLAS 5, lAkeside 1-3121 
4321 N. Centro! Expresswoy 
Alex McCommos, Jr., Mgr. 


Advertising Age, September 12, 1960 


Advertisers Sue Australian Station 


in Time Slot Shift; 


| Sypney, Sept. 6—In a case be- 
lieved to be without precedent, 
two leading Australian television 
| advertisers recently went to court 
|to prevent a station from taking 
| away their coveted time slot. 

| The case was settled out of 
|court, reportedly in favor of the 
| advertisers. 

Victa Consolidated Industries 


j}and Sterling Pharmaceuticals | 
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' The Farmer-Stockman 


Oklahoma 


Texas 
The Farmer-Stockman. 
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For years— 
Edited IN Texas FOR Texans! 
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Edited IN Oklahoma 


For years— | 
FOR Oklahomans! / 
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s rarmer-Stockman 
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FARM PAPERS 


| brought 


\“Five Fingers” 
|place “77 Sunset Strip” 


Old Slot Restored 


the suit through their 


agency, Hansen Rubensohn-Mc- 


|Cann Erickson. They asked Justice 


Gavan Duffy of Victoria Supreme 
Court to issue an injunction pre- 
venting GTV, Melbourne, from 
moving their program, “Five Fin- 
gers,” from 8:30 p.m. to 9:30 p.m. 
Fridays. 


s The action keenly interested the 
Australian Assn. of National Ad- 
vertisers, as well as tv executives 
throughout the country. 

The advertisers claimed that 
was slated to re- 
at 8:30. 
They said GTV then switched 
“Five Fingers” to 9:30 and sub- 
stituted a live studio presentation, 
“The Graham Kennedy Show,” at 
8:30. 

Colin Bednall, genera] manager 
of the station, testified that the 
sponsors had not returned con- 
tract forms to the station. 

GTV changed the times. of 
shows following a directive from 
the postmaster-general that live 
programs be increased between 
the peak viewing hours of 7:30 
p.m. and 9:30 p.m. 

At the end of the first day’s 
hearing GTV’s legal representa- 
tive asked for an adjournment so 
that settlement terms could be 
discussed with the sponsors. 

The court was subsequently ad- 
vised that conditions suitable to 
all parties had been reached, on 
terms that were undisclosed. 

The parties have refused to 
comment on the settlement terms, 
but ADVERTISING AGE’s Sydney cor- 
|respondent was told that “Five 
Fingers” would be back on its old 
| time channel within a few weeks. 


# Victa Industries and Sterling 
|Pharmaceuticals, both major na- 
| tional advertisers, are two of Han- 
'sen Rubensohn-McCann Erickson’ s 
|most important clients. 

Victa, one of the romances of 
Australian business, produces a 
rotary mower that in a few short 
years has captured 70% of the 
Australian motor mower market. 
Sterling is the Australian offshoot 
|of the American drug company of 
| the same name. + 


Behlmer Joins KCOP ‘ 

Rudy H. Behlmer, former: West 
Coast tv and radio director of 
Grant Advertising, has been named 
executive producer in charge of all 
program and commercial produc- 
tion and development of KCOP, 
Los Angeles. Mary Warren will 
|continue as program director for 
KCOP and administrative head of 
|the program department, in ad- 
|dition to assuming responsibilities 
|in coordinating film purchasing 
'and program office procedures for 
| Nafi stations KPTV, Portland, Ore.; 
| KFJZ, Fort Worth, and KCOP. 


'McCann‘s CCI Merges with IBR 


International Business Relations 
Inc., San Francisco public rela- 
‘tions company, has merged with 
the CCI division of Communica- 
|tions Affiliates, a McCann-Erick- 
| son subsidiary. CCI’s West Coast 
| headquarters will be in the IBR’s 
| offices at 209 Post St. P. K. Mack- 
|er, IBR president, will become vp 
lin charge of all CCI operations on 
| the West Coast. 


KNX T Advances Three 

In a series of promotions, 
|'KNXT, Los Angeles, has named 
|Gordon French and Robert Coch- 
'ran account executives, and Rob- 
‘ert I. Nelson sales research man- 
/ager. Mr. French was previously 
|national sales representative; Mr. 
Cochran was sales service man- 
ager. Mr. Nelson has been assist- 
|ant director of sales research and 
|sales promotion since last October. 


by ee LiGd 
te = 7 eT RSE ee a Pe F aS sia boo Seige a 
: . 4 7 aes pains ey ae 
7 iets, 
itis 
: it zt, : 
: ii? H 
tit Hess sesteestseg tity 
- a 
ae , : “OHI 4 
I ri “thites, yd 
. ioe itis, iid 
= : 334 Hy 
é , fm, % a 
: fF stltttittas, = “Hh oe 
- ae sae ah ee = 
* g i cy 
aye Son # 
Sa ae 
SE . ere 
ven = @ es 
ie moe 
ee : 
ee 
Texas 
ee 
bie di 
*- Tr ; 
P , , : a 
oS as allt pot Saas j e 
a ' 
| ; ’ s% ae . 
. a 4 y i | ty re || 
; i, Stee S j pee x 
Ea 4 oo ’ ° 
> 4 rere 4 a : r ant as 
: : Es ale ‘7 i Eee Cote oe 
2 Br ee alae“ See i 
. wr? 
a s, $ ep! ite, Se, Page 
F ‘ ; G " i si. N z “ ea ~ i 
: | 1g 2 Ree % : a ;. oS be . wey ‘ ‘ex . 
f ‘ ame : F pli |?) | a: a ke.) 
é =. ee 3 a AS at et ett. 
ie : . en hag - 2 oe a. 
es \ Z att < « weit Re “4 2 
Be 7 y a er. tS he i cea 
ts z \ _ Eases - > “tigi F s Fe id i 
oe | Sage ieee 
: : i. . “ id #. er. ce 
& ~ J Be e 2 } ; : ig 
: f fe ae ad . aie 4 ce 
¥ i: ae ; - 
i . a cana ed 
a ae Po 
, = A 
5 Ne eee : 
pia: . f ‘ j 
ae i 
sue a 
Bp Sm — « 1 
5. en oH yee i ; 
fii 8 st ‘ rr a 
sa . ee ea. mee.) = 
a ul ee . WET: 
tates ae > ¥ + ny Div meal a | a § \ ‘ Li 4 He 
ea ee “<< er. 5 ‘ o tn of i. 7a 
oie . pial ss a ia -_° {} : 
ay ae ae? oe » (i.e ar ; | : 
; - i" 4 7 . + Pee ; 4 . i* 7 + hi * be 
2 j beat Tai. 5 3 * ‘ } i t [ oe 
; i a & <a” 5 eae ‘ ed der 4 : 4 | He 
* kee 2 a a? ‘ ; @ } en 
See ACT TG ¢ | " 
i oo > . . F ‘ ae 
. a a : ¢ « 
eae ee, ee a fie * ] 
Me ey eet . hte ‘ 
uae : yd  “*. e rs 
ae * eg OE “ = coer j : — et i Shnt, 
er eo te oe ies 4 aed : base ie 
ey F TB, * y * . : Coes { iaak 
— eid | H oes 
: “a 3 : SH 
gees S sea As 
ce ie 
“ge gis 
. : ae et : “ ™ * | 
he Be 4 . : > Ce, . H 
ae ; “geten *S ~ ae e 
ae i ae > ci laa : 
‘Sea : siaisF | rae 
ee a 
ihe Fe 
we an 
Bs: a = i 
“s a ae fee 
e et ae _ ne 
i “ea * fy 
iA tip Fe P ‘ 
Bi : a ae se : a ee ae 
Be ateeto ans: ale ciel ts i 
i i Pale ae > vee ss 
sp oat as bee oe On Sr Be ee Pee = 
aA f i ewes E 
sit 2 Tees Bn eerers re 
M Ss , = eae ee bac apa est J 
eee re ] PL ers hs 4 ci 
sm = a Ie S r fe ee 
ae pe ee S = 
er ae 
: > | ze 
aes « Fae Py ae or, ioe 
eS ia 
ioe is 
Piet eee Mei 
cr ite arog ‘ 
De ee YS ; : on 
SE tS ee ee ey Ea a ree She ei ea ee oe * cy ‘ ‘ . es 
ee Scan BOS UO ETE. wine een 2 sme Nig is cate Oh ene cae amen See ter ese oat Scones Saerty : ‘i : ; ae 
bce ba me oe mE, rig ee Eile aa er Nr le rete SRST des ep eaee ae, Asie, pO Mt sic ite a De SERN be eas (Eg ou SHIT aes Cann gsepieiae Sree : : 
iat eke SC on ae het Saas Se eee nee ae Soibeigre int bok ese gh ae Sa ae ret ners momen (iis: ah eR en nCaa pe fee en Se, CU ae Vets ma ella aS Leg he ee Pate ay ep pat te ame on cei S reat * 
Beare Sete Gel rg cee cemmnreay ee ene ree ON ders Son ty | Sap Ma: Ce ye ae a Se ie ee ig As NOS create ence RP Stag eet GA PE ate tak Sent iene fet Seco lel Pearce eens gitar eS a mee a, yea ee 
; egy Sete ea es a ete Tro SM Rccee aR De at TE Ee Sete PR a SH Prien ACF acre matte cpa me) Seg mn ee URS GN Geo Sea ee grea, am re a yea ones ie apa i ger a One een Te os seer eo ee 
ia. Ce eS aE ic seh oat Ma eR ack cae, Ra ce gl bt Sie eas aha a hras Rtn ahs GaN ee Aras 5a ee peas ee Be Cees Ane Net ae a Re er > nal Ee oo 
na ; 7 : eee Eee TS yea al AAS a Sy Rnb Aa. SPs a sash eg Tomer Lod eee RE Et Ee ea es CST AR as ay IS AV eg icy ae RGR ne ee Cae eR ie aa ane a EASES, RENE AEG REN CORT ee eee oe 
ae in Ce bo : SNe ay ii oe: pape ies CIE EE | oe Ne Roe CES eee Cae dee) ope eee wey eae SAE D CA tt ae eae ea Pin cei pe a ab 
: io hae he m% (oie OC les tl series Pie ee 2 a alo Ce ne Oe ae ee im pete Nah as pit PS Big teppei eee ays eg Pea eC ee a ea 
_ Sy eree Peat eimeaen os Le Wer eRe Bie ages eet de ine cae ee Beit: crete dese os fia oe Peceeht oh hic iawn’ See 
eine ak NI os < mS c ara eRe nln al EN Sas Teter ee a 
a Bae 3 Oph aah ee “i re ee * relpe Pak ot eee 


@ Modesto, home of KBEE, is a peach of a farm 
market. The gross income of the average farm around 
Modesto is $18,186 — almost 161% higher than the 
national average.* The home county (Stanislaus) is: 

first nationally in peach production 

first nationally in milk exports 

second nationally in turkey production 

ninth nationally in total farm income 


The most effective way to beam your radio message 


IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


BEELINE: Ravr0 


into the prosperous Modesto area is on KBEE, the 
Beeline station in Modesto. 


As a group the Beeline stations cover a market whose 
retail volume exceeds that of Vermont, Maine, New 
Hampshire and Rhode Island combined. The five 
Beeline stations deliver more radio homes here than 
any combination of competitive stations . . . at by far 
the lowest cost per thousand. (Nielsen & SR&D) 


*Sales Management's 1960 Survey of Buying Power 


Peach orchards, 
Stanislaus County 
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| MeClotchy Broadcasting Compony 


SACRAMENTO, CALIFORNIA @ PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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24 Advertising Age, September 12, 1960 


‘Electrical Manufacturing’ 
Now ‘Electro-Technology’ 
Electrical Manufacturing, a Con- 
| over-Mast publication, will assume 
a new name with the October issue. 
The change to Electro-Technology 
“formalizes an evolution that has 


y lready taken place and does not 
our farm market can be as wide and prosper- . z “a 
ous as the world! Now, many manufacturers of augur any further change -_ edi- 
farm-use products enjoy a brisk export busi- torial approach or content,” ac- 
ness. They depend upon two unique international cording to the magazine’s pub- 
magazines to reach leading ranchers, planters lisher, Louis Perrottet. 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market nso 
coverage of Mexico, Central and South America. | Lufthansa Appoints D'Arcy Sct 
Lufthansa German Aijirlines, a 
To generate sales in Africa, Asia, the Middle West Germany’s transatlantic car- wears 
East and Oceania, the media choice is World rier, has appointed D’Arcy Adver- | saan 
Farming, also the leader in its field. Write today tising Co., New York, to handle its Wg See Pat» tr er et 
for informative Market and Media Folder. advertising in the U.S., Canada| “=4=:54 == om ee hank ss 
and Latin America. The $400,000  \ SeS7S?® Carles 
account was previously handled Willi Cc Cc ‘11 
AGRICULTURA WORLD by Charles W. Hoyt Co., which Alt He 00 i ne a oe _ 
will continue to prepare and place | “S¢ Color pages like this in Jatt an 
de las AMERICAS FARMING Lufthansa advertising in interna- | winter in eight magazines. The 
tional publications. This interna- | agency is Batten, Barton, Durstine 
tional segment is worth about | & Osborn. 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. | $100,000. S a 
| = 
—_———— ~— Carter Sets Print 
} - ‘ 
‘Campaign for Men's, 
« ‘ 
Children’s Underwear 


NEEDHAM HEIGHTs, Mass., Sept. 
7—William Carter Co. plans to use 
four-color pages and spreads in 
its fall-winter campaign for its 
infants’ and children’s underwear, 
sleepwear and outerwear, as well 
as for its men’s underwear. 

Magazines on the Carter sched- 
ule will be Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
My Baby, Parents’ Magazine, The 
New Yorker, Sports Illustrated and 
Your New Baby. 

For infants’ and children’s wear, 
Carter will continue its recent use 
of “bigger big baby” illustrations. 
Previously, Carter used “Tops in 
Toddlertown”—illustrations show- 
ing a number of babies in many 
garments. This year the “bigger 
big babies” artwork will run to 
four-color bleed pages and a full- 
color spread. 


# Carter will also launch its third 
campaign for its men’s knit under- 
wear showing the “incogknito” 
Ernie Klack, a character whose 
face never appears in the ads. 
Carter credits last year’s Klack 
campaign with boosting its men’s 


This typical downtown wear division sales by 69%. The 

store scene offers visual Klack copy will appear in four 

evidence of the vigorous issues of Sports Illustrated and 

tempo of current retail The New Yorker. 

business in Kalamazoo. Batten, Barton, Durstine & Os- 
opened this fall. born, which has had the account 


since 1933, is the agency. # 


(feaSsC[COWS on Kalamazoo's busiest | SES, 


$2,631,071 for the first six months 
e e « . of 1960. This represented a 37% 
| ' |inerease over the $1,910,194 re- 
shopping street—but not in its store aisles corded for the first hall of 1980, 
. Earnings, however, were down— 


$107,821 for the period ending June 
30, 1960, compared with $132,135 


Kalamazoo’s permanent shopping mall in the fact that Kalamazoo County has the highest for the 1959 half. The company 
downtown business district is but one facet per capita retail sales of all the 47 populous said that its drop in net income 
of a long range revitalization program. It is counties in the southern half of Michigan.* was caused by its development of 
a reflection of a vigorous and healthy com- The most economical and resultful way to Key-TV, a pay-tv system, which 
munity life which possesses a knack for sell the entire high-potential Southwestern will be tested in Liberal, Kan., this 
getting things done and promoting good Michigan market of nearly 300,000 popula- year (AA, June 27, 1960), and its 
business. tion is through the Kalamazoo Gazette— expanded activities in community 
Last month, last year, and the year before, a “member of the family’ for 127 years. a ae 
Kalamazoo toppled previous retail sales Don’t take our word for it—ask Kalamazoo’s 
records. Significant to marketing people isthe —_ prosperous retailers. bg ” et eee pon 
ee ° oo as n nam 
*S. aree: Michigan Dept. of Revenue, for fiscal 1959. editor of the New York World-Tcl- 


egram & Sun, succeeding Roy W. 
Howard, who will continue as di- 
rector and president of Scripps- 
Howard Newspapers. Noel S. Mac- 
neish will continue as business 
manager of the daily. 


ge KALAMAZOO GAZETTE KABC-TV Boosts O'Leary 


NATIONAL REPRESENTATIVES: A. H.Kuch, 110. 42nd Street, New York 17, MUrrayHill 2-4760 @ Sheldon ig eae, pg ge gre 
B. Newman, 435 N. Michigan Ave., Chicego 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., . 


P aK : . Angeles, has been named general 
San Francisco 3, SUtter 1-3401 ©@ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972. sales manager. He replaces Elton 


H. Rule, recently named general 
manager of the station. 


“The daily newspaper is the total selling medium” 


A Booth Michigan Newspaper 
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GRACIOUS LiVING—Japan ’s Kirin Beer Co. has been featured in tv spots in the U. S.typ- In Japan, gracious living is a way of life, and Kirin beer, Nippon’s first beer, one of 


ifying the many contrasts of Japanese life. Viewers are told “Japan is ultra-modern, 
yet it has a tradition of romance, beauty and craftsmanship gleaned from the centuries. 


the world’s great beers, has become a Japanese tradition.” Kirin’s taste is said to be 
“as delicate as the Japanese dance.” Mitsubishi Trading Co., Kirin’s distributor in the 


Information 
for Advertisers 


| 
| 
e “Major U.S. Markets Analysis,” 
a study which includes complete 
sales ranking by dollar volume of | 
300 metropolitan market areas in 
the basis of sales classification, has 
been published by the Greensboro 
Daily News and Record. The 1960) 
edition of the analysis also covers | 
ranking of gain or loss (1959 over 
1954) of the 300 market areas in 
the basic sales classifications by 
dollar volume and the ranking of 
the South’s top metropolitan mar- 
ket areas in the basic sales classi- 
fications by dollar volume. Copies 
are available by writing on busi- 
ness letterhead to Lawrence R. 
Sarra, National Advertising Man- 
ager, Greensboro Daily News and 
Record, Greensboro, N.C. 


e “Crucial Issues in Public Rela- 
tions” has been published by the 
Colorado chapter of the Public Re- 
lations Society of America. The 
book contains chapters on “Are We | 
a Profession?,” “Should We Have} 
Licensing?,” “Can You Educate | 
Public Relations?” and “Should | 
Management Be in Politics?” 
Priced at $1.50 each, copies may 
be obtained from Victor J. Danilov, 
Director, Office of Public Infor- | 
mation, University of Colorado, | 


If you're 
looking 
for fast 
Direct National 
Distribution 


Barney Kingston, Merchandising Director 


Don't be fooled by the ‘‘outlet map’ on 
your wall! It’s one thing to put your prod- 
uct in stores—it's quite another to move it 


If your product or service lends itself 
to personal selling—whether in a home, 
office, store, institution, service station, 
etc.—it will pay you to investigate the 
booming $915 billion DIRECT SELLING 
FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpensive it is to move merchandise 
through modern direct selling—in ALL 
counties of the 50 states and in the prov- 
inces of Canada 


Let us analyze your product or service 
without obligation on your part. If your 
product has potential in our field, we 
submit 35-year sales-tested plan for con- 
sideration; sample plan starts 50 new 
companies every month . many of 
which now do from $250,000 to more than 
$124, million annually 


Send factual data to our Merchandising 
Director, Barney Kingston, Dept. P-120, 
Salesman's OPPORTUNITY Magazine, 850 
North Dearborn Street, Chicago 10, Ill 


| Boulder, Colo. 


| the techniques of technical jour- 
/nalism and their frequency of use, 


e “The Practice & Application of| has been published by Harry W. 
Technical Writing & Reporting in| Smith Inc. Free copies are avail- 


| Industrial Marketing,” a study of' able from Michael London, Harry 


Checking Retail 


W. Smith Inc., 41 E. 42nd St., New| Products Sold Through Grocery 


Stores,” a 24-page booklet which 
| checks advertising tie-ins on prod- 


e “A Portfolio of Services For ucts sold through grocery stores, 
Advertising on has been published by the Adver- 


In Chicago 
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U.S., has been running 14 one-minute announcements per week each on WNEW-TV, will be followed with a yet-to-be-set campaign of station identification breaks, prob- 
New York; KTLA, Los Angeles, and KGMB-TV, Honolulu. The schedules of minutes ably in a larger number of markets. Grant Advertising is the agency. 


tising Checking Bureau. The book-|ance agreements and reimburse-| Stewart Swimwear to Olen | lic relations and sales promotion. 
let covers all types of programs,| ment at national line rate. Copies Elisabeth Stewart Swimwear,| Color page ads have been sched-| vention, held last week. 
including merchandising agree-| may be obtained from the Adver-| Bell Gardens, Cal., has appointed|uled for Harper’s Bazaar and 
ments without qualification as aad be Checking Bureau, 18 S.| David Olen Advertising, Los An-| Vogue during the appropriate 1961 | Bal] Adds Nine Accounts 


.ads was at its national sales con- 


performance, minimum perform-| Michigan Ave., Chicago 3. + geles, to handle advertising, pub- | seasons. First showing of these; pa) Advertising, Evansville, 

Ind., has been named to handle 

nine new accounts. They are Ideal 

° “ ee Pure Milk Co., Schnacke Mfg. 

eee O'Hare International, the “jet capital,” is the largest com- Corp., Peerless Pottery and Con- 

mercial airport in the world. Its ten-square-mile complex sumers National Life Insurance 

now handles over 125 jet flights a day. And with the com- ag = of gga a & 

pletion of its $120,000,000 building program in 1962, it will Se ee ee 


cah, Paducah, Ky.; Neon Art 
Signs, Louisville, and Newburgh 
Woodshop, Newburgh, Ind. 


be capable of handling twelve million passengers annually! 


Ceco Steel Names Reincke 

e Ceco Steel Products Corp., Chi- 
cago, has appointed Reincke, Mey- 
er & Finn, Chicago, to handle its 
advertising in the architectural, 
engineering and building fields. 
Charles O. Puffer, who formerly 
handled the account from his own 
agency until he recently joined 
Reincke, Meyer, will be the ac- 
count executive. 


Papert Adds Silversmiths 

Sterling Silversmiths Guild of 
America, New York, has appointed 
Papert, Koenig, Lois, New York, to 
handle its advertising. The ac- 
count was formerly handled by 
Fuller & Smith & Ross. 


In Chicago 


WGN} 


newsmagazine of 


TELEVISION A, transportation 
W management* 
in every industry 


and in every mode 
quality programming and of transportation 


community service. 


—owned and operated by 


Chicagoans—is dedicated to 


* 

the men who set transpor- 
tation policies in their own 
organizations and collec- 
tively form the national 
transportation policy — in- 
dustrial traffic managers, 
carrier executives, port au- 
thority traffic executives, 
public warehousemen, 
educators, government and 
military officials, transpor- 
tation attorneys, chamber 


| 4 of commerce officials. 
WGN IS CHICAGO | . See our Service-Ad 
Quality + Integrity > Responsibility | 4 > ipetenivatsts 
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money cant buy 


ONEY alone can’t buy a subscription 
to Business Week. 


Last year, 10,862 people, who sent us 
$87,050 for subscriptions, found this 
out. Regretfully, their money had to be 
turned down. 


Business Week limits its subscriptions al- 
most exclusively to management men. There 
are no copies sold at newsstands. 


Sometimes, people accuse us of snobbism. 
Usually, they change their minds when they 
know the purpose of this policy. 


It’s to guarantee an audience our editors 
know, whose language they speak, whose 
interests they understand. 


It’s to guarantee an audience our advertisers 
want to reach, composed of decision-makers 
in business and industry. 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO 
INFLUENCE MANAGEMENT MEN 


BUSINESS WEE 


A 
McGraw-Hill 
Magazine 
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UP A Giant 95.1% in the past census period 


UP A “tremendous” circulation increase 
with which the PRESS more than matches 
U Pp the accelerated population growth of 


Southern New Jersey’s rich and rapidly 
expanding 3-phase market. 
ROLLAND L. ADAMS 
President 
Scolaro, Meeker & Scott, Inc 
National Representatives 


Atlantic City Trading Center up 28.97% 

Atlantic City Metropolitan Area up 
21.2% CITY ZONE up 18.9%—a 
real advance in all 3 phases—industry, 
agriculture and resort. 


FOR ONE-PAPER COVERAGE, IT’S THE PRESS! 


Atlantic Gity Bress 


Southern New Jersey's “Good Morning’ Newspaper 


a 


Advertising Age, September 12, 1960 


Wolverine Shoe Follows Hush Puppy 


| 
| 
| 
| 
| 
| 


RockrorpD, MicuH., Sept. 6—Wol- 
verine Shoe & Tanning Corp. again 
is playing “seek-a-hide” as the re- 
sult of buying pressure at the 
height of a marketing-merchandis- 
ing campaign intended primarily 
to increase recognition by women’s 
shoe manufacturers of its Pigmil- 
lion pigskin, a product of its Haus 
of Krause division. 

Early this year (AA, April 4) 
Wolverine outran the pig popula- 
tion as the result of similar re- 
sponse to an integrated promotion 
in behalf of its Hush Puppies cas- 
ual shoes for men and boys. It 
placed its factory on two shifts 
(where it still is) and sent its hide 
| buyers scurrying for more raw ma- 


Last week John Hart, ad man- 
|ager, called Don Mahlmeister, the 
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Sell-out with Campaign for Pigmillion 


account supervisor, at MacManus, 
John & Adams, and asked for two 
things: (1) An ad explaining the 
slowness of Pigmillion deliveries 
and; (2) full speed ahead on the 
marketing-merchandising cam- 
paign which made the advertise- 
ment necessary. 

“Catching up with the flood of 
orders is just a matter of time and 
pigs,” said Mr. Hart. “Let’s throw 
the merchandising into high gear.” 


s Pigmillion pigskin already is in 
demand for top names in the wom- 
en’s shoe field. The aim of Haus 
of Krause is to extend that market 
by creating pressure at the retail 
level. Following is the anatomy of 
the resultant promotional cam- 
|paign, now going on and believed 
to be one of the most completely 
integrated advertising-merchandis- 
ing efforts ever made in the leath- 
er field. 

In March merchandisers, along 
with Haus of Krause agents, out- 
lined the promotion to 40 shoe 
manufacturers. In the first week in 
April, field representatives re- 
tained by the agency called on 
shoe buyers in approximately 700 


PIGMILLION 


| PIG PusH—Wolverine Shoe & Tan- 
|ning Corp. used this trade ad to 
| promote Pigmillion to shoe manu- 


facturers. 


| Stores in 65 cities and presented 
| the scope of the promotion to these 
buyers before they went to mar- 
ket or placed their fall show or- 
ders. 

During April and May a four- 
color spread insert appeared in 
Footwear News, Boot & Shoe Re- 
corder and the Weekly Bulletin. 
This insert, a joint effort with 
Minnesota Mining & Mfg. Co., an- 
other MacManus client, described 
the “wonderful leather .. . won- 
derful weather we’re having” 
thanks to Pigmillion pigskin and 
its treatment with Scotchgard 
leather protector. 


= In early June the field mer- 
chandisers again contacted the 
buyers of the 700 stores they had 
originally called on. If Pigmillion 
pigskin shoes had been bought, 
the representatives assisted the 
store in formulating promotion and 
advertising plans and took store 
orders for display materials of- 
fered by the Haus of Krause. 
Pigmillion Pigskin promotions 
will be completed in September in 
65 cities. More than 500 stores will 
have participated. In addition, bet- 
ter than 600 branch stores have 
held or plan active Pigmillion pig- 
skin promotions. Throughout this 
promotional period, the field reps 
are assisting stores in arranging 
displays, ads, fashion shows. 


s In Augusteand September, four- 
color bleed advertisements were 
used in Glamour-Charm, Made- 
moiselle, Seventeen and Vogue. 
Each of these ads carries the brand 
of the shoe manufacturers featur- 
ing Pigmillion pigskin. + 
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If a man is 


making decisions... 


if you are paying 
him to think 
for your company... 
he isa 


ery 
mportant 
erson 


The McGraw-Hill VIP Program, based on the 
above premise, is a constructive approach de- 
signed to build an even stronger selective paid 
circulation by sharing with industry one of its 
critical responsibilities—the development of com- 
petent people. 

In the VIP Program the informational needs 
of a company’s key men (as selected by the heads 
of their organization) are analyzed and matched 
to the proper, most useful McGraw-Hill publica- 
tion. In this way we set up a highly workable and 
efficient ‘‘engineered business reading” plan for 
the entire organization. 

How we do this and the degree of acceptance 
our efforts are receiving are explained below and 
on the facing page. . . 


A Practical Answer to 
a Critical Industry Problem 


“Group-selling’’ of subscriptions is hardly new to 
you or to McGraw-Hill. Today, thousands of 
companies on our circulation galleys have adopted 
such group plans. Currently, about one-tenth of 
the million-plus subscribers to our publications 
are on such a basis. And usually with the most 


Sige: oer a 


equitable of payment 
methods—the man and 
the company share the 
cost, even as they share 
the benefits. 

During the postwar 
period McGraw-Hill has 
done a lot of growing. 
Our publications have increased in number, in 
service and diversity . . . penetrating industry 
after industry, serving functions that cut across 
many industries. This is a natural reflection of the 
enormous growth of business itself, not only phys- 
ically but in complexity. And of the many new 
problems top management faces, none is more 
critical than manpower development. 
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What exactly is the 
McGraw-Hill VIP 


“ENGINEERED” 


business reading program? 


Today, specialization has reached such a high degree that 
the key men in every organization have informational 
needs pinpointed to their particular responsibilities. 

They require a flow of specialized knowledge . . . new 
methods and materials, new ideas and technology. They 
can get this best by reading business and technical publi- 
cations. But not just any publication. It must be made 
to each individual’s measure. 

Today, more than thirty McGraw-Hill specialized pub- 
lications cover most major industries, technical areas, and 
management functions . . . aviation to textiles, adminis- 
tration to purchasing. This comprehensive pattern of 
publications placed alongside an organization’s pattern 
means that we can, man by man, job by job, ‘“‘engineer’”’ 
a perfect matching of reading to needing. 

This can be done simply and efficiently. It is the most 
workable form of adult education and cross-communica- 
tions in practice in business and industry today. 
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Q Is this VIP Program new? 


A The program is, yes. But group-subscription selling is as old as 
McGraw-Hill. We have thousands of group plans in force today; 
some have been in force for many years. 


Q What’s your justification for approaching a busy top management 
man with this VIP Program? 


A Simply this: if a man is making decisions .. . if he is being paid 
to think for his company ... he is a Very Important Person. The 
decisions he makes, how promptly he makes them, his ability to think 
constructively —his ideas, his enthusiasm—are all vital to his success 
and his company’s success. Now management can directly and specifi- 
cally help each of these men be better informed about his job, and 
the significant part it can play in the company’s operations . . . with 
immediate and mounting dividends to management and to the 
company. 


Q Why should top management be interested? 


A The VIP Program fits the informational, educational, and man- 
power development activities fostered by management. 


Q Why should a company president be willing to work with McGraw- 
Hill in setting up such an important reading program for his key people? 


A Because his VIP isa Very Important Person to him, too. He is the 
type man for whom McGraw-Hill business and industrial publica- 
tions are edited. Our job is to keep such men updated on their busi- 
nesses. 

Ours is a unique service of specialized communications. The VIP 
Program capitalizes on these information facilities, integrates them 
in a way to provide these decision-making managers, engineers and 
other key personnel with complete, timely business and technical 
intelligence available nowhere else. 


Q To whom do you sell the VIP Program? 


A To top management because their manpower development in- 
terests are company-wide. 
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Q Where do you do your hard-selling—on company management? 


A We approach the management of a company no differently than 
your salesmen approach the managements of your customers. We 
have to demonstrate benefits, values and savings. The VIP Program 
built around “Engineered Business Reading,” must be bought by 
the top echelon in the company’s organization. 


Q You say the program is built around “Engineered Business 
Reading.”’ What exactly does that mean? 


A The company gives us each key man’s name and title, function 
and responsibilities. We then match up the individual’s informational 
needs to the editorial coverage and content of the McGraw-Hill pub- 
lication (or publications) most useful to him. We do this man for man, 
job for job, for all major functions and levels within an organization. 


Q Where does McGraw-Hill get the names of the so called ‘‘VIPs’’? 
From mailing lists? Directories? 


A The key individuals to whom the company offers the program 
are selected by the company itself. No other source. 


Q How do your men know where to sell the VIP Program? 


A We do an exhaustive marketing job through our McGraw-Hill 
Census, and each publication has its own “unit list.’’ Our field men 


have complete information on all McGraw-Hill coverage at a given 
location. 


Q What are the major specific values in the VIP Program for the 
company? 


A The values are a direct result of an employee’s decision to de- 
velop a regular reading habit. When he does: 
1. He increases his knowledge and his skills. 
. He is able to work faster, more effectively. 
. He makes better decisions, more easily. 
. He takes on greater responsibilities. 
. He keeps updated as a part of his job. 
. He broadens his viewpoint. 
. He becomes more profit-minded. 
. He gets specific help with his problems. 
These add up to a more reliable, more confident, more enthusiastic 
man a company can promote with profit. 
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penetrating into and cutting across practically every industry, serv- 


Q Are companies really interested in a reading plan like the VIP 
Program? 


A Definitely yes. Aggressive managers know that their operations 
are only as good as the skills of their manpower. And these skills are 
directly related to the amount of useful, up-to-date information their 
men have available. Management has always been interested in the 
development of talented manpower. In fact, it was industry’s requests 
that gave impetus to McGraw-Hill’s Management Assistance and 
Manpower Development Programs—forerunners of the VIP Pro- 
gram. These were prepared simply because management recognized 
the tremendous adult educational potentials of business and tech- 
nical publications. 


Q Do you sell your publications to anyone? 


A No. We try to fit the key functions in a company with publica- 
tions that will be of use. However, the VIP Program is not only an 
over-all company plan, but it can be confined to a single department. 
In such a case we only sell subscriptions to the publications useful to 
the functions in that department. 


Q Do you restrict the number of publications a man can subscribe to? 


A Yes, just as we do with individual subscriptions. We suggest not 
more than two. Most subscribers choose the one publication best fitted 
to their needs because that’s the way the VIP Program issold to them. 


Q Isn’t the VIP Program a “‘gang’’ or ‘“‘mass’’ sales method? 


A No. If we were selling just one publication this might be true. 
But we sell over 30 different publications. In any one company total 
subscriptions may vary from a few to several dozen. The number of 
different publications involved can vary from two or three (in the 
case of a department program) to twelve to fifteen (for a full com- 
pany program). Over the years we have been quite successful in de- 
veloping good penetration in plants or departments with the group- 
selling method. 


Q How can McGraw-Hill claim to be able to ‘‘match the magazine to 
the man’’? 


A Today we publish 41 specialized business magazines and services, 
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ing most major functions and job interests. We encompass more than 
twenty different industries. We serve both domestic and export 
operations. We have production publications as well as marketing 
publications. Our span of editorial coverage reaches from atomic 
energy to zinc smelting, from engineer to president. 


Q Do you personally contact each individual subscriber? 


A Our salesmen have three different presentation methods avail- 
able: One, they offer to appear before groups with common interests, 
such as design engineers, to explain the content and value of the 
publication that might be of interest to such men. Each prospect is 
given a profile sheet for each of the publications that may be of value 
to him. This profile sheet contains additional information to guide 
him in arriving at his decision. Two, some companies do not permit 
meetings or personal contact. In this case we provide them with 
literature which they can circulate among their selected employees. 
Here again we stress the specifications of the publications and the 
fact that we reserve the right to reject nonquality subscriptions. 
This approach is much like a mail sale. 

The third approach is where the company permits us personal 
contact with each of the individuals involved in the program. More 
often than not, the third method is the one under which we operate. 


Q What happens in those instances where you do not have a magazine 
to match the man? 


A Nothing. We don’t recommend any McGraw-Hill publication to 
him. But unquestionably by educating and promoting the benefits of 
a well-organized company business reading program we open doors 
and minds for other reputable business publications. 


Q Isn’t “Engineered Business Reading’ a gimmick for promoting 
subscriptions to those publications you want to push most? 


A We'd be pretty silly to abuse it this way. Obviously it is more 
difficult to initially interest a man in a business magazine that does 
not adequately match his job needs. Besides that, the final choice is 
always his. Even if we should hoodwink him, how long could we ex- 
pect his continued, active readership? And then what a heavy forfeit 
we would pay for our foolishness when renewals came up! 


Q Do you accept as subscribers any and all individuals a company 


specifies? 
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A Not unless they meet the particular publication’s circulation 
standards. And there are several excellent ‘“‘checks’’ inherent in the 
program to insure that they do. In person and in print we constantly 
stress “‘key men,” individuals of managerial or potential managerial 
status. Nor does management pick these names out of the air. These 
lists are usually built by industrial relations and personnel executives 
working with top management. And just as the man can check a 
magazine’s suitability for himself on its “Profile Sheet,’ we in turn 
can check the man’s qualifications and needs against it, too. 


Q What happens if management insists on low-quality subscribers? 


A We operate the VIP Program just as we do single sales. Subscrip- 
tions are sold only to those titles and functions that meet individual 
publication requirements—or we won’t put them in the plan. 


Q Will the titles and quality of subscriptions sold in quantity stand 
up under scrutiny? 


A Very definitely because we reserve the right to reject any sub- 
scriptions which we feel may not qualify. We are not interested in 
merely selling large quantities of subscriptions. Our desire is to build 
the most effective audience we can for our publications and the 
shortest route to do this is to confine our selling efforts to qualified 
subscribers. Anyone is free to visit our New York offices and examine 
our subscriber lists at any time. 


Q How do VIP subscriptions renew ? 


A Renewal experience is excellent. This is because of our subscrip- 
tion quality control. By helping a subscriber fully understand the 
areas of interest covered by a publication, he makes a choice that is 
right and the editorial and advertising content fit his informational 
needs. Hence he develops a reading habit which helps him with his job. 


Q How do you know you are getting good readership? 


A One of the main reasons for the VIP Program is to give us a 
method of reaching a broader group of potential subscribers and to 
give us an opportunity to explain the wealth of values in our publi- 
cations. Once we achieve this, the same yardstick on reader accept- 
ance that we’ve always had applies. We take care to sell quality 
titles. We take pains to fit a publication to a man’s special interests. 


ee 

y 

ee 7 

Po - 

F 

ee | 

ei 

“a 

5 

3 

ee . 
moe? | Aa i , fe Sk iota PRR > By cea oS SS pe oe a ee ee ae 
st oo agi lire ae Beata Se! I SO MRI ro: 52 rr ee ke me 9 Uh) SN =a fo i eta. 
Os | a aS eae SNS es! ai. PCRS Les SS en DR PET EO > SS rere Re Cee ek er ss 
ve. cou, Sg OC eis ec egmmstanersertem ee ripsinndayensdinracninti lade Esse we 
= Re pest Tae ne Sy ARN oP Re 8 ee el Patera + 2a 

aM hig Bits toe a oD a cig Bee S43 pei 3 «eA sgt Xe wae as ee e 

ee eo Sete ee Gan «Searles | espe cipectreeauelemaye es Se oe pe 

oe oe aati Makers << eter Sree: eae? Dat ams SE eee eR sc ON Ne ag 


Then if he finds the editorial and advertising content is helping him 
he’ll spend his money again to renew his subscription. When he recon- 
firms his need for a publication he’s not doing it just for drill. When 
we sell a group plan we place the built-in ability of our publications 
to interest a majority of responsible men right on the line. If they do 
not develop interest expressed in renewals and expansion, the com- 
pany is quick to decide the plan is not worthwhile. Readership, 
however, has been most satisfactory as proven by our growing list of 
such programs. 


Q Once you sign up a company do you cross it off your prospect list 
and forget about it? 


A Like yourselves, our best prospect is a satisfied customer. Seldom 
do we get 100° of the target. Our representative services the account 
regularly. He is armed with useful tools and counsel to encourage 
business paper reading. Growth constantly brings new decision- 
making men into the picture. And you can be sure we want every 
qualified subscriber to renew as enthusiastically as he did when he 
first signed up. 


Q Once management accepts the VIP Program doesn’t it put pressure 
on ils people to participate? 


A Quite the contrary. Experience and good sense counsel presi- 
dents, industrial relations men, personnel directors, and other execu- 
tives that the easiest way to insure failure of any program involving 
their people is to force participation. They lean ovet backwards to 
make room for voluntary action. 


Q Doesn’t the company usually pay the entire subscription fee? 


A No. The VIP Program offers three different plans: company full- 
pay which is used where it is company policy to purchase subscrip- 
tions for key executives; cooperative-pay which we stress because it 
indicates the company’s interest while making the prospective reader 
arrive at a voluntary decision to read; and individual full-pay where 
the subscriber pays the entire cost. We have all three in use and can 
use combinations of all three in a VIP Program. However, the vast 
majority of subscriptions in the Program are sold on a cooperative- 
pay basis. 


Q What about special deals or inducements? 


A There are none. Those of our publications which may currently 
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have a reprint premium make it available to VIP participants just as 
they do to any other prospective subscriber. 


Q Do you cut the rate for a VIP Program? 


A McGraw-Hill never ‘‘cuts” rates. Some publications have two 
basic price schedules: (1) a group rate without a premium; (2) the 
standard rate which includes a reprint premium. Either are accept- 
able; both are used. Further, all sales must qualify under ABC rules 
and regulations. 


Q Is this how McGraw-Hill gets most of its coverage? 


A No. The VIP Program is only one of several methods McGraw- 
Hill uses to sell subscriptions, and group or so-called club business of 
one kind or another is estimated to account for only 10% of our 
paid subscriptions. 


Q Does VIP Program selling lower your circulation sales costs? 


A Not directly since we pay the same costs as for individual sub- 
scriptions. However, we speed up our selling and get good penetra- 
tion economically. 


Q Aren’t some companies going to become irritated over large quanti- 
ties of McGraw-Hill publications arriving in their mailrooms? 


A Not when they personally arranged to receive them and know 
they’re there because they have put a recognized value on these 
publications’ practical benefit. Our experience shows that once top 
management understands and accepts the concept and utility of the 
VIP Program it has every inclination to encourage in-plant reading 
by its men. Then, too, many of these subscribers ask for and get 
their copies at home. 


Q Isn’t there a serious danger of building up large pockets of circie=- 
lation at the expense of better, more even coverage across the field? 


A Not very likely. At the moment 10% of our total circulation 
could be considered in the VIP category. Even with 100% increase in 
the VIP programs the total would be less than 20%. 


Individual subscription selling will continue to play the major role 
in our circulation sales activity. 
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Q What do you do if some of a company’s selected personnel are 
already McGraw-Hill subscribers? 


A They may continue their present subscription through expiration 
and we will automatically continue the subscription with the new 
order, or they may have their present subscription cancelled and 
receive a refund for the unexpired portion. 


Q How can you sell the VIP Program in “classified”? plants where 
they won't let your salesmen in? 


A It provides an effective method in such cases to set up the pro- 
gram so the company itself can handle it, providing they are willing 
to meet our quality requirements (which they do). 


Q What is the term of a VIP Program? 


A For most publications we can make subscriptions on a one, two, 
or three year basis in exactly the same way we do with individual 
subscriptions. However, we try, wherever possible, to limit the pro- 
gram to one year. We like to have the opportunity to resell the man- 
agement each year and to demonstrate through the sale of renewals 
that their key people are definitely interested in receiving and reading 
the publications to which they subscribe. This also gives us the 
opportunity to check and see if any qualified prospects have come 
into the picture plus any other changes which should be made. 


Q Do VIP Program subscriptions go to the plant? 


A The subscriber has the option as to where he wants his subscrip- 
tion sent. We follow the same procedure as with individual sales. We 
offer a choice of delivery to the plant, office or home. 


Q What do advertisers think of the VIP Program? 


A Advertisers like it! The plan’s objective is to carefully tailor 
publications to job functions. Hence we’re right on target for any 
given publication. We get good penetration. Renewals are strong. 
The reader is always boss in deciding if he wants to read, what he 
wants to read, where, and when. The program is based on men who 
think and make decisions. Hence we are delivering a selective au- 
dience with known buying influence. 
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Program? 


Q What kind of companies are currently participating in the VIP 


A All kinds. And all sizes of businesses, from a wide range of indus- 


tries. Here are some you know: 

Davison Chemical Co. 

Olin Mathieson Chemical Corp............ 
Glidden Co. 
Diamond Alkali Co. coe, 
American Potash & Chemical Co........... 
Georgia Power Co.................. 
Consumers Power Co.... . 
Philadelphia Electric Co... 
Bendix Aviation Corp..................... 
Boeing Aircraft Co............ 
Beech Aircraft Co........................ 
Jones & Laughlin Steel Co................. 
Cincinnati Milling Machine Co............. 
I. T. E. Cireuit Breaker................... 
Manning Maxwell & Moore.............. 
Heintz Manufacturing Co................ 
Brown & Sharpe...................00005: 
Blaw Knox 


Yarnall Waring....................200005 
Pepperell Mfg. Co 
So i re 
Eastern Gas & Fuel Ass’n............... 
Rochester & Pittsburgh Coal Co......... 
Minneapolis-Honeywell Regulator.......... 
Motorola Company..................... 


Chemical 
Chemical 
Chemical 
Chemical 
Chemical 
Utility 
Utility 
Utility 
Aviation 
Aviation 
Aviation 
Metals 
Machinery 
Machinery 


. Machinery 
. Machinery 


Machinery 
Machinery 
Machinery 
Machinery 
Textiles 
Textiles 


.. Coal 
..Coal 


Electronics 


. Electronics 


Q Doesn’t VIP Program selling take a lot of selling time? 


A Yes, in some cases. But it’s worth it because of the quality and 


penetration it develops for McGraw-Hill publications. 


Q Do you sell VIP Programs to every company? 


A No. It isn’t necessary in smaller companies since we get good 


selective coverage and penetration with individual sales. And, of 
course, where we now have adequate coverage in larger plants there 


is no need for it. 
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McGraw-Hill Publications 


DOMESTIC PUBLICATIONS 


American Machinist/Metalworking 
Manufacturing 

Aviation Week and Space 
Technology 

Business Education World 

Business Week 

Chemical Engineering 

Chemical Week 

Coal Age 

Construction Methods and 
Equipment 

Control Engineering 

Electrical Construction and 
Maintenance 

Electrical Merchandising Week 

Electrical West 

Electrical Wholesaling 

Electrical World 

Electronics 

Engineering and Mining Journal 

E & MJ Metal and Mineral Markets 

Engineering News-Record 

Factory 

Fleet Owner 

Industrial Distribution 

National Petroleum News 


Nucleonics 

Petroleum Week 

Power 

Product Engineering 
Purchasing Week 

Textile World 

Today's Secretary 

Western Architect and Engineer 


INTERNATIONAL PUBLICATIONS 


The American Automobile 

El Automovil Americano 

International Management Digest 
(Latin America and Overseas 
Editions) 

Ingenieria Internacional Industria 

Ingenieria Internacional 
Construccién 

Metalworking Production (London) 


NEWSLETTERS 
AND PRICE SERVICES 


Construction Daily 

Electrical Newsletter 
Nucleonics Week 

Platt’s Oilgram News 

Platt’s Oilgram Price Service 
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t 
We hand-picked our most competent field men, 
selected a limited list of prospective companies. 
We prepared preliminary educational and promo- 
tional literature, and a series of test advertise- 
ments in “Business Week” aimed at corporate 
heads. We were in no hurry, we were not pushing. 
The stakes were too sizable for everybody. We 
‘ had to be sure. 
McGraw-Hill 
Advertising Sales Offices 
PURGE ET ihc Sie vb vw ddp cdi vhiesecachseua Peachtree Building 
Boston 16, Massachusetts... ..............sceeeeeee McGraw-Hill Building 
SN Bis as tic coins kiinons dycdcbentaneous McGraw-Hill Building 
II SNS 5 5 wv bapointe opin veudeue cab vdondene Illuminating Building 
; EE, Ps caus doe vinin's 5 eabchwenece da seb bed cbecver ven Vaughn Building 
ee Nis a dk «occ cnc deb auebdabanens huveruee Tower Building 
PU Sid cncdccedycdbertstkvevsepacnasas Penobscot Building 
EN i oak oobi cacns oCenwaexdecdsekae Prudential Building ‘ 4 
Los Angeles 17, California........+...ececccececess 1125 West Sixth Street Out of this, an Evolution: 
Minneapolis 2, Minnesota..................-- First National Bank Building ; 
New York 36, New York........ 330 West 42nd Street and 500 Fifth Avenue the McGraw-Hill VIP Program 
Philadelphia 3, Pennsylvania.....................2- Six Penn Center Plaza 
Pittsburgh 22, Pennsylvania..................-ececeeeee 4 Gateway Center a 
iain © OI os cc ds consis sé nsiicdiee noses Continental Building Beceuse the basic hen was.e good one, the.¥ EP 
Sov Female @ CONG sao oss in is oo adaen es ok oka 68 Post Street Program proved itself eminently workable right 
TUREE ERS 6 vind 0 dS inn aceaiadecenpeaW cs 008 Enterprise Building from the day it was born in ’58. The staff trained 
Frankfurt/Main, Germany. .................2ceceeeeees 85, Westendstrasse é ? i te 
Cian a ae ii ois oo cv ska daddee 2, Place du Port for this task is not finding it difficult to call on 
Lomein, ELA, ERNIE, 0 ono cvvinscscesvcsevesieced 95 Farringdon Street presidents and other top executives to discuss 


matters of mutual business interest and aims. 

| They are armed with the know-how and tools for 

oe setting up the program, for working with the men 

participating in the reading plan. They have mer- 

chandising material to enable a company to capi- 

‘ talize fully on all of the benefits to be derived 
from the VIP Program. 


To Make a Manager 
Start with the Man 


It became increasingly ap- 
parent during recent years 
that McGraw-Hill, as a Answers to Your Questions 

major “communicator” to 

business and industry, We’ve tried to be helpful by anticipating your 
could contribute even more most important questions, and answering them 
heavily than it had in the in the little booklet attached. Please look it over. 
past in the continued de- Ask us more questions. The companies who adopt 
velopment of key person- our VIP Program are very likely your customers 
nel. Our facilities uniquely qualified us to literally engi- and prospects, and the key men these companies 
neer a business publication reading program for almost select to participate in the Program are the re- 
any company on an organization-wide basis. We set up sponsible, well-informed individuals you may be 
a “pilot” operation. doing business with today and tomorrow. 
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What does McGraw-Hill’s 
VIP Program 
Mean to the Advertiser? 


More and more companies today are realizing the need, im- 
portance and value of an effective and working vehicle for 
on-the-job training and for a continuous and up-to-date 
means of business communication. Management recognizes 
that a man who keeps well-informed on his job and in his 
field is usually a man who helps the company keep moving 
ahead. 

; The VIP Program is built on a mutuality of interest and 
s sponsorship between management and the subscriber. It 
: develops a sustained and attentive reading of the publica- 
tions received by the employee. This program, added to | 
our basic selling approach, serves to further strengthen the 
interest, quality and penetration of the audience the ad- 
vertiser reaches when he places his message in a McGraw- 
Hill publication. 

If you would like a copy of our booklet, ‘““The McGraw- 
Hill VIP Program,” or if you have any questions on the 
applicability of this program to your own company, 
please write: The VIP Program Director, McGraw-Hill 
Publishing Company; 330 West 42nd Street, N.Y. 36, N.Y. 


@: McGraw-Hill 


eo UW Se ee ee Baa Se SS ES 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill Publications. 
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Advertising Age, September 12, 1960 


Vodka Gaining 
Favor in U.S., 
‘True’ Reports 


New York, Sept. 6—While 
whisky bottling kept to a mark-| 
time tempo, non-whisky liquor | 
bottling surged ahead in the) 
first five months of 1960, with 
vodka leading the field. 

This move, according to| 
True’s current report on “Bev- | 
erage Industry Trends,” indi- | 
cates “clearly that ‘diversifica- | 
tion’ has resumed its forward | 
surge in the distilled spirits | 
industry.” 

True’s figures indicate that | 
total bottling of U.S. whiskies 
fell 1.2% in this period. Bottled- 
in-bond whisky bottling fell off 
6% and spirit blends were down 
1.8%. Bottling of straight whis- | 
kies rose only 2.1%. 

The bottling of non-whisky 
products, on the other hand, 
took “another significant leap 
forward,” with over-all gains of 
12.8%. Cordial and vodka bot- 
tling, especially, made big gains 
—and importations rose 12.7%. 


e “Latest figures on apparent 
consumption, released by Dis- | 
tilled Spirits Institute, show 
that for the January-May peri- 
od apparent consumption was 
up 3.7%—or from _ 78,572,336 
wine gals. in 1959 to 81,476,084 
wine gals. in 1960. 

“Disturbingly, however—from | 
a marketing standpoint—the | 
gain was made almost wholly 
in ‘open’ markets, with an ad- 
vance of 4.9%, while the mon- 
opolies had a gain of only 0.1%. | 

“Some marketers are begin-| 
ning to feel that in the modern | 
marketing context the monopoly | 
type of control directly inhibits 
servicing of normal consumer | 
demand.” 

The “big four’—National, 
Schenley, Hiram Walker and | 
House of Seagram—probably | 
will account for 47% of sales in | 
1960, according to True. “Na-| 
tional and Schenley have gotten | 
off to good starts, and in the! 
wine field, Gallo is easily the | 
leader.” 


= The report states that in view 
of the speculation about vodka’s | 
future, its breakdown of sales 
over the past five years in nine 
national regions indicates “the 
inherent strength of vodka and 
continuing possibilities for 
greater markets in the future. 

“An interesting point is that 
it now appears vodka will pass 
scotch this year in total sales, 
and ... is now not far behind 
gin, leaving spirit blends and 
straights as the only two types 
upon which vodka marketers 
must set their sights.”’ 

Total U.S. bottling of whisky 
for the five-month period this 
year was 55,270,270 gals. Total | 
non-whisky distilled spirits bot- | 
tling was 23,033,505 gals. (in-| 
cluding vodka’s 7,916,730 gals.). 

Total imports of scotch were} 
7,069,165 gals., and total whisky | 
imports 11,056,546 gals. Total | 
non-whisky imports were 1,-| 
561,704 gals. Total imports of | 
all distilled spirits were 12,618,- | 
250 gals. + 


Mogul Adds Two Accounts | 

Mogul Williams & Saylor,) 
New York, has been named to! 
handle advertising for Boston | 
Safe & Trust Co., Boston. A 
consumer campaign will be 
launched this fall. St. Martin’s | 
Press, New York, an associate | 
company of Macmillan & Co.) 
Ltd. of London and publisher of | 
“Anatomy of a Murder,” has, 
appointed Mogul Williams &| 
Saylor to handle its advertising. 
Franklin Spier Inc. formerly | 
handled the account. 
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that without The lowa Three 


you miss over 25% of the market! 


Only The 
lowa Three 
Can Sell 
This Quality 
Quarter 


QUALITY QUARTER QUIZ 


We're playing the game a little different today. Here are 
the answers; you ask your own questions when you look 
into lowa’s many markets. 


A. The Quality Quarter’s 742,600 people make up 26% 
of lowa’s total population. 

. The Quality Quarter contains 218,950 households, 25% 
of lowa’s total. 

. The Quality Quarter accounts for 27% ($1,027,119,000) 
of lowa’s total retail sales. 

. The Quality Quarter’s C Spendable Income of 
$1,232,389,000 is 26% of lowa’s total CSI. 

. The lowe Three's daily circulation of 152,845 reaches 
62% of the households in the Quality Quarter. 

. The Des Moines Register & Tribune reaches only 18% 
of the households in the Quality Quarter daily, with a 
circulation of 39,721. 

. Daily circulation is far more important than Sunday, 
because 80% of national r.o.p. advertising runs daily. 

. Each of The lowa Three group newspapers alone carries 
more total daily retail display advertising linage than 
either the Register or Tribune. 


We've got many more answers to your questions about lowa 
markets, Des Moines’ so-called “state-wide” papers, and The 
lowa Three. Just direct your questions to your nearest lowo 
Three representative. 


Color availabilities: Four-color in Cedar Rapids and 


Waterloo; Spot-color in Dubuque. 


Represented 


Don’t make the same mistake of drawing conclusions 
without checking facts. Now, there’s nothing wrong with 
slogans — if they’re based on firm facts, not fanciful fig- 
ures. We’re talking, in particular, of a current media 
slogan that boldly proclaims that one state is one market. 
A noble thought. Yet it is our understanding that there 
are 50 states, 242 metropolitan markets . . . and none of 
these states is one market ... and none of these markets 
is one state! 


Let’s look at Iowa. Great state. Grows corn, processes 
meat, makes tractors and electronic equipment and many 
other products. A profitable marketplace. And it takes 
more than one or two newspapers to reach lowa’s many 
markets. For example, only The lowa Three group of 
newspapers can sell the Quality Quarter. And the 22 
counties in the Quality Quarter make up over 25% of 
the Iowa market. We’ve got other facts, too. Just shift 
your eyes to the left and take our Quality Quarter Quiz. 
It will prove why lowa isn’t complete without the Quality 
Quarter . . . and you can’t cover the Quarter without 
The lowa Three. 
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Dubuque Telegraph-Herald 
4 tf | WY Waterloo Daily Courier 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone 
you re trying 
to sell in the 
aerospace market, 
what publication 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 
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Here’s a preferred market—at a popular price: for 
less than 5¢ apiece, you reach 85.000 dentists (in- 
come and standard-of-living well above average) 
in a magazine they read devotedly. May we give 
you facts and figures? 


ORAL HYGIENE 


1005 LIBERTY AVENUE, PITTSBURGH 22, PENNSYLVANIA | 


‘Video Tape Recording’ 
Details Video System 

“Video Tape Recording,” by 
Julian L. Bernstein, instructor in 
audio, electrical and video tech- 
nology at RCA Institutes, has been 
published by John F. Rider Pub- 
lisher, New York. The text begins 
with an introductory history of 
the video tape recording field and 
develops the types of waveforms 
and signals required for tape re- 
cording. Electronic photography, 


| mechanics of recording, electronics 


of tape recording, latest types of 
equipment in current usage and 
video system all are discussed in 
detail. 

Price of the 268-page book is 
$8.95. 


Advertising Age, September 12, 1960 


5 Buy ‘Breaktast Club’; 
ABC Radio Lists Other Sales 

ABC Radio, New York, has 
added five sponsors for Don Mc- 
| Neill’s “Breakfast Club.” They are 
Plantabbs Corp. (W. B. Doner & 
Co.), Peelers Co. (Bauerlein Inc.), 
International Milling Co. (H. W. 
Kastor & Sons Advertising Co.), 
General Foods (Foote, Cone & 
Belding), and Woolite Inc. (Daniel 
& Charles). 

Other new sponsors at the net- 
work are Burma-Vita Co. (Bozell 
& Jacobs), for a pre-game and 
post-game show with the Notre 
Dame football broadcasts; and 
R. T. French Co. and Standard 
Brands (both J. Walter Thompson 
Co.), for news programs. 


Ads Help to Make 
Business Hostile 
to Arts: Galbraith 


New York, Sept. 1—While the 
modern corporation, which pro- 
vides both a comparatively secure 
and remunerative life, ought to be 
hospitable to the arts, it not al- 
ways is. And one of the reasons is 
the way it uses advertising. 

This is the opinion of J. Ken- 
neth Galbraith, writing in the 
September Horizon. 

Corporations will be hospitable 
to the arts, but are now handi- 
capped by a myth—“The myth of 
the insecure, tough, competitive 
enterprise has outlasted the real- 
ity. Business is still assumed to 
require a total concentration of 
energies; anything less is still 
deemed to be out of character. And 
men are still related by their com- 
mitment, or by their simulation of 
a commitment, to what is held to 
|be a demanding, no-nonsense, 
| nose-to-the-grindstone, hard-driv- 
ing existence.” 


s Along with this commitment to 
the primacy of economic goals 
there are three other ways in 
which a corporate, competitive so- 
ciety is at odds with the artist: (1) 
A tendency to deny his control of 
the esthetic environment; (2) ad- 
vertising; and (3) the conflict 
within the company between the 
pursuit of sales and the pursuit of 
excellence. 

Of advertising, Dr. Galbraith 
(who in the past has treated ad- 
vertising frequently—and so am- 
biguously that it is difficult to tell 
whether his writing represents an 
endorsement or an _ indictment) 
says: 

“The second problem is adver- 
tising—not all of it but an impor- 
tant part. As peoplé are less per- 
suaded of their desires by physical 
need, someone is certain to seek 
to persuade them. The essence of 
this persuasion is to attract atten- 
tion. This advertising does in one 
successful form by allowing beau- 
ty to attract our eyes or ears and 
then introducing a _ contrasting, 
which is to say, in practice, a 
jarring note. 


s “Thus advertising cannot seek 
harmony with its environment. 
The most beautiful billboards 
would be those that blended into 
the landscape—and were not 
seen. The most agreeable com- 
mercials would be those that did 
not interfere with the play or 
music—-and were not heard. Such 
advertising, it will be contended, 
would be ineffective. . 

“But then it cannot be argued 
that the jarring alternatives are a 
contribution to beauty. In speaking 
of the pre-emptive tendencies of 
pecuniary motivation, I have been 
speaking of a force which alienates 
industry from the artist. Adver- 
tising—that which is juxtaposed 
to beauty—has an equal but op- 
posite effect. It alienates the artist 
from industry. Possibly it is the 
most important influence deter- 
mining the reaction of the artist to 
economic life.” 

Dr. GAlbraith’s article—‘The 
Muse & the Economy’’—is one of a 
series of essays to be included in a 
book scheduled for fall publication 
called “The Liberal Hour.” # 


Uofl Press Publishes Revised 
‘Mass Communications’ 

The second edition of ‘Mass 
Communications” has been pub- 
lished by the University of Illinois 
Press, Urbana, Ill. Edited by Wil- 
bur Schramm, director of the in- 
stitute for communication re- 
search, Stanford University, the 
book contains essays on the de- 
velopment, structures and func- 
tions, and effects of the various 
mass media. Price of the 695-page 
book is $6.50. 
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Thousands line 4th Avenue, Seattle, as the 1960 Seafair Parade, one of many civic events, passes in review. 
Like most of the area’s shoppers who visit Seattle, they came from the six-county Seattle Retail Trading Zone— 
the same areain which THE SEATTLE TIMES concentrates its circulation. 


“The Seattle Times Goes 
Where Washington Grows” 


Washington State added 444,461 (*) TOTAL LINAGE, JANUARY-JUNE 
people in the last decade, with 62.9% of 


h h Seattie Times Times % of Field 
this amazing growth occurring in the 
: b 1959 15,537,168 | 60.8% 
Seattle six-county Retail Trading Zone. | | 
With 95.9% of its circulation con- 1960 15,952,574 61.4% 
centrated in the Retail Trading Zone, SOURCE: -oieee sem mante CENSUS FIGURES 


The Times goes where the state grows. ° 
Further proof of its advertising value Che Seattle Gimes 
is this healthy a linage ( a ) Represented by O’Mara & Ormsbee, Inc. 


during the first Six months of this year: New York, Detroit, Chicago, Los Angeles, San Francisco 
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Concentrate your selling where the buying is concentrated. 

The market is big. There are 4,589,200 firms of all types and 
sizes in the U.S. But the market is manageable if you put 

your sales efforts against the biggest buyers. 
Note: Out of more than four and one-half million firms, only 

36,550 firms employ 100 or more people. That’s less than 

1% of the total and it’s likely that not all of them are prospects for your product. 
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Fortune concentrates, too. Mainly on the medium- to large-size companies where volume production 


means volume purchasing. It’s one of the reasons why 


advertising in FORTUNE veis results. 
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F&S&R Names Seven: 
Adds Raytheon Marine 


|moted Jim Crawford frem account 


| executive for Raytheon Co. re- 


Fuller & Smith & Ross has pro- | cruitment advertising to manager 


SIMPSON-REILLY, ETD. 
en 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


|of recruitment advertising in the 
|Boston service office. Ted Van 
Dyk, formerly account executive 
with Doyle, Kitchen & McCormick, 
has been named account executive, 
assuming some of Mr. Crawford’s 
former duties. F&S&R also has 
named Charles D. Barker, former- 
ly an account executive on Alcoa, 
|group supervisor for Wear-Ever 


executive. He formerly was with 
Frito Co. In the Pittsburgh office, 
|Robert J. McMahon, George 
|Welch, both account supervisors, 
and Richard E. Lorch, group su- 
pervisor, have been named vps. 
Raytheon Co., Waltham, Mass., 
has named F&S&R’s San Fran- 
cisco office to handle advertising 
for its marine dealer products, 


|}Aluminum and a member of the! succeeding Donahue & Coe. F&S&R 


Eyes 
f 


Advertising Age, September 12, 1960 


plans and operations group. Bar-,also handles recruiting, corporate, 
ney Balcom has joined F&S&R’s|industrial components, distributor 
Fort Worth office as an account| 


products and semiconductor ad- 
vertising for Raytheon. 


Penrod Named Ad Manager 
The Times Publishing Co., Wich- 
ita Falls, Tex., publisher of the 
Wichita Falls Times and Record 
News, has appointed Marvin B. 
Penrod national advertising man- 
ager. Mr. Penrod was formerly in 


|the retail advertising department. 


6XK-5XKW ss Re 7 


HIS BUSINESS 1S DIFFERENT 


A man in one industry usually sells to another. A steel 
man sells to the automotive industry. A packaging man 


sells to a soap company. 
The electronics man is different. 


The electronics man sells a large portion of his output 
to another electronics company. The design man may be 
the key to selling a President. The President of one com- 
pany may sell to the design man of another. The project 
engineer is responsible for product design, but may also 
determine market potentials for new products. 

Look at the badge above. It reads esearch- esign- 


roduction- 


m- anagement. The interests of the electronics 
man are in any or all of the four areas. 


; No matter where you find the electronics man his en- 
gineering background enables him to influence the pur- 


week. 


chase of electronic components and equipment. Your 
advertising must reach him to sell electronic goods. 

And . . . in selling the electronics man, your basic buy 
is the one book edited weekly for all electronics men— 
whatever their title or job functions. The basic book is 
electronics — 52,000 electronics men pay to read it every 


THE ELECTRONICS MAN “BUYS” WHAT HE READS IN... electronics 


A McGraw-Hill Publication 


330 West 42nd Street - New York 36, N.Y. 


@O@ 


and in the electronics BUYERS’ GUIDE 


>" 


CMAP STIR BEEPS LIPS FIT 


JAMBOREE—Chap Stick Co. will run 
| its first full-page consumer maga- 
| zine ad in the October Boys’ Life. 
| The ad tells how the product was 
sold out at the Boy Scout jamboree 
in July, forcing the company to fly 
in extra supplies from Texas. 
Lawrence C. Gumbinner Advertis- 
ing, New York, is the agency. 


| Selling Becomes 
‘Customer-Oriented, 
Says Hattwick Book 


New York, Sept. 6—Selling 
| techniques are changing, and the 
|modern salesman uses the new 
| psychology of selling, which is sell- 
|ing the way the customer likes to 
| buy. 
| This is the opinion of Melvin S. 
|Hattwick, director of advertising, 
|Continental Oil Co., whose new 
‘book, “The New Psychology of 
| Selling,” was just published by 
|MeGraw-Hill Book Co. ($5.95). 

The successful salesman is one 
who understands the needs and 
wants of his customers and acts 
| accordingly, according to Mr. Hatt- 
| wick. “An honest, impartial pic- 
ture of the customer shows him to 
be much like the salesman—want- 
jing to be understood, to be re- 
spected, to have his self-interest 
| and importance noticed. When the 
salesman stays ‘over on the cus- 
tomer’s side,’ when he understands 
what the customer wants, when he 
sells the way the customer likes to 
buy, then success comes much eas- 
| ier.” 


. Many salesmen are unsuccessful 
|because they think first about 
‘themselves and then about the 
customer; they lack the desire to 
| work; they won’t follow instruc- 
|tions; they lack enthusiasm and 
they talk too much, the book says. 
| The author suggests that cus- 
|tomers buy to satisfy wants and 
| because they like to buy. But while 
| customers like to buy, they dislike 
| being sold, and resist it. The wise 
|salesman doesn’t attempt to use 
| pressure; he practices persuasion. 
| Pointing out that eight basic 
|wants are responsible for more 
'sales than all other wants com- 
|bined, Mr. Hattwick asserts that 
| the key to persuading today’s cus- 
|tomers to buy “is found in a sound 
understanding of customer psy- 
chology; customers buy products 
and services on the basis of basic 
wants, rather than needs.” + 
‘ 

Locke Names Williams 

Paul Locke Advertising, Tulsa, 
has appointed James D. Williams, 
formerly media director, account 
executive. Robert W. Martin, pre- 
viously with Standard Insurance 
Agency, Columbia, Mo., has been 
|/named to succeed Mr. Williams as 
| media director. 


‘Sunpapers Boost Schmidt 

| Walter C. Schmidt has been 
| promoted from classified ad man- 
_ager to the new post of assistant 
| business manager of the Baltimore 
/Sun. He has been succeeded as 
‘classified manager by his former 
| assistant, John R. Murrow. 
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en has the new car buyer had so widle a choice? 


The big sales race is on again in the world’s most 
dynamic market. 

That’s the 1961 new car market, of course, where buy- 
ers will have the greatest variety of models and styles 
to choose from in years. Their choices hold the key 
to this billion dollar market. 

At the time of the Show, factory executives and auto- 
mobile dealers throughout the industry will be look- 
ing forward with great interest to the 1961 Automo- 
bile Show Issue of AUTOMOTIVE NEWS for their 
first opportunity to compare the new makes and 
models in depth and detail. Their reliance on AUTO- 
MOTIVE NEWS for timely, accurate coverage of all 
the news in the industry has been building over 35 

ars of leadership in the automobile field. 

The Auto Show Issue will be sent to 43,000 regular 
subscribers . . . factory executives, car and truck 
dealers, designers, engineers, purchasing agents, sales 
managers, and automotive suppliers and jobbers. More 
than 2,000 additional copies will be distributed to 


RESERVE SPACE NOW 
AUTO SHOW ISSUE 
Published: October 10, 1960 
(Regular Issue Date) 


CLOSING DATES: 


3 and 4 color plates: September 27 
2 color, black and white: September 29 


executives and dealers who will be in Detroit for the 
Show. And 1,000 extra copies will be requested and 
supplied during the year. 

These readers will be studying and holding for refer- 
ence these exclusive features: 


@ Photos and data on every American automobile. 


© Illustrations of principal models of each make 
and top selling features. 


© A complete truck section, showing new models 
and other data. 


© Feature stories on suppliers, including new de- 
velopments for ’61. 


@ Engineering and styling advances. 
° — and specifications of all American automo- 
es. 


The most 
influential 
publication 
in the 
automotive 
industry. 


The Newspape 


r of the Industry * * 
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e Advertising news on each make, including 1961 
plans. 
Your advertisement should be a part of this exciting, 
informative edition of AUTOMOTIVE NEWS... 
in economical full color if you wish. Contact your 
local representative today. 


REPRESENTATIVES 
NEW YORK: Edward Kruspak, Howard E. Bradley, 51 E. 
42nd St., Murray Hill 7-6871 
CHICAGO: J. Goldstein, Bill Gallagher, 360 N. Michigan 
Ave., State 2-6273 
DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
965 E. Jefferson, Woodward 3-9520 
SAN FRANCISCO: Jules E. Thompson, 681 Market St., 
Douglas 2-8547 
LOS ANGELES: Robert E. Clark, 6000 Sunset. Blvd., Holly- 
wood 3-4111 


Cheers Dealers 
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Eastman Buys TV 

Eastman Chemical Products, 
New York, a division of Eastman 
Kodak Co., has purchased partici- 
pations in four CBS-TV daytime 
shows—‘“Clear Horizons,” “I Love 
Lucy,” “Video Village,” and “De- 
cember Bride”—for each Friday 
from mid-October through Christ- 
mas. About 75% of commercials 
will promote Kodel suiting materi- 
al, Chromspun drapery material 
and Verel carpet material, with 
remaining ads to be used by the 
camera division, aimed to reach 
buyers before heavy Saturday 


| shopping. J. Walter Thompson Co. 


jis the agency. 


Baumstein to Columbia 

Morris Baumstein, formerly gen- 
eral manager of Irving Serwer 
Advertising, has been named to 
the new post of director of crea- 
tive services operations and graph- 
ic quality control for Columbia 
Records, New York. Mr. Baum- 
stein will coordinate the develop- 
ment and production of packages, 
advertising and sales promotion 
materials with the company’s cre- 


ative staff. 


Ortega Moves to GF 

J. P. Ortega, formerly advertis- 
ing and sales promotion adminis- 
trator of Revlon International, 
has joined the international divi- 
sion of General Foods Corp. as 
sales and advertising manager for 
Central and South America. 


ABC-TV Names Cavalluzzi 

Nat Cavalluzzi, formerly an ac- 
count representative in the station 
clearance department at ABC-TV, 


New York, has been appointed a | 


station additions salesman in the 
network’s sales department. 


—_—— — FORT WORTH 


Q © DALLAS a =o 


THE BETTMANN ARCHIVE 


IT’S PRETTY SELDOW™... 
...in fact it never has happened before! 


Texas’ TWO greatest newspapers, 
The FORT WORTH STAR-TELE- 
GRAM and the Dallas TIMES 
HERALD, will jointly publish one 
gigantic edition on October 30th for 
their combined circulation . . . pre- 
senting the dramatic picture of the 
nation’s most fabulous metropolitan 
area—The Dallas-Fort Worth Urban 


Complex. 


This unquestioned journalistic “first”, 
history making in its concept, offers 
built-in readership appeal adding sub- 


stantial impact to your advertising. 
To hundreds of thousands of families, 
it will be a radical departure . . 
personification. of the “New Texas” 
of modern, responsible, forward-look- 
ing leadership. 

Reserve space now! This unprece- 
dented joint edition, going to over 
414,000 subscribers, gives you a 


« & 


prime opportunity for reaching the 


For complete information, 
deadline and rate, write or 
call the Fort Worth STAR- 
TELEGRAM, Ralph Ray or 
Jack Campbell. 


FORT WORTH STAR-TELEGE 


Amon G. Carter, Jr., Pres. & Nat‘l Advertising Director 
Raiph D. 


LARGEST COMBINED DAILY CIRCULATION 


without the use of schemes, premiums or contests 
“Just a good newspaper” 


Ray, Nat'l Advertising Manager 


largest market in the South. ..a 
TRIPLE BILLION DOLLAR MAR- 
KET! Stake out a claim to your share! 


¢ 


IN TEXAS 


| 
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. ty Laverne 
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SEE THROUGH—First advertising for 
Laverne Inc.’s “invisible chair” is 
this color page in the Sept. 10 New 
Yorker and September Interiors, in 
which the copy is read through the 
chair itself. Another ad shows two 
ducklings and the chair sitting out 
in the rain; a third ad shows a 
small boy finger painting on the 
chair, with the headline: “The next 
voice you hear will not be a mother 
screaming.” Papert, Koenig, Lois, 
New York, is the agency. 


Blumenthal Sets 
Spot TV Push for 
Raisinets, Goobers 


PHILADELPHIA, Sept. 6—Blumen- 
thal Bros. Chocolate Co. will 
launch a tv spot campaign in mid- 
September for its Goobers and 
Raisinets, using 30 stations in 21 
markets. 

The one-minute spots are sched- 
uled for 20 consécutive weeks in all 
markets. Kickoff dates vary be- 
tween mid-September, in markets 
north of Baltimore, to the second 
week in October for Atlanta, New 
Orleans and Miami. Spot frequen- 
cy and impact are based on prod- 
uct distribution, with new or target 
markets, such as Cleveland, Cin- 
cinnati, Atlanta, Chicago, New Or- 
leans, Louisville, and Norfolk, re- 
ceiving from seven to 13 spots per 
week; and current markets, such 
as Boston, New York, Philadelphia, 
Charlotte, Baltimore and Pitts- 
burgh, receiving from four to eight 
spots. 

The commercials feature an ani- 
mated cartoon character called 
“Clever Boy” and his adventures 


as he goes to the candy store. They 
will be spotted in and around chil- 
dren’s shows. Cost of the campaign 
is reportedly over $200,000. 
Wermen & Schorr is the agency. 


2 Buy ‘Shotgun Slade’ 

R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., will spon- 
sor MCA TV’s “Shotgun Slade” 
|in one market in Kentucky and 
|another in Wisconsin, bringing its 
|total sponsorship of the series to 
| 12 markets. P. Ballantine & Sons 
added an upstate New York mar- 
ket for the series, making its 
| market total 29. William Esty Co. 
| is the agency for both. 


Recollection 
in Tranquillity... 


It is this kind of recollection of the 
loyalties of boyhood, as captured in 
Art Kane’s poignant study on the 
facing page, that best expresses the 
nature of the boy market as an ad- 
vertising potential. Can you remem- 
ber the meaning a good advertise- 
ment had for you in those days, 
when you were thirteen, before the 
experience of conflicting claims 
and competitive media brought on 
the need for making adult choices? 
A boy who reads a boy’s magazine 
cherishes the written word in it as 
much as he loves his dog. 


Reader loyalty can be no stronger 
than this. To the 5,000,000 Boys’ 
Life readers an advertising message 
carries the same weight as editorial 
matter; there is no ‘suspension of 
belief’’ common to adult media (the 
top ‘‘Starched”’ page ad in the April 
issue scored 71, 68, 55; the two top 
half page ads scored 69, 66, 53 
and 54, 49, 38 respectively). 


And there is only one mass maga- 
zine for boys. Boys’ Life, with over 
60% more circulation, delivers 
more boy readers in any and all age 
groups, 10 through 16, than any 
other single youth publication.* 


BOYS’ LIFE 


over 2,000,000 frit 


published for all boys by the Boy Scouts of America 


*The new Gilbert Comparison Study of 
Seven Magazines tells all in detail. 
Write to Promotion Director, 

Boys’ Life, 2 Park Avenue, 
New York 16, New York, for your copy. 
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Advertising Age, September 12, 1960 


San Giorgio Will 
Katz, Jacobs & Co., New York, . a 
has been named to handle adver- Use F ashion Motif 


'tising and promotion of two im-|jn Macar . . 
ported Italian vermouths by Jack onli Drive 


Katz, Jacobs Adds Poust Co.; 
Names Magee to Art Post 


( ‘ethan | TRENTON TOPS THE DELAWARE VALLEY 


i Ist in Delaware 


: : . Poust & Co., New York. The ver-| LEBANON, Pa., Sept. 6—San Gi- 

| Valley car Trenton, 30 miles above Philadelphia, has more cars per mouths, blackberry julep and |rgio Macaroni Co. will mix food 
< Ownership household than any other city in the Delaware Valley. cherry julep formerly were with with fashion for a heavy fall cam- 
per household _M. J. Jacobs Co., New York. paign to include fashion shows, 


Jacqueline Magee, with Katz, 
Jacobs since October, has been 
named art director for all fashion 
and beauty advertising. 


four-color pages in five magazines 
and in four Sunday supplements. 

All of the ads, which also will 
be supplemented with radio and tv 
spots in markets all along the East 
Coast, will include color artwork 
of Fontana of Rome gowns in the 
Fontana 1961 line. San Giorgio will 
introduce the Fontana line in a se- 
ries of fashion shows throughout 
the country. 

In the series of ads, which will 
break late in September, San Gi- 


Tabbed dies daee eemeccall tie 


: AND THE “TIMES” IS TOPS IN TRENTON! 


This “‘Cadillac’”’ audience is yours when you tell your 
/’ /7 story in the pages of the Trenton Times. You speed 
“ into 73% of metropolitan area households, 96% of 
city zone. That’s nearly 10 times the Trenton coverage 
of the stronger Philadelphia daily. 


_Four Join Gross Advertising 

| Dewaine E. Wall has joined 
|Charles Anthony Gross Advertis- 
|ing Agency, Miami, as vp and ac- 
/count supervisor. At the same 
| time Nadeen Peterson has joined 
\the agency as head of the copy 


TRENTON TIMES 


Represented by SAWYER-FERGUSON-WALKER CO. 


| staff and Martin Hoffman has 
| joined the Miami office as assistant 
|art director. W. F. Haselmire has 
|joined Gross as manager of the 
agency’s new Riviera Beach, Fla., 


office. 


IN STEUBENVILLE-WHEELING 


‘ 


A SHOPPER TOPPER STATION 


- ANNE! VO! Ome 


IN STEUBENVILLE: 
John J. Laux—AT 2-6265 


YOUR 
PRODUCT'S 
BEST 
FRIEND 
IS 


a a es Pee, 27 ie ae 


WSTV 


CHANNEL 9 


The lowest cost television bridge to the 

Upper Ohio Valley's Five Billion Dollar retail 

market. The best ef CBS and ABC. Plus Shop- 

per Tepper Merchandising. 

John J. Laux, Managing Dir.—AT. 2-6265 
by Avery-Kasdel, inc. 

STEVUBENVILLE-WHEELING 


KODE-TV 


CHANNEL 12 


28% taller and 29% more powerful. Tells 
and sells 152,000 TV homes whe spend 750 
million annually. The best ef CBS and ABC. 
Plus Shopper Tepper Merchandising. 

D. T. Knight, General Manager — MA 3-7260 


Represented by Avery-Knodel, inc. 
JOPLIN, MISSOURI 


WRGP-TV 


CHANNEL 3 


More to see on Channel 3 with NBC. Domi- 
nates the key corners of Tennessee, Georgia 
and Alabama where over a million people 
spend 800 million dollars. 


Harry. Burke, General Manager — OX 86-1505 
Represented by H-R 
CHATTANOOGA, TENNESSEE 


WRDW-TV 


CHANNEL 12 


Newest member of the FRIENDLY.Group sery- 
ing over a millien people with 721 million 
dollars te spend. The best of CBS and ABC 
Networks. 


Robert E. Metcalfe, Managing Dir—TA 4-5432 
Represented by Avery-Knodel, Inc. 


orgio will play down its product 
advertising and illustrations of its 
packages, instead playing up the 
fashions and a $50,000 contest. The 


; San Giorgio oo 
—— ee ee ee 


contest will offer a trip to Italy, 


complete wardrobes, Schiaparelli 
minks and Helbros watches, among 
other prizes. 


= The entire promotion will be 
heralded with large-space ads in 
Florida Grocer, Food Trade News, 
Food World, Tri-State Food News 
and Virginia Grocer. 

Initial color pages will be seen 
in the Sunday magazine sections 
of the Philadelphia Inquirer, Balti- 
more Sun, Pittsburgh Press and 
the Washington Star. The Satur- 
day Evening Post ad will break in 
the Sept. 20 issue, along with one 
in Woman’s Day. These will be fol- 
lowed by ads in Family Circle and 
Look and later color spreads in TV 
Guide. 

The campaign, which runs 
through December, will also in- 
clude bus cards and outdoor post- 
ers in major market areas. 

Raymond Guerrisi, president of 
San Giorgio, told ADVERTISING AGE 
this is the largest campaign the 
company has ever undertaken. The 
company had expanded its produc- 
tion earlier in the year. 

The Philadelphia unit of W. B. 
Doner & Co. is the agency. + 


Newsprint Consumption in July 
Gains 4.9%; up 5.6% for 7 Mos. 

Newsprint consumption of news- 
papers reporting to the American 
Newspaper Publishers Assn. to- 
taled 419,698 tons in July, up 4.9% 
over consumption in July, 1959. 
Consumption for the first seven 
months of 1960 totaled 3,186,786 


IN NEW YORK: 
; lee Gaynor—OXford 7-0306 
Represented Nationally: 
Avery-Knodel, Inc. 


AUGUSTA, GEORGIA tons, a 5.6% gain over the like pe- 
riod the preceding year. Estimated 


total consumption for the first sev- 


Want increased sales in the highly industrialized, heavily popu- 
lated Upper Ohio Valley? Then count on WSTV-TV, the “Val- 
ley’s Habit Station.” You can count on profitable sales results 
when you use this lowest cost Television bridge to a Booming 
5 BILLION DOLLAR MARKET. More TV homes than our 
competition. Lowest cost per thousand. Exclusive registered 
“Shopper Topper”® merchandising service. The best of CBS and 
ABC programs. We are a “make things happen” station. Let 
WSTV-TV increase the sale of your product in this rich valley. 


) John J. Laux, Exec. Vice-President 


WBOY-TV 


CHANNEL 12 


A captive audience of 150,000 TV homes with 

a spendable consumer income of almost Gne 

Billion Dollars. The best of NBC and CBS. 

Plus Shopper Tepper Merchandising. 

Reger Garrett, General Manager—MAin 4.7573 
Represented by Avery-Knadel, ins. 


NE i PN Ba oe a Ee 


Sie ees) Te 


en months was 4,249,048 tons, 
compared with 4,022,448 tons for 
the same period in 1959. 


Select Boosts Three 

Select Magazines Inc., New 
York, has appointed Thomas B. 
Sheehan, formerly administrative 
assistant to the president, general 
manager; George Carleton, former- 
‘ly assistant to the president, di- 
rector of sales, and Alan P. Fort, 
formerly research and retail man- 
ager, director of retail marketing. 
All are new posts. 
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What was WDSU-TV doing 
in Red Square? 
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‘South Bend’s Your Best Bet!” 


Young man — put the odds in your favor by picking the 
South Bend market. This Metro Area alone has 2 house- 
hold income of $7553, highest in Indiana! Include the 
other 14 counties of the South Bend market, and it par- 
leys into $1.7 billion in buying power. South Bend’s a 
winner, going away. 

And here’s how mA pick the daily double. Let WSBT-TV 
carry your product colors. This station has the inside track 
into the market’s TV homes . . . year after year gets over 
45% share of sets in use . . . currently carries 35 of the top 
50 locally-favored programs. Top-rated CBS shows and 
local programs keep WSBT-TV in the winner’s circle! 


Want the latest scoop? Call your Raymer man. He’ll trot 
right over. 


WSBT-TV © 


SOUTH BEND, INDIANA Crannei 22 
Ask Paul H. Reymer, National Representative. 


Advertising Age, September 12, 1960 


Penney Book Hits 
Ad Slurs on Rivals, 
Comparative Prices 


New York, Sept. 7—James Cash 
Penney, founder of the J. C. Pen- 
ney stores, taking the long look 
back on his life as one of the great 
U.S. merchants, says: “We are all 
advertisers.” 

His new book, “View from the 
Ninth Decade,” to be published on 
his 85th birthday, on Sept. 16, 
presents the philosophy which he 
has followed—in selling and in 
advertising—to build one of Amer- 
ica’s largest retail operations. 


s In a chapter devoted to a con- 
sideration of advertising as he 
has employed it, Mr. Penney says: 
“In a broad sense we are all ad- 
vertisers, with special emphasis 
on public relations.” 

He writes: “As a business man 


I have a direct interest in the 
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forces of advertising and public 
relations as they have to do with 
selling goods to consumers. What 
a company believes in and stands 
for philosophically should be as 
discernible in its advertising as 
the sign over its place of business, 
the open and aboveboard disclo- 
sure of the quality to be expected 
in the goods that it sells.” 


a The first obligation of the ad- 
vertiser, he says, is to present the 
story of what he has to offer 
“simply, clearly and honestly.” 
Mr. Penney says he has no 
truck with advertising methods 
which seek to make people believe 
that all goods and services are 
unworthy except those of a par- 
ticular advertiser. His own small 
store in Kemmerer, Wyo., which 
he bought in 1902, has grown to a 
chain of 1,700 stores in all parts of 
the country. From the beginning 
he indicated his business philoso- 
phy emphatically by naming the 
original shop “The Golden Rule 
Store,” he recalls. Speaking from 
his long memory of personal deal- 
ings, he asserts that an advertiser 
would be lying to suggest that the 
other man’s goods are “unworthy.” 
“It sows distrust and cynicism 
and, by suggesting the mean- 
spirited idea that no advertiser 
but the one whose goods are being 
advertised is honest and sincere, 
it contains the seeds of its own 
destruction,” he writes. 


= Mr. Penney indicates another 
deviation from the golden rule 
which is anathema in the Penney 
system. “I oppose the kind of ad- 


\ vertising claiming that a piece of 


merchandise is worth more than 
the price at which it is offered. I 
don’t believe in comparative price 
advertising, and for two main rea- 
sons. It is devious. And, generally 
speaking, it is not believable.” 

His company held to the strict 
letter of the rule from an early 
date, he says: “The item we sell 
at 79¢ is a 79¢ item. We neither 
expect nor want customers of ours 
to think either that we are such 
poor business people as to believe 
we can sell them a $1 item for 79¢, 
or we think them of such poor 
intelligence that they would actu- 
ally think we could do so.” 


= The lesson to be read between 
the lines in Mr. Penney’s advertis- 
ing philosophy is clear enough— 
that the public is not moronic. 
“People know instinctively that a 
merchant cannot afford to lose 
money on the goods he sells,” he 
writes. “To say nothing of being 
honest, advertising which carries a 
message of full value in exchange 
for every dime spent is clear evi- 
dence of business responsibility.” 

He discounts the value of ad- 
vertising which promises “a Nev- 
er-Never Land of fantasy values” 
or the prospect of something for 
nothing. “So far as my experience 
goes, this reasoning is fallacious,” 
he says. 

“I would not want to leave this 
subject—which, as a merchant, I 
believe touches a vital part of our 
everyday living—without testify- 
ing emphatically to my conviction 
that, in the eyes of those who 
read and follow advertising and 
advertisements, the messages con- 
veyed by advertisements are, in 
effect, the institutions behind them. 


a “The obligation is therefore 
clear. There is no substitute for 
honesty in the news conveyed. 
Exaggerations of values, slick 
shadings of quality, facile wording 
which confuses rather than en- 
gendering confidence—these be- 
tray the public good will and hurt 
the cause of Business.” 
His summing-up: “The practice 
of advertising is growing in con- 
science and ethical standards.” 
“View from the Ninth Decade” 
is published by Thomas Nelson & 
Sons, New York. # 
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1958 ( Two years ago) 


Why does Outdoor advertising penetrate so deeply into the 
mind that it is remembered for weeks, months and years? 
Two main reasons. 


One is simplicity of the Outdoor message. Outdoor by its 
very nature distills the selling message into a minimum of 
words and pictures, and drives it home with a clean, sharp 
blow. 


Another reason is repetition. Your message in Outdoor is 
exposed repetitively 21 times a month to an average of 94% 
of the car-owning families in a market. 


Nie an ate Sa 
ert a ee es 
Se ie 


For a really 


enjoyable ride 


1946 ( Fourteen years ago) 


TAN..dont burn 
COPPERTONE 


GUARANTEED sunburn protection! 


Four years ago) 


1959 ( Gus sear - ) 


Lf you remember these posters, you know why Outdoor is called 


the Fersistent Primary Medium 


As a result, your message on Outdoor persists in the mind 
of the viewer as with no other primary medium. 

To help Outdoor go to work persistently for you, OAI— 
national sales representative for Outdoor — puts at your 
disposal research, planning, creative, and merchandising 
services. Just write or call the OAI regional office near you. 


OUTDOOR 


ADVERTISING INCORPORATED 


With officesin: Atlanta, Chicago, Dallas, Detroit, Los Angeles, New York, Philadelphia, St. Louis, San Francisco, Seattle 
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PURCHASING... 
AF How can you 


CONCENTRATE TO DOMINATE 


the metalworking market... 


.». and still cover all four buying influences? Metalworking is 
BIG .. . accounts for over half of all manufacturing in the nation. Metal- 
working is BROAD ... embraces nine high volume sIc segments. 
Metalworking is GROWING .. . will increase from $150 to $225 
billion by 1965 . . . $340 billion by 1970. In the light of these facts... 
are you investing enough to make the most of this BIG, BROAD, GROWING 
market? Are you covering all sic segments... all important buying 
influences? Are you concentrating your dollars . . . to create a dominant 
campaign in the publications which can help your salesmen most? Of 
course, you use the ‘“‘verticals”’ and single function publications to round 
out your program. But first, make sure you invest enough dollars in a 
publication that enables you to CONCENTRATE TO DOMINATE the managers 
in all of Metalworking America. STEEL will do the job for you. 
STEEL’s circulation is proportionately matched to all sic’s in metal- 
working. By editing to the common interests of metalworking managers 
... STEEL covers all key buying influences in administration, produc- 
tion, purchasing and engineering. In STEEL . . . you can CONCENTRATE 
TO DOMINATE. | 


Ooo 
BPA 


administrative 


serves all four functions best because /t serves them a// 


A PENTON Publication Penton Building Cleveland 13, Ohio 
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m. COLLEGE 


business 


Sure, you’ve been to college—but look at 
what has happened in higher education 
since you wore your cap and gown: 


From 1.4 million students in 1940, en- 
rollment has grown to over 2.8 million 
this fall and will exceed 6 million by 1970. 
In 1961 colleges and universities will in- 
vest over a billion dollars in new build- 
ings, over $100 million in new equipment. 
Colleges will build more student residence 
facilities than all the hotel construction 
in the country. 

Since 1945 higher education has spent 
more money for new facilities than had 
been spent since the first college was built 
in America, and the physical plant will 
nearly double in a decade. 

Now is the time to go to colleges and 
universities for sales—sales of every type 
of building component, of heavy-duty 
grounds-keeping equipment, maintenance 


and operation equipment and materials, 
of student room and public area furniture 
and furnishings, of food service and din- 
ing room equipment and furnishings, of 
teaching tools of all kinds. 

Furthermore, higher education is ideally 
organized as a market: compact (only 
2000 buying units) ; buying structure well 
identified as to functions of staff; expan- 
sion taking place within existing units 
where market cultivation can make a 
powerful impact now for immediate and 
future sales; geographically accessible to 
a well-organized sales force; reached and 
penetrated through a single powerful and 
effective magazine—CoLLece anp Uni- 
versity Business.—Serving all the buy- 
ers in the college market. 


Ask what, how and how much colleges and universities buy—and how you 
can communicate effectively with BUYERS. 
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919 North Michigan Avenue, Chicago 11, Illinois 


Eos The Nation’s Schools and College and University Business 
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(Continued from Page 3) 
seven out of 10 doctors were fami- 
liar with the name, Librium, and 
three out of 10 had already pre- 
scribed the product. This is a sen- 
sational showing for a new ethical. 

Before the year is out, Roche 
will have spent close to $2,000,000 
to promote Librium. Direct mail is 
being favored over journal adver- 
tising in a 3-to-2 ratio. Sampling 
costs—ordinarily a big factor in a 
new product introduction—are 
low, simply because Roche is not a 
great believer in free samples for 
doctors as an effective promotion- 
al tool. 

Librium’s advertising is being 
handled by William Douglas 
McAdams Inc., with John Kallir 
serving as account supervisor. Dr. 
V. D. Mattia, general manager of 
Roche Labs, assumes responsibility 
for the marketing program, along 
with William Gulick, director of 
advertising. 


s The marketing of Librium can 
best be understood when placed 
against the background of the 
tranquilizer market. The business 
of keeping people tranquil is only 
six years old. Previously, mentally 
disturbed patients were treated— 
if, at all—with barbiturates. 

In 1954, the new non-barbitu- 
rate tranquilizers appeared on the 
market—the rauwolfia derivatives 
and the first of the phenothia- 
zines, Thorazine, Smith, Kline & 


hp 7 the pant ’ 
Say what you mean with the best- 
_ selling guide to clear, concise writing. 


THE ELEMENTS 
OF STYLE 


by Wm. Strunk, Jr., and 

| E. B. White 

_ Your-bookseller bas it. $2.50 
| MACMILLAN 
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CASE HISTORY— 
This mailing to 
doctors, evoking 
the scenes of the 
20s. was based 
on a case history 
of a 65-year-old 
woman who ex- 
perienced strong 
guilt feelings ev- 
ery summer be- 
cause of mem- 
ories of “an 
extramarital in- 
discretion.” The 
“indiscretion” oc- 
curred 37 years 
ago—hence the 
illustration. Copy 
says the woman 
had a series of 
mental break- 
downs, but with 
Librium therapy 
was discharged 
: from treatment 
ates after five weeks. 


Librium Becomes No. 1 Tranquilizer, 
Though Outspent by Rival Advertiser 


French’s brand of chlorpromazine. 
They were followed shortly by 
meprobamate, marketed by Wal- 
lace Laboratories division of Carter 
Products as Miltown and by Wyeth 
| Laboratories division of American 
Home Products as Equanil. 


= The new drugs had a dramatic 
impact in the mental health field. 
They resulted in the release of 
thousands of patients from mental 
hospitals and they became a fa- 
vorite tool of the general practi- 
tioner in treating anxiety. In ad- 
dition, they proved useful in many 
other areas. 

Annual sales of tranquilizers 
have risen to $300,000,000 at the 
retail level. The total market has 
held fairly steady over the past 
two years although brand shares 
have fluctuated. 

More than 60 tranquilizers have 
been marketed, and there are cur- 
rently some 30, offered by 19 dif- 
ferent companies. Despite this 
outpouring, a few’ products domin- 
ate the field. 

In 1959, the phenothiazines as a 
group held 48% of the market, 
while the meprobamates garnered 
38%. Phenothiazine is generally 
regarded as a stronger drug than 
meprobamate. SK&F’s Thorazine, 
in particular, has won wide accept- 
ance as a “hospital drug.” 


a Smith, Kline & French, Phila- 
delphia, has the biggest stake in 
the field with Thorazine, Compa- 
zine and Stelazine. The company 
enjoyed a 31% share of the tran- 
quilizer business in 1959. 

The top-selling product, how- 
ever, is Equanil, which is sold by 
Wyeth under license from Wal- 
lace. Equanil racked up sales of 
$37,000,000 in 1959, twice the vol- 
ume of its twin, Miltown. The 
SK&F brands had a combined 
volume in excess of $40,000,000. 


s This was the market picture 
faced by Librium prior to its in- 
troduction last March: 

Before coming to market, Libri- 
um had been used by nearly 2,000 
| physicians in treating some 20,000 
| patients. The tests showed that in 
|/terms of potency, Librium fell in 
'the area between meprobamate 
|'and the phenothiazines—that is, it 
|was effective against both mild 
/anxiety and more serious mental 
| disorders. It was shown to have a 
|dramatic “taming” action (in re- 
|ducing aggression), while at the 
|same time it was not generally 
| accompanied by the deadening ef- 
fects of other tranquilizing agents. 
| Using these results as_ their 
guide lines, Reche and its agency, 
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RESEARCH TRIUMPH—This spread is scheduled by Roche for medical 
journals this month and the rest of the year. It points up Librium 
as “an original development of Roche research.” 


McAdams, decided that they would | 


attack both segments of the mar- 
ket at the same time, even though 
physicians were not accustomed to 
prescribing the same agent for 
emotional disorders of widely 
varying intensity. 

John Kallir, the McAdams ac- 
count supervisor, said it was re- 
cognized that this approach in- 
volved a risk. “Any attempt to aim 
at both halves of the market en- 
tailed a risk of failing to capture 
either,” he noted. 


s Advertising took as its point of 
departure the fact that Librium is 
a new chemical compound, “not a 
manipulated molecule.” (Librium 
was, in fact, developed in Roche’s 
US. laboratories by Dr. L. Stern- 
bach.) Thus, announcement ads 
identified Librium as the “first of 
a new class of therapeutic agents 
for superior, safer, faster control of 
common emotional disturbances.” 

Everything was done to earmark 
Librium as an agent “in a class by 
itself.”” One of the key lines in the 
opening ads was a statement ex- 
cerpted from a medical paper: 
“Librium is as different from the 
tranquilizers as they were from 
the barbiturates.” 

With several hundred new ethi- 
cals introduced every year, the 
problem was to register on the 
doctor’s mind that Librium was 
more than “just another new 
drug.” For the doctor, the key pro- 
motional points for Librium were 
these claims: 

e “To free the patient from anxi- 
ety and tension, per se, or associ- 
ated with organic or functional 
disorders. 

e “To free the therapy from the 
drawbacks of previous agents. 

e “To free the physician from the 
frustrations of prolonged, incon- 
clusive treatment and to make the 
patient amenable to therapy.” 


quickly labeled Librium as “the 
successor to the tranquilizers.” It 
was identified in copy as the “suc- 
cessor in scope,” “successor in safe- 
ty” and “successor in effect.” 

Ads also included precautions, 
as follows: “In elderly, debilitated 
patients it is important to limit 
the dosage to the smallest effective 
amount to preclude the develop- 
ment of ataxia or oversedation 
(not more than 10mg per day ini- 
tially, to be increased gradually if 
needed and tolerated).” 

Librium was priced competitive- 
ly with the other tranquilizers, 


Librium was introduced in 
March with an eight-page insert 
running in leading medical jour- 
nals. This was followed by a series 
of other inserts, spreads and full 
pages. Roche will be using 45 


# Once the product got rolling, ads 


retailing for $5.84 per bottle of 50. | 


medical journals this year, with | 


the biggest schedule going into 
Medical Tribune. 


# On the direct mail front, where 
more money is being spent, Roche 
hit doctors with 45 different mail- 
ings in the first five months of 


the campaign. On the receiving end | 


of the Librium mailings were 
48,934 general practitioners, 16,730 
specialists, 14,438 internists, 1,792 
dermatologists, 115 neurologists, 
1,500 neuropsychiatrists, 4,400 psy- 
chiatrists and 12,531 osteopaths, 
plus 2,560 physicians in Alaska, 
Hawaii, Guam, Puerto Rico, the 
Canal Zone and on a special list. 

A series of seven different mail- 
ings were used, beginning with (1) 
basic product data, (2) Librium 
product advantages, and (3) a 
four-page insert in “Roche Re- 
port,” the company’s weekly news- 
letter. This led to (4) case history 
reports (single-sheet insert in 
“Roche Report”), (5) letter and 
folder emphasizing Librium’s role 
as “the successor to the tranquiliz- 
ers,” (6) more case history reports 
in a self-mailer, and (7) question- 
and-answer folders based on in- 
quiries received by Roche from 
doctors. 


# In its promotion, Roche has 
used pictures of Librium-tamed 
monkeys and a_ Librium-tamed 
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In Tue Nation’s Scuoots Continu- 
ing Study of Readership, a very high 
figure of 78.5% of administrator 
respondents said they read the top- 
ranking editorial feature. On the 
other hand, 89% of the respondents 
listed one of three different kinds of 
action they took as a direct result 
of reading advertising. 

This is, of course, not surprising, 
for product information is an essen- 
tial part of the total information which 
a magazine provides to its readers. 
Further evidence of this simple fact 
is found in a 77.5% score (second 
highest) for the ‘“What’s New for 
Schools” editorial feature of THE 
Nation’s SCHOOLS. 

With this high interest in infor- 
mation about products it is obvious 


THE NATION’S SCHOOLS...................856 pages 
School Management... .. Fike ohn kes esses. 458 pages 
IIIS: si oo dated +000 0 nhkicane 000 sdthinenes ¥g a 
American School Board Journal. 


Ask your NATION’S SCHOOLS representative to show you 
the Continuing Study of Readership, or write the publisher. 


The Nation’s Schools and College and University Business FP 7 va 
Ww. DODGE 
are published by The Modern Hospital Publishing Co., Inc., 


919 North Michigan Avenue, Chicago 11, Illinois publication 


ADVERTISING 
IS HALF THE 


that a magazine which provides the 
most in product information is most 
likely to attract and be read by those 
who must provide not only the ideas 
but the physical equipment and ma- 
terials with which educational ideas 
are implemented. 

Advertising volume is, therefore, 
an important index of the interest of 
a magazine to its audience. It is 
significant, then, that THE Nation’s 
Scuoots has led all other school 
administrative magazines in adver- 
tising volume for 17% years—that 
Tue Nation’s ScHOOLs carried more 
advertising pages than the second 
and third magazines combined in 
1959 and again in the first seven 
months of 1960. Here’s the 1960 
record through July: 


..... 184 pages 
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A message of importance to newspaper spacebuyers 


CHANGE 


....€an move your sales curve up if you take 
advantage of it;....9r down if you ignore it! 


Ateredind Heme Mressens The new census clearly shows a change in where 


RATE & DATA Guide [TJ cat ¢: 
. today’s families live. 
tt's A Bull's Eye Everytime 


WRITE 

FOR 
FREE 
COPY 


AHNA newspapers afford saturation coverage 
in America’s new residential communities. Your 
advertising dollars invested here will buy the 
best results in today’s America. 


E BACK PAGE 


UNWANTED PLUG—After its big success in the U.S. market Librium 
found itself plastered all over the front and back pages of the Lon- 
don Daily Mirror (circulation: 4,500,000) this summer, as the drug 
was introduced in the British market. The Mirror ran pictures used 


| earlier this year by Life, showing the effect of Librium on a wild 
1706 Rhode Island Avenue, N.W. Tal East 44th St ee 
8273 } 


of AHNA’s 1960 Rate & Data . ; 
Gude M poor ol wl | AoCredited Home Newspapers 


community and shopping news- 
papers. OF AMERICA, INC. 


lynx—all in an effort to convince the government that it must adopt 
more stringent rules on the sale of drugs. Britain has no legal codes 
prohibiting over-the-counter sale. 


Washington 6,D.C. « District 7-4618 —| New York 17, N.Y. ¢ MUrray Hill 2- 


lynx—Life ran the lynx picture— 


| but the general tone of the cam- 
\paign has been quiet—and forceful. 
| Mr. Kallir describes the strategy as 
ae wtmy-tv creates |one of “generally underplaying an 
| essentially very strong hand.” 
Py y | Industry measuring _ services 
sales in the nation’s 44th market | show that in the first six months 


| 
of the year (Librium was not ad- 


This ancient Indian pottery is a product To sell the nation’s 44th market* (44 coun- pe ss Ny ange vid i he 
of someone’s innate ability . . . creativity. ties, 17 cities in all) . . . where 2.3 million medical journals. This made it the 
Here in the Industrial Piedmont the one customers have $3.2 billion dollars to spend second most heavily advertised 
t ti ith th bilit to create ll H R P e toda tranquilizer. Wallace’s Miltown 
station Wl e proven abl Ity to a -.. Call your -K-F rep y: was first, with a space expenditure 


sales is WFMY-TYV. *Source: Television Magazine, 1960 Data Book of $470,000. (Wallace has consis- 
tently poured large amounts of 
money into print and direct mail 
advertising to make up for its lack 
of a sales force.) Ted Bates & Co. 
handles Miltown advertising. 


= Wyeth (Lewis & Gilman) spent 
$100,000 in journals to promote 
Equanil, while Smith, Kline & 
French (Doremus-Eshleman) 
backed Compazine, Stelazine and 
Thorazine with $75,000, $76,000 
and $68,000, respectively. 

In direct mail, Roche’s Librium 
expenditure was measured at 
$240,000, compared with $640,000 
for Miltown, $245,000 for Compa- 
zine, $130,000 for Thorazine, $125,- 
000 for Stelazine and only $40,000 
for Equanil. 

There is no doubt about Libri- 
um’s smashing impact on the mar- 
ket, although tranquilizer makers 
contacted by ADVERTISING AGE each 
claimed that the Roche product 
was hurting “the other guy—not 
me.” Roche’s own analysis shows 
that it is getting 50% of its busi- 
ness from the meprobamates and 
50% from the phenothiazines. 

Prescription audit figures show 
that in January—before Librium’s 
introduction—Equanil led the field 
with 372,000 new prescriptions for 
the month, followed by Compazine 
(313,000), Thorazine (157,000), 
Miltown (143,000) and Stelazine 
(129,000). In March, Librium’s first 
month, the Roche product ap- 
peared on _ 62,000 prescriptions, 
| compared with 305,000 for Equanil, 
295,000 for Compazine, 149,000 for 
Thorazine, 129,000 for Miltown and 
120,000 for Stelazine. 


= In April, Librium shot up to 
209,000 prescriptions, compared 
with 320,000 for Equanil, 266,000 
for Compazine, 138,000 for Thora- 
zine, 119,000 for Miltown and 111,- 
000 for Stelazine. 

Librium passed the field in May, 
and the June figures showed the 
| following standing: 

Librium—325,000 
Equanil—27 1,000 
Compazine—189,000 
| Stelazine—121,000 
Miltown—117,000 
Thorazine—101,000 

In other words, from their highs 


(Continued on Page 72) 
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in the 
Nation 


Yar Newspaper 
= in Houston 


In Houston, The Chronicle 


Reaches More People 
Carries More Advertising 
Sells More Merchandise 


Now the sixth largest city in the nation—and still growing— 
Houston is A MUST Market! And in Houston, advertisers 
know the selling power of The Chronicle. That's why The 


Chronicle Dominates in all advertising categories. 


1st 6 Months of 1960 

The Chronicle Leads Both Other Newspapers in: 
17 of all 23 General Advertising Classifications 

26 of all 28 Classified Classifications 

19 of all 24 Retail Classifications 


The reason . . . RESULTS! 


THE HOUSTON CHRONICLE 


Read by More Houstonians Than Any Other Newspaper 
The Chronicle is a MUST Buy in a MUST Market! 
The Branham Company—National Representatives 
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ms Jewelers’ Circular-Keystone 


. 


xe 


; offers marketing aid through 


MARKETING ASSISTANCE PROGRAM 


When you want information on the jewelry market, there’s no better e@ JEWELERS’ CIRCULAR-KEYSTONE, pub- 
source than Jewelers’ Circular-Keystone and its M-A-P. rem a a ee ee 

More companies spend more advertising dollars in JC-K than in any | e JC-K JEWELERS’ DIRECTORY ISSUE, pub- 
other publication covering the $1.6 billion jewelry market. And with pi . oe broadens and extends 
good reason. In its 91 years, JC-K has enjoyed an unmatched acceptance RETO 


i j e “A GUIDE TO CHILTON’S M-A-P” includes 
by pene mae poweiry wanes. reference to JC-K’s Marketing Assistance 
Now, through M-A-P, a comprehensive Marketing Assistance Program, Program. May we send you a copy today? 


JC-K can help you further sharpen your distribution methods, your 
knowledge of today’s retailer and wholesaler, and your outlook on product 
sales trends and practices. 


LKEYSTONE 


Readership studies, a variety of merchandising aids, and special re- 
search facilities are also part of the JC-K Marketing Assistance Program. 


Editorial excellence has helped JC-K achieve the largest subscription 
circulation in this growing market. Its renewal rate is a healthy 81.26%. * 
The unquestioned leader in its field, JC-K is naturally your leading source oo aaa. — 
for marketing counsel. We will be happy to discuss your needs with you. | 


Chilton 


COMPANY 
Chestnut and 56th Streets + Philadelphia 39, Pa. 


NP) 


CIRCULAR- 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


This week we’re celebrating twenty 
years in the market research busi- 
ness—twenty years that have seen 
a lot of changes in market research 
and in our own business organi- 
zation, too. 


- 


When we began our first sales study 
for H. J. Heinz Co. back in the 
fall of 1940, supermarkets were 
in their infancy, drug stores were 
selling mostly drugs, and televi- 
sion seemed nearly as remote a 
possibility as interplanetary space 
travel does now. The post-war 
years, of course, changed and ex- 
panded the whole concept of mar- 
ket research, and we at Burgoyne 
had to step lively, not to keep 
pace, but to maintain our hard- 
won position of being ahead in 
this vast, ever-growing field. 


* 7 * 


In 1956, Bill Draper, a veteran of 
many years with the McCall or- 
ganization, was named vice-presi- 
dent in charge of our Chicago 
office. A few years later, in 1959, 
we saw the need for greater speed 
and efficiency in handling pro- 
cessed data and set up our own 
IBM operation. That same year, 
in September, we appointed H. H. 
“Duby” DuBois, vice-president in 
charge of our newly-opened East- 
ern office in Philadelphia. 


* * * 


No doubt about it, the °50’s were 
busy years! But the ’60’s promise 
to be even busier. In May of this 
year, we set up a complete multi- 
lith department. This step spread 
our Cincinnati office over parts of 
four separate floors—an unwieldy 
situation at best. So once again 
we took a step forward, and this 
week we move into consolidated 
offices on the 18th floor of the 
First National Bank Building. | 
What’s more, we start our twenty- | 
first year with a new, somewhat 
shortened name—Burgoyne In- 
dex, Inc. 


* + * 


| gineering, SAE Journal and Diesel | 


If we had to make a birthday wish, | 
we offer a simple one—may the 

next twenty years be as challeng- 
ing and dynamic! 


Librium Is No.1... 


(Continued from Page 68) 


in January, Equanil is off 25%, 


Compazine 40%, Thorazine 33% 


‘and Miltown 20%. SK&F’s Stela- 
zine has held its own. 


\@ The Librium story is a good 


example of the importance of tim- 
ing in the ethical drug business. 
Last month Merck, Sharpe & 
Dohme division of Merck & Co. put 
its own tranquilizer into the field, 
Striatran, a drug related to the 
meprobamate family. Merck claims 
that Striatran is as “effective in 
half the dosage required with 
meprobamate” and is character- 
ized by “much less drowsiness” 
as a side effect. 

If Striatran had been introduced 
before Librium, it would have had 
the potential of becoming a major 
new product. However, with Libri- 
um now mopping up the field, the 
Merck entry will probably be rele- 
gated to an “also ran”. position. 
Burdick & Becker has been as- 
signed the advertising for Stria- 
tran. 


# Mr. Kallir, at McAdams, points 
out that the Librium story is just 
beginning. Up to now, the product 
has been promoted almost exclu- 
sively as an agent for the treat- 
ment of anxiety and _ tension. 
Roche hasn’t talked much yet 
about its use as a muscle relaxant 
or as an agent in the treatment of 
epilepsy and alcoholism. The drug 
is believed to be highly effective 
in all these situations. 

In addition, Roche still has the 
field all to itself with this type of 
drug. There undoubtedly will be 
comparable ones forthcoming from 
the laboratories of other compa- 
nies. Also, Roche is known to be 
working on combinations of this 
compound. It is a matter of record 
that top-selling ethical drugs have 
a short life, and if a manufacturer 
doesn’t work to make his own 
product obsolete, a competitor will 
do it for him. + 


‘American Home’ Opens Philly 
Sales Office; Appoints Six 

American Home is opening a 
Philadelphia sales office and has 
appointed Wesley Silk, now on the 
New York sales staff, to manage 
it. Robert Neall, also of the New 
York staff, will be transferred to 
the Philadelphia office. 

The magazine is also adding 
three salesmen to its Chicago staff, 
two in New York and one in Min- 
neapolis. The two new additions 
in New York are Joseph Maloney, 
with McCall’s for eight years, and 
Joseph M. Enright, formerly of 
McCann-Erickson. Joining the 
Chicago office are Don Gregori, 
from The American Weekly; Gerry 
Wroe, formerly with Sports A field; 


and Carter Smith of Family | 


Weekly. Richard J. Micheels, for- 
merly with Gray Co., is joining the 
magazine’s Minneapolis office. 


Autolite Pushes Two 
New Products in Drive 

The electrical products division 
of Electric Autolite Co., Toledo, 
has launched the most aggressive 
trade ad campaign in its history 
to push its new coaxial starting 
motor and alternator. 

A total of 33 b&w pages will run 
through December in magazines 
such as Automotive News, Auto- 
motive Industries, Agricultural En- 


Progress. Hicks & Greist, New 
York, is the agency. 


Robert Schawelson Sets 


Up Creative Displays 


Burgoyne Index, Inc. 


“~~ marketing and sales research 


FIRST NATIONAL BANK BLDG. CINCINNATI 2, OHIO 
CHICAGO OFFICE Poimolive Bldg. PHILADELPHIA OFFICE. 1405 locust 5 


Robert M. Schawelson, formerly 
assistant sales promotion manager 
of Calvert Distillers Co., New York, 
has formed his own company, 
Creative Displays, offering point- 
of-sale displays, in addition to sales 
ideas and merchandising plans. 
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nie! CARN KANYE 


Lennen & Newell, Los 


/ DESERT INN 
. 2 COUNTRY CAye 


LAS VEGAS’ COMPLETE RESORT HOTELS / + 


STAR DUTT 


Ar Shape! UE 100 DE PAE tee gine J 


A CSR F- 20R8 FOR REBERLATIONE AL eo rer 


FUN IN NEVADA—This rotary bulletin, extolling the delights of Las 
Vegas’ Desert Inn and Stardust Hotel, is currently being displayed 
in Chicago. Similar bulletins will be put up in other major cities. 


Angeles, is the agency. 


McGregor, Eastman Run Ad 

Section in ‘Sports Illustrated’ 
McGregor-Doniger Inc., New 

York, and Eastman Chemical Prod- 


48-page “lift out” college football 
forecast special section in the Sept. 
/19 issue of Sports Illustrated. 


|to 130 college teams, covers their 
| schedules, a football forecast and 
other related information. It will 
feature a total of 10 advertise- 
ments, all of them devoted exclu- 
sively to McGregor sportswear 
and emphasizing the use of East- 
man’s Kodel polyester and Verel 
|modacrylic fibers. 


Pierson Joins Bissell 

Robert C. Pierson has been 
named sales promotion manager of 
Bissell Inc., Grand Rapids, suc- 
ceeding A. J. Shaffer, who was 
promoted to advertising director 
in June (AA, June 13). Mr. Pier- 
son formerly was with Rapids- 
Standard Co. and Automatic Mu- 
sic Inc. 


Kennedy-Johnson Unit to Marks 


New York Citizens for Kennedy- 
Johnson has named Robert M. 


The section, “Scouting Reports,” | Marks & Co. to handle its presi- 


ucts, Kingsport, Tenn., will run a! which will serve as a football guide | dential campaign advertising. 


Burgoyne Index, Inc. 
Marks Occasion with 
Expansion, New Name 


CINCINNATI, September 12 — 
Donning a new name and mov- 
ing into new and expanded quar- 
ters, the Burgoyne Grocery and 
Drug Index, Inc.—now the Bur- 
goyne Index, Inc.—this week 
passes the 20-year post in a 
career that spans two eras in 
marketing and sales research. 


Founded by John Burgoyne, Jr. 
back in September 1940, on the 
strength of a telegram-order 
from Lou Maxon of Maxon, Inc., 
Burgoyne was the first market 
research firm to make it possible 
for advertisers to obtain rate-of- 
sale information on a selected- 
market basis. In the pre-war 
years, when market research 
was an unknown quantity in the 
minds of most advertisers, Bur- 
goyne was able to prove the im- 
mense value of store audits in 
ithe overall picture of product 
sales testing. 


Following the war, as high vol- 
ume distribution became the es- 
tablished trend in both grocery 
and drug retail operations . . . 
television entered the field as a 
|new and important selling me- 
dium . . . new products hit the 
‘market by the hundreds—mar- 
ket research gained its deserved 
recognition and the Burgoyne 
organization began a growth and 
expansion pattern that has con- 
|tinued ever since. 


* 1956, Burgoyne established 
a Chicago branch office in the 


1959, a complete IBM operation 
‘was installed at the Cincinnati 
headquarters to facilitate han- 
\dling and control of processed 
‘data. Later the same year, in 


|September, a Burgoyne branch 


Palmolive Building. In April of | 
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hood stores. 


office was set up in Philadelphia 
to service Eastern accounts. 
During May, 1960, a multilith 
department was established at 
the Cincinnati office as a further 
move to improve service to 
clients. 


As a result of this expansion 
over the course of 20 years, BII 
found itself occupying offices on 
four different floors of Cincin- 
nati’s First National Bank Build- 
ing. This week, birthday No. 20 
will be celebrated in modern, 
new, consolidated offices on the 
18th floor of the same building. 


List of Clients 

Is Impressive 
Twenty years of market research 
experience has brought Bur- 
goyne in contact with hundreds 
of different products for sales 
testing. A listing of clients gives 
an indication of the variety of 
product sales testing now being 
done by the firm: Abbott Lab- 


oratories, Armour & Company, 


Market Research Agency 
Celebrates Twentieth Birthday 


CITY tesy S Tuy 


Burgoyne’s Birth Certificate 

The facsimile telegram above provided the kickoff for the company then known as 
the Burgoyne Grocery Index. A sales test in those days might involve store panels 
composed of 70 or more neighborhood steres—a far cry from today’s much smaller 
panels of 20 to 25 supermarkets, doing twice the business of those 70 neighbor- 


The Borden Company, Bristol- 
Myers Company, Carter Prod- 
ucts, Inc., Chun King Sales, Inc., 
Colgate-Palmolive Company, 
Corn Products Company, The 
Dow Chemical Company, J. A. 
Folger & Company, The R. T. 
French Company, General Foods 
Corporation, General Mills, Inc., 
Gerber Products Company, 
Green Giant Company, Grove 
Laboratories, Inc., Hawaiian 
Pineapple Co., Ltd., Johnson & 
Johnson, S. C. Johnson & Son, 
Inc., Lever Brothers Company, 
Thomas J. Lipton, Inc., Mead 
Johnson & Company, Minute 
Maid Corporation, Narragansett 
Brewing Company, National 
Biscuit Company, The Nestle 
Company, Inc., Pet Milk Com- 
pany, The Pillsbury Company, 
Ralston Purina Company, Har- 
old F. Ritchie, Inc., Scott Paper 
Company, Standard Brands, Inc., 
Swift & Company, Texize Chem- 
icals, Inc., U. S. Borax & Chemi- 
cal Corporation, Wesson Oil & 


Snowdrift Company. 
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How about Believed’as a Fourth Dimension 
of advertising effectiveness? 


One thing is certain: readers can read, noters can note, see-ers can 
see. But if they don’t believe it, they’re just not going to do anything 
but read, note and see! 

Same holds true for TV and every other medium, of course. No 
product can thrive on advertising exposure alone, no matter how 
well attended or attractively presented. 

You have to get those readers, reviewers and listeners with you 
all the way. You have to get them to believe you. 

Believability is our stock in trade at Good Housekeeping. We not 
only publish an extensively well-read magazine each month, but we 
also do more to ensure believability than any other magazine, any 


Good Housekeeping 
and sella 


... because nothing persuades , like the truth 


' 
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other medium. Note how often TV cites the Good Housekeeping Seal! 

Ads, products, editorial—everything in Good Housekeeping is in 
the magazine only because the editors and the Good Housekeeping 
Institute have found the facts to be facts, the claims to be well sup- 
ported, the products up to snuff. 

Women know this. That’s why they not only believe what they read 
in our magazine, but also follow their surest guide to guaranteed 
products in the stores where they shop: the Good Housekeeping*Guar- 
anty Seal. And in November they will have the new Buyers Guide. 

Couldn’t your advertising benefit from this extra assurance of 
believability, in the magazine women believe most of all? 
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|Financial, Management Workshop for 
Ad Agency Personnel Set for Oct. 27-28 


Cuicaco, Sept. 7—The second|machine accounting and _ proce- 
jannual Advertising Agency Man-j|dures; agency cost accounting; 
agement Workshop, sponsored by |agency stock problems, and will 
ADVERTISING AGE, will be held at | work out specific problems in the 
the Palmer House, Chicago, Thurs-|area of “The Unprofitable Ac- 
|day and Friday, Oct. 27-28. count” and “Preparing for Owner- 
| The Advertising Agency Man- | ship Transference.” 
| agement Workshop was inaugu- In addition to Ira Rubel, senior 


NOW... 5th CITY IN TEXAS 


—and 46th in the Nation 
Population 272,239 


Gain 141,754 (108.6%) over 1950 
The Fastest Growing City in Texas 


The Zl Paso Cimes 


|rated last year to help meet the 
|agency financial management, and 


| management representatives of 
|}agencies can exchange ideas and 


need for greater knowledge of 


to provide a forum in which top 


partner of Ira Rubel & Co., and 
the staff of Ira Rubel Inc., the 
Workshop faculty will consist of 
Wesley Aves, president, Aves, 
Shaw & Ring, Grand Rapids, 
Mich.; Herbert S. Gardner Jr., sec- 


: Morning and Sunday experiences. retary-treasurer, Gardner Adver- 
CAPITAL CITY EI P H rald-Post As was the case last year, the | tising Co., St. Louis; John B. Mor- 
aso e workshop will be conducted under |Tis, vp and chairman of the finance 

Evening the personal supervision of Ira| committee, Norman, Craig & Kum- 


ae : 
Ihe Fabulus Southwest Rubel, well known authority on | mel, New York; Raymond Sachs, 
agency financial management and | controller, Campbell-Mithun, Min- 
accounting. |neapolis, and Fred Winter, assist- 
ant treasurer, Tatham-Laird, Chi- 
s In a series ef informal work- | cago. 
shop sessions, the group will con- | 
sider agency services and charges; | a The cost of the Workshop, in- 
lcluding lunch and dinner on 
Thursday and lunch on Friday, is 
'$150. Hotel room is not included. 
| Attendance will be limited, and 
applications accepted in the order 
'/in which they are received. For 
|further details, address Agency 
|Management Workshop, 200 E. 
|Illinois St., Chicago 11, Ill. + 


Dow’s Fall Campaign to - 
Feature LP Album Premium 
Dow Chemical Co., Midland, 
|Mich., will launch its “Two Hits 
| for Holiday Entertaining” fall pro- 
motion for Saran Warp on Oct. 1. 
| Based largely on a premium offer 
|of a high fidelity lp record album, 
| the promotion, which will run for 
three months, will be supported by 
magazine, radio and television ad- 
vertising, plus in-store display ma- 
terial. 

The magazine schedule includes 
four-color ads in Everywoman’s 
« Family Circle, Reader’s Digest and 

oye aes esl Woman’s Day. Adjacent ads will 


feature the premium offer. The 


album, a collection of tunes from 
®EG. Vv. &. PAT. OFF. 


two Broadway hits, will be offered 
during this time for $1 plus proof 
of purchase. 


Anderson-McConnell Adds Two 
Accounts; Names Buckler 


Anderson-McConnell Advertis- 
ing, Los Angeles, has been ap- 
, pointed to handle advertising for 


~ 


ee ow Avdel Inc., Los Angeles, manu- 
are |facturer of industrial fasteners, 
and Applied Communication Sys- 


tems, Culver City, maker of audio- 
visual production systems. Steller, 


trademarks, Millar & Lester formerly handled 


Avdel. 
too! ‘Don Buckler, formerly an art 


director with Fuller & Smith & 
Ross, Pittsburgh, has joined An- 
derson-McConnell as an art di- 
rector. 


As this tall white hat identifies the chef, our 
trademarks identify the unique qualities and 
characteristics of two of our modern-living Gold Bond Sets Contest 


fibers. “‘Orlon’”’* distinguishes our acrylic fiber; Gold Bond Stamp Gn, Ree: 
“ ‘ 9% apolis, will conduct a “Wish-A- 
Dacron’’*, our polyester fiber. As we use and Gift” contest to promote .reader- 


protect these trademarks, they become more ship of its new 1960 gift book, 


‘ which will be mailed soon. Read- 
meaningful and valuable both to consumers ers of the gift book will choose a 
and to the trade. 


is gift, fill out a coupon and mail it 
to Gold Bond. Winners will be 
rt For handy folders on proper use of the trade- determined by drawings. 


marks “Orlon” and “Dacron”, write Product 
Information, Textile Fibers Dept., Section 
AA, E. I. du Pont de Nemours & Co. (Inc.), 
Wilmington, Delaware. 


TEXTILE FIBERS DEPARTMENT 


Gy POND Eckerson to ‘Virginia Sun’ 


Ate u's pat off Gene Eckerson has joined the 
BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY Northern Virginia Sun, Arlington, 
as advertising manager. He for- 
merly was advertisi director of 
*DACRON and ORLON are our registered trademarks. When you use them: Distinguish them— Capitalize and use quotes or italics, or otherwise distinguish by color, | — nll Pr marred Co., Mon- 
: lettering, art work, ete. Describe them— Associate them with their generic terms—for DACRON the generic term is polyester fiber, for ORLON the generic term is re boages 
7 acrylic fiber. Designate them—As Du Pont’s trademark for its polyester (acrylic) fiber in a footnote or otherwise. /ongahela, Pa., publisher of the 
“ | Monongahela Republican. 


Rudden Joins Kingsbury 

John P. Rudden has been named 
vp in charge of sales and advertis- 
ing of Kingsbury Breweries Co., 
Manitowoc, Wis., a new position. 
He formerly was account super- 
visor on Atlantic Brewing Co. for 
W. B. Doner & Co., Chicago. 
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Adept at attibeting and holdin the attention of hiss people who prefer 
the extraordinary: a “Metropolitan” personality—just like each of our 
widely recognized properties in the Television, Radio and Outdoor media. 


METROPOLITAN BROADCASTING CORPORATION 


205 East 67th Street, New York 21, New York 


TV STATIONS: WNEW-TV, New York; WTTG-TV, Washington, D.C.; WTVH, Peoria/IIL.; KOVR-TV, Sacramento-Stockton/Calif. 
RADIO STATIONS: WNEW, New York; WIP, Philadelphia; WHK, Cleveland 
OUTDOOR: Foster and Kleiser— operating i in ’Arizona, California, Oregon and Washington. 
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‘L.A. Mirror’ Names Kozek 


c mbinati n of 


* RIGHT 
MA\|Ne’S 
LOBSTERADIO. 


Pca | eat more, they buy more in 
“potent” markets covered by 
Noted s Lobsteradio Stations. See 
your rep for the ‘“hungry”’ details. 
Lobsteradio (By Market Size) 
Portland Bangor Lewiston Waterville 
Caribou Augusta Sonford Rumford 
REPRESENTED BY: 
NEW YORK: Devney-O’Connel Co., 535 5th Ave. 
BOSTON: George Eckels & Co. 


CHICAGO, DETROIT, WEST COAST: 
Deren F. McGevren Ceo., Inc. 


Columbia Hotel, 


Executive offices: 


Portland, Maine Tel. SPruce 5-2336 


Robert M. Kozek has been ap- 
pointed advertising manager of 
the Los Angeles Mirror, Los An- 
geles, and Frank W. Lester has 
been named director of classified 
advertising of the Times-Mirror 
Co., Los Angeles. Mr. Kozek has 
been in charge of the Mirror clas- 
sified advertising department for 
the past six years and Mr. Lester 
has been classified advertising 
manager of the Times for two and 
one-half years. 


Wrisley to Launch Campaign 
Allen B. Wrisley Co., Chicago, 
manufacturer of soaps and toilet- 
ries, will launch a greatly expand- 
ed advertising and sales promo- 
tional campaign during the last 
quarter of 1960. Network televi- 
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sion and ads in Ebony, Every- 
woman’s, Family Circle, Ladies’ 
Home Journal, McCall’s, Seven- 
teen and Vogue are scheduled. 
Peitscher, Janda Associates, Chi- 
cago, is handling the campaign. 


Hearst Shifts Gohring 

William G. Gohring, formerly 
in charge of the book division of 
Popular Mechanics, a Hearst mag- 
azine, has shifted to the New York 
sales staff of House Beautiful, also 
published by Hearst. 


Burgeson to ‘Valley Times’ 

Edward H. Burgeson, formerly 
retail vp of the Bureau of Adver- 
tising, ANPA, has been named 
advertising consultant for the 
Valley Times, North Hollywood, 
Cal. 


aaaaaa 


AA 
UUUUUUVVVVV900000999900 
FEEEEEEEEEEECCAMNAM NNN AME EOC EE 


9) MMMMM 
MXXXSSSassAnnnnnAAAAAAAAAl 
HHHHHHAVV 


gaceeeceececeeece TdAAG 
BBBBELELD0N00NS TS ————HN NN —" 
: — AIH 


GEORGE RAPPAPORT 


typography is a craft 


*an art, trade, or occupation requiring special skill, 
especially manual skill —The American College Dictionary 


typographers, inc. 
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CHICAGO: 22 EAST ILLINOIS STREET 


LOS ANGELES: 960 WEST 12TH STREET 


Persuasion, Like 
Any Tool, Has ‘No 
Morality’: Dichter 


New York, Sept. 9—‘“The 
Strategy of Desire” by Dr. Ern- 
est Dichter was published today 
by Doubleday & Co. at $3.95. It 
is being billed by the publisher 
as “an exciting and authorita- 
tive description of the science 
of persuasion” and the “first 
eloquent answer to Vance Pack- 
ard’s ‘The Hidden Persuaders’.” 

Mr. Packard’s book, published 
three years ago, alleged that 
advertisers, in league with psy- 
chologists like Dr. Dichter, are 
now playing upon the irrational 
fears of consumers to manipu- 
late them into buying. It 
ascribed to these “symbol man- 
ipulators” great powers of per- 
suasion, and it raised the ques- 
tion of whether their activities 
constituted an “immoral” in- 
vasion of the rights of privacy 
—“the privacy of our minds.” 

Now comes Dr. Dichter, pres- 
ident of the Institute for Moti- 
vational Research and Villain 
No. 1 of Mr. Packard’s best-sell- 
ing opus, to set forth his credo. 


® Dr. Dichter is not one to deny 
that he and his cohorts have 
the power to persuade. 

“We have learned to perfect 
the techniques of persuasion 
and communication,” he states 
boldly. He contends that per- 
suasion is a fact of life, impos- 
sible to ignore, and that the 
only “debatable” question is the 
goal or purpose of the persua- 
sion. 

“A knife has no morality of 
its own,” Dr. Dichter replies to 
Mr. Packard. “Making it sharp- 
er thus does not make it more or 
less immoral. Persuasion tech- 
niques are like sharpened 
knives. They are tools.” 

What we need, Dr. Dichter 
argues, are moral goals to “co- 
incide with the psychological 
and economic goals of democ- 
racy and free enterprise.” We 
are being held back, he says, by 
puritanical fears of enjoyment 
of the good life. 


= “We are ashamed of our thick 
carpets, good food, and enor- 
mous cars,” Dr. Dichter points 
out. “The Russians strive for 
the very same symbols of af- 
fluence but are clever enough 
to explain them in advance as 
results of socialistic achieve- 
ments. 

“What has become imperative 
for us is to revise our morality. 
Hedonism, as defended by the 
old Greeks, has to be brought 
to the surface again. We have 
to learn to forget the guilt of 
original sin... We have to 
learn to accept the morality of 
the good life.” 

Dr. Dichter sees his practice 
of motivation research as one of 
the great liberating forces in 
enabling man to “grow and ex- 
pand his power for enjoyment 
and creative exploration to the 
utmost of his capacities.” He 
makes this point again and 
again in these 314 pages, as he 
explains how he tackles prob- 
lems for clients. 


a “If the desire for freedom and 
discovery can be expressed 
through the glamor of a new 
convertible,” Dr. Dichter writes, 
“T willingly accept responsibil- 
ity for combining two strong 
human desires for the benefit 
of the car advertiser—and ulti- 
mately for the benefit of both 
the national economy and the 
creative happiness of the in- 
dividual. It is only when the 
goal of persuasion is to instill 
static and stale contentment 
that it results in eventual mal- 
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adjustment and unhappiness 
and thus becomes clinically in- 
correct and morally undesir- 
able. If everything in this world 
is in flux, then we must per- 
suade more, rather than less; 
we must persuade mankind to 
push the big ball actively up 
the hill of human history.” 
Before Dr. Dichter is through, 
he has programs not only for 
advertisers but for the US. 
State Department. The last 
chapter in the book presents a 
10-point program designed to 
reshape the American image 
and stem the tide of anti-Amer- | 
icanism overseas. 


s “The Strategy of Desire” 
shows clearly that Dr. Dichter’s 
services have been much in 
demand. The many case histo- 
ries used here as examples 
leave a graphic picture of a| 
long train of manufacturers, 
non-profit organizations and 
governmental bodies traveling 
to Dr. Dichter’s mountaintop 
retreat in Croton, N.Y., seeking 
answers to their problems. And 
Dr. Dichter has provided the 
answers. 

Many readers of this account 
will be struck by the fact that 
Dr. Dichter seems always to 
look below the surface for an- 
swers that are not obvious. As 
he puts it: “We never buy any- 
thing or take action unless 
there is some kind of deep psy- 
chological need for it.” 

Of course, the answers will 
vary radically with the situa- | 
tions. In 1938, Dr. Dichter saw | 
the convertible as a symbolic 
mistress for the male driver; 
today, he describes the small 
car and the compact car as| 
“successes because they permit 
mastery of the car again.” 


® There is one striking example 
in this book which shows Dr. 
Dichter’s ingrained habit of 
looking at a problem in a new 


way. He reports that on a re-| * 


cent trip to South America he | 
noted that people there spoke | 
about the Northern Hemisphere 
with greater reverence than 
about the Southern Hemisphere 
—and the reverence seemed to | 
be due, in part, he says, 
nothing more than the fact that | 
maps show the North on top of 


the South. ; 
Dr. Dichter suggests that “a | | 


dramatic new attitude toward 


the southern part of the globe | | 
might be achieved by printing a | | 


globe or a map where the South 
is on top and the North at the | 
bottom.” 

Dr. Dichter says this kind of | 
“creativity” is needed to find | 
the answers to many problems. | 
“Often,” he points out, “only by 


standing on our heads can we} ‘ 


find new approaches to the so- | 
lution of new problems.” + 


Two Join H-R TV 

Jerry Mulderrig, formerly 
with Venard, Rintoul & McCon- 
nell, has been named to the 
sales staff of H-R Television, 
New York. H-R also has named 
Rouen J. Westcott, formerly an 
account executive with KHG- 
TV, Los Angeles, to its Los An- 
geles staff. The station repre- 
sentative has leased additional 
office space in the Equitable 
Bldg. in Hollywood. 


AAW Names Campbell 
Robert S. Campbell has been 
named assistant general man- 
ager, at San Francisco, of the) 
Advertising Assn. of the West, | 
to aid Charles W. Collier, exec. 
vp. Mr. Campbell since 1947 has | 
engaged in organizational work | 
‘in the Bay Area and is a former | 
secretary-treasurer of the 20-30 | 
Club for which he published its | 
weekly “News-Letter.” 


ed ; 


| 
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‘Visit the U. S.' Now a 
Magazine Instead of Ad Drive 

Visit the U.S. Inc., a company 
formed earlier this year to run a 
$250,000 cooperative advertising 
campaign in Europe to attract 
tourists to the U.S. (AA, May 2), 
has revamped its plans. The pro- 
spective advertisers—hotels, air- 
lines, state tourist boards—failed 
to materialize, and the company 
now plans to publish a bi-monthly 
magazine, “Visit the U.S.A.” 

This magazine will be distrib- 
uted to some 4,000 travel agents 
in Europe. Published in English, 


French and German, it will pro- 


vide information on places to see, 
coming events and other items of 
interest to would-be tourists to 
the U.S. Advertising space will be 
sold at $240 per b&w page. The 
project is still headed by agency 
man Cliff Coch, at 211 E. 53rd St., 
New York. 


Two to ‘Ladies’ Home Journal’ 
David M. Mercer, formerly with 
Scholastic Magazines, and Robert 


N. Cloutier, formerly with Henry | 


I. Christal Co., have joined the 


sales staff of Ladies’ Home Jour-| 


nal. Mr. Mercer will be based in 


New York, Mr. Cloutier in Boston. 
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fi Consult THE MIDWEST’S 


.. FASTEST GROWING PRINTING HOUSE FOR 
= ©6@ Creative art work @ Publications "know-how" 

@ Fine color offset lithography @ Complete mailing service 

@ Quality letterpress printing @ Mats, stereos and electros 
@ Four-color separations @ Complete bindery 


AND NOW High Speed Four-Color Web Offset 
. Write, Wire, Phone 


Out of the “high-rent” district at 


1420 P STREET LINCOLN, NEBRASKA 
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SOUTH FLORIDA 

PACES THE NATION! 

POPULATION GROWTH . 

1950-1960 

(new U.S. Census Estimate) 

THREE PRIMARY COUNTIES 
UP 122% 

(Dade, Broward, Palm Beach) 

12-COUNTY SOUTH FLA. 

MARKET — UP 108.3% 


Total Population 1,699,149 
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Only WTVJ 


In South Florida, the nation’s fastest-growing area-market, 
WTVJ—among all media—delivers the largest daily circulation! 

will give your schedule complete coverage of this 

dynamic growth area. Obtain the facts of WTVJ's exclusive, 

total coverage of South Florida from your PGW Colonel. 
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REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. 
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Stites Named Division Head | 
How to Get Things Done Faster and Better | with expansion ot is advertis- 
The BOARDMASTER Visual ing, marketing and public relations 
Control gives you Graphic Picture || S@T Vices, McCormick-Armstrong 
of your operations at a glance. |Co., Wichita, Kan., creative print- 
You see in seconds how to save || ing company, has appointed Dick 
time and money. Stites manager of the advertising 
Over 500,000 organizations are || 28ency division. Mr. Stites, an 
using this simple, flexible tool to | account executive, joined the com- | 
get things done. Ideal for sales, || pany three years ago as a copy-| 
‘nventory, production, traffic, etc. || writer. 
Type or write on cards, snaps in 
grooves. Made of motel. Dickerman Adds Stand-Built 
Stand-Built Furniture’ Corp., 
_ price $49.50 Ome carts Brooklyn, has. appointed Dicker- 
24-page Illustrated || man Advertising, New Hyde Park, 
FREE | 800k ier no. 86-30 || N.Y., to handle its advertising. The 
Without Obligation || campaign will consist of ads in the 
Write today for your copy. New York Times Magazine, start- 
GRAPHIC SYSTEMS, Box 267, Yanceyville, | EE noc eapetne iiatmmaerrear dine ry dyad 


‘mail to dealers and dealers’ aids. 


HARDWARE AGE’S 


NMI: P 


Marketing Assistance Program 


can help you here: 


o/ NATIONAL SURVEY. A scientific 
sampling of 41,000 hardware stores. 
Covers 224 hardware products in 
nine categories. Shows total retail 
and average sales volume. Percent 
of stores carrying each product. 
Number of brands carried and where 
purchased. 


CHILTON RESEARCH 
SERVICES. The Chilton Company 
research department is available — 
for a reasonable fee—on an inde- 
pendent, fully confidential basis to 
manufacturers, agencies and others 
for conducting market and product 
research. 


GENERAL COUNSELING FROM 
HARDWARE AGE STAFF. The 
marketing experience and knowledge 
of the Hardware Age organization is 
at your service. Advice on such key 
"problems as cataloging, pricing, dis- 
-counts and distribution. 


Which of these Hardware Outlets Serie nasieg wanes 
would you prefer to call on? ees eae 


Canada — plus 1,350 manufacturers’ 
agents. 


Hardware Age ##® can help you find your Y census oF RETAIL ; 
best prospects in the Hardware Market al 41,000 known hardware aus 
ahem Opunes suebetetned Bony. Sor 
extremely accurate research and pro- 
motion uses. 


Who are they? Where are they? To help mary of the most complete census of 
you find answers you'll want to know retail hardware outlets; ¥% a verified list 


the retail sales potentials; how products _ of wholesalers; y mailing services keyed MARING SERVICES. Keyed to the 


Hardware Age Census of Retail Hard- 


in your merchandise categories are dis- to the Hardware Age Census of Retail ware Dealers—the most accurate, 
tributed; who are the distributors .. . Hardware Dealers... complete, up-to-date lists in the 
M-A-P — the Hardware Age MAR- M-A-P is prepared to work with you eesoigee 
KETING ASSISTANCE PROGRAM in a realistic promotion campaign to MERCHANDISE DIRECTORY 
—can provide ¥% the latest hardware place your advertisements, catalogs, bul- NUMBER. Lists 6,888 hardware pro- 
a eee | eee... eee ee MOE be pe se gp crrggpor 
nine merchandise categories; Ya eal most effective. dresses and more than 25,000 brand 
names. 


MERCHANDISING SERVICES 


As a first step, tell us what products you sell or intend to sell Promotions by Hardware Age adver- 
in the hardware market. We will send you the M-A-P Mer- = can be supported with such 
chandise Category Summaries in this handy Folder File, plus i, oo 
wholesaler information and a comprehensive breakdown of the 


Hardware Age Continuing Census of Dealers — the most accu- eee agg aa SE spatariel Fae 
rate list of hardware trade outlets available anywhere. oe er eee eee 


Your advertising will meet 


Guide giving valuable information on 
the hardware markets. 


More Eager Readers in Wa Hardware Age 


A Chilton & Publication 


&® Member IN B P| 


Chestnut and 56th Street 
Philadelphia 39, Pa. 


TV TEASER—Model 
Grace Jacobs 
lends encourage- 
ment to Chompin 
Freddie and his 
animated brother, 
who will star in a 
new series of 
commercials for 
Malt-o-Meal hot 
wheat cereal. 
Malt-o-Meal Co., 
Minneapolis, has 
scheduled the 
commercials on 
local kid shows 
through Camp- 
bell-Mithun. 


‘Researchers Help — 
‘Auto Makers in 
Picking Car Names 


Detroit, Sept. 7—There will be 
nearly 100 brand and series names 
to remember if you want to qualify 
as an auto buff in 1961. That’s why 
a lot of pains are being taken in se- 
lection of new model names. Take 
the case of Dodge’s new Lancer, 
for instance. 

Dodge had 250,000 words 

screened, tested and weighed by 
the New York research company of 
James Vicary Co. before the name 
was picked. The company was the 
one that picked the names Seneca, 
| Pioneer and Phoenix for the Dart 
series in 1960. It also selected Po- 
| lara for the medium-price Dodge. 
| Names come from picture titles, 
| books, plays, race horses, song 
| titles, just to name a few source 
| lists. There are other title cate- 
| gories as well. A legal clearance, 
to see if the name is registered for 
use in another connection, also is 
needed. 


s Then a name is tested to see 
how people react. Using a large 
list, a group is asked: “What would 
you expect a compact car to be 
called?” Listings are then submit- 
ted to a second group, with the 
question: “What do these words 
mean to you?” Words that devel- 
; oped high ratings on both ques- 
tions are refined by further testing. 

Lancer was chosen because it 
seemed to carry strong Dodge iden- 
tity. + 


Biddle Promotes Cove 

Biddle Advertising, Chicago, has 
appointed Wesley E. Cove, account 
executive, to head its new ethical 
pharmaceutical division. Prior to 
joining Biddle recently, Mr. Cove 
was an account executive and cre- 
ative director of Harry C. Phibbs 
Advertising Co., Chicago. 


“Planters Peanut Oil and I 
will make you a better cook! 


| CONTEST CHEF—This color page in 
| the October issue of Good House- 
keeping, Gourmet, Sunset and Th 
|New Yorker, launches a consume 
| comment for Planters peanut o 
| Don Kemper Co. is the agency f 
| Planters Nut & Chocolate Co., Ne 
York. 
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Grit goes to bat for you in 16,000 small towns 
to help provide balanced national coverage 


In major-league cities, the metropolitan-minded mass 
magazines give you solid coverage. But in 16,000 


small towns coast to coast it’s a different story. Here 


the mass magazines thin out . . . and Grit fills in to 


Grit Publishing Co., Williamsport, Pa. ¢ Represented by Scolaro, 
provide balanced national coverage. Keep Grit on Meeker & Scott, inc. in New York, Chicago, Detroit, Philadelphia ; 


and by Doyle & Hawley, Inc., in Los Angeles and San Francisco 
your schedule this season. In terms of total market- 


ing success, you can’t get to first base without it. 
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brings out 
the best 
in 
people 
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brings out They are able enough to make an excellent 
living 5 days a week and sensible enough to 
the best of people, enjoy it on the other 2 days. Their enthusi- 
nearly 950,000 asm for the active life has made sport the 
of them smart thing to do and know about these 


—and Sports I llustrated 


every week. 


days. Brought on the boat boom. Boosted 
foreign car sales from a few thousand to 
more than half a million. Spurred the move 


out of the cities to the suburbs. Sparked 
new sports like water-skiing and skin- 
diving (while bumping football, baseball, 
basketball attendance to new highs). Dou- 
bled SPORTS ILLUSTRATED’s circulation, and 
helped to increase its advertising revenue 
five-fold in only six years. 


Active people make active markets 
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Along the Media Path 


Ladies’ Home Journal wil! spon- 
sor its 7th “Creative Retail Sales- 
man of the Year” contest in con- 
junction with the National Appli- 
ance & Radio TV Dealers Assn., 
which began Sept. 1 and will close 
Nov. 30. The appliance-radio-tv 
retail salesman submitting the best 
all-around creative selling idea in 
the contest will receive $500 in 
cash, a silver plaque and an all- 
expense paid trip to Chicago. Win- 
ner will be announced at the an- 
nual NARDA convention in Chi- 
cago next January. 


e Construction of new studios and 
offices in its present building, plus 
refacing of the street sides of the 
structure, has been started by 
WCCO, Minneapolis. Completion is 
expected by Jan. 1. 


e A survey of food operations, in- 
cluding number of people served 
each day by employe food facili- 
ties, expenditures by food category 
and by various categories of oper- | 
ating supplies, has been published | 
by Inplant Food Managemént. 
Copies are available from Inplant | 
Food Management, 71 Vanderbilt | 
Ave., New York 17. 


e The Philadelphia Daily News 
ran a page ad in the Aug. 12 issue | 
of the Philadelphia Inquirer to re- | 
port it had gained 1,000 advertis- 

ing pages in 1959 and 1,000 more 
in 1960, for a total of 2,000,000 ad- | 

ditional lines in two years. 


e KMA, Shenandoah, Ia., ran a 
24-page special supplement in the 
Aug. 12 issue of the Shenandoah | 
Evening Sentinel to mark its 35th’ 
anniversary. 


e WFBM-TV, Indianapolis, has | 
completed its first television tape | 
clinic, during which station man- 
ager Don Menke demonstrated the 
facility of tape and the dependa- 
bility of the machines to some 75 
advertisers, agency personnel and 
other guests. 


e In a major effort to demonstrate 
the power of national spot tv to sell 
automobiles, the Katz Agency, sta- 
tion representative, is currently 
delivering hand-tailored presenta- 
tions to each of the principal auto- 
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mobile makers. Thus far presenta- 
tions have been made by Halsey 
Barret, director of television sales 
development, and William Joyce 
of Katz’ Detroit office, to key mar- 
keting executives at Ford, Dodge 
and General Motors, and to their 


agencies. 


e El Diario de Nueva York, New 
York, Spanish daily newspaper, 
has prepared an analysis of the 
gains and losses by cities of the 
first 50 cities in the U. S. Included 
with the tabulation is an analysis 
of the New York market. Copies of 
the tabulation may be obtained 
from Philip A. Malkin, director of 
advertising, El Diario de Nueva 
York, 164 Duane St., New York 13. 


Advertising Age, September 12, 1960 


e A presidential poll is presently; anniversary with a special edition 


being conducted by KTRE-TV and | 


KTRE radio, Lufkin, Tex. Listen- | 


ers and viewers are asked to send 
in postcards, with the name of 
their presidential choice written 
on the back. They are requested to 
send only one card. A running tal- 
ly is kept by the station and re- 
sults are aired twice a week. 


e The Omaha World-Herald, 
Omaha, Neb., celebrated its 75th 


filled with stories on the growth 
of Omaha, Nebraska and the Mid- 
west. 


e An intensive campaign urging 
teen agers to return to high school 
in the fall is being conducted by 
WIND, Chicago radio station. 
Among the highlights of the drive 
will be a “back to school” contest 
with cash and merchandise prizes 
and recorded spot announcements 
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The new Broadcast House is now nearly half again as large: 40,000 sq. ft. There 
are two large, identical studios fully equipped with the latest 


video switching and transistor audio facilities. Two RCA video tape machines 
increase the flexibility of WJXT in producing commercial messages 

and local programming. From rear screen projectors to a 
synchronized teleprompter system to a complete 

kitchen . . . there’s more to Florida and more 
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Advertising Age, September 12, 1960 


by leaders in the fields of enter- 
tainment, business and civic af- 
fairs and sports. 


e During the month of September, 
KNX, Los Angeles, will celebrate 
its 40th anniversary. Anniversary 
broadcasts will be devoted to a 40- 
year look into the future. 


e The Westchester phone book is 
being used as source material for 
the latest promotion by WVOX, 


New Rochelle, N. Y. One of the an- 
nouncements used in the promotion 
is “The Nixons, the Lodges, the 
Kennedys and the Johnsons listen 
to WVOX—the George Nixons of 
Larchmont; the Kelley Lodges of 
Mt. Vernon, the Walter Kennedys 
of New Rochelle, and the Samuel 
Johnsons of Yonkers.” 


e Effective with its August issue, 
Building Supply News had a new 
look, including improvements in 


cover design, typography and page 
architecture. 


e To promote completion of its 
new 904’ tower, KHQ-TV, Spo- 
kane, chartered a helicopter to fly 
for three days around the perime- 
ter of its coverage area, dropping 
ping pong balls imprinted “Q-6 
now from Tower Mountain—vwrite 
if you see us better.” 


e The first complete survey since 


1954 on “The Woman Who Sews” 
has been published by McCall’s 
Patterns. Survey categories include 
sewing background, sewing habits, 
buying the fabric, buying the pat- 
tern, buying the finishing touches, 
sewing equipment and _ general 
classification. Additional informa- 
tion on the survey may be ob- 
tained from Lenore Bart, News 
Service Editor, McCall’s Patterns, 
230 Park Ave., New York 17. 


eet a ae Ok i a eli Pe 


XT newsroo a 
wie thorough local reporting 


See Pee Marts le 


more to Florida 


There’s WJXT in Jacksonville, 
with greatly expanded facilities to 


put you in the swim of a booming market! 


The building is completely new—but 


the overwhelming lead in coverage is an 


old story. WJXT reaches 65 vs only 
39 counties in the Northeast Florida- 
South Georgia region . . . and goes on 
to capture thundering rating 

leads every month. 


wuxt @) 


JACKSONVILLE, FLORIDA 
Represented by CBS Television Spot Sales 


Operated by The Washington Post Broadcast Division 


WIJIXT Channel 4, Jacksonville, Florida 
WTOP Radio, Washington, D. C. 


m matches CBS coverage 


WTOP-TVYV Channel 9, Washington, D. C. 


Two RCA video tape 


machines offer 


i k. 
facilities for recording or playbac 
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e “Fall Fashion Fanfare,” third in 
a series cf newspaper-television 
spectaculars, will be presented by 
the Detroit Times, Detroit, Sept. 13. 
That evening the Times will air a 
one-hour extravaganza on a local 
tv channel, in which Joan Dean, 
newspaper fashion editor, and 
Mary Morgan, tv fashion expert, 
will present “The Five Faces of 
Fashion” from 30 Detroit-area 
stores. The following day the 
Times will publish a special “Fall 
Fanfare” section. 


e WOW-TYV, Omaha, celebrated 
its 11th anniversary in daily com- 
mercial telecasting on Aug. 29. 


e “Dynamic Oklahoma,” a five- 
section, 128-page special edition, 
was published by the Sumday Okla- 
homan, Oklahoma City, Aug. 28. 
The section discussed problems 
and advantages of the Oklahoma 
market, and included color charts, 
graphs and photographs. 


e The fifth annual Auto Show is- 
sue will be published by Automo- 


tive News on Oct. 10. The issue will 


RUS 7 aD 


Detroiters pick up 


— their papers 


Total metropolitan household coverage 
of both evening papers: 70.5% 
Any other combination comes to no 
more than 58.1% 


Only with both Detroit evening papers do 
you get 70.5% of the metropolitan-area 
families—and at the lowest combination 
rate! Even more impressive: 234,333 
families in the metropolitan area read the 
TIMES exclusively (130,889 more than 
Detroit's morning paper*). And 83% of the 
| metropolitan-area families who read the 
TIMES get home delivery! Clearly enough, 
selling potential customers through the 
TIMES is a habit worth cultivating. 

“Detroit News Sth Quinquennial Survey 


ie] KEEP YOUR EYE ON THE TIMES 
—— " —- 

Detroit#Times 
Represented nationally by 

HEARST ADVERTISING SERVICE INC. 
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84 
Along the Media Path... 


include photos and data, including | 1961 


prices and specifications, on every |new truck models, role of indus- 


INDIANA'S 15 COUNTY GOLDEN 
ZONE MARKET NOW HAS 
618,200 POPULATION 


The effective, economical way to pre- 
sent your sales message to this big 
audience is in The News-Sentinel and 
The Journal-Gazette. 


C. S. |. JUMPS TO 
$1,191 ,099,000 


Purchasing power of the 15 county area has 
kept pace with its population explosion. New 


Pick Up a Cool Billion 7 


figures peg pendabl at 

well over a billion dollars. 

SALES FIGURES SOAR 

Retail Sales $775,826,000 

Food Sales $157,978,000 

Drug Sales $ 20,337,000 INDIANA 
General Mdse. Sales $ 73,227,000 
Auto Sales $143,922,000 


(All Figures SRDS 7-15-60) 


try suppliers; styling and enginreer- 
ing developments, plus advertising 


American auto, details on|mews on each make. 


|e On Aug. 21, the Minneapolis 
|Star and Tribune published their 
1,000,000th want ad of 1960, mark- 
ing the 15th consecutive year that 
jthe Star and Tribune have pub- 
\lished more than 1,000,000 want 
ads. 


e True has published a survey on 
men’s apparel, which covers type 
of clothing owned, prices paid, and 
where clothing was purchased. The 
report gives information on 19 ma- 
jor categories, including regular 
men’s wear, sports items, jewelry 
and work clothes. 


e A record crowd of 45,000 (most- 
ly children) jammed the Toledo! 
zoo on Aug. 16 to join with} 
WTOL-TV, Toledo, to nominate 
Huckleberry Hound third-party 
choice for President, Yogi Bear 
Vice-President and Quick Draw}! 
McGraw for secretary of defense. | 
An automatic voting machine aaa! 
parents an opportunity to refamil- | 


,iarize themselves with the me-| 
chanics of casting a Presidential| “Karting News” section, effective | 


vote and children a chance to vote | 
for Huckleberry Hound. 


first four-color editorial insert on} 
special paper in September... The| 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Alien-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


| 


12-page insert will consist of 12) 


lication Oct. 21. | 


e Sports Age has instituted a 


meee (QUALITY 
ail TOUCH 


Serving the greater DALLAS-FORT WORTH market 


BROADCAST SERVICES OF THE DALLAS MORNING NEWS 


| 
| 


} 


| 
| 
Pe 


Precision metals and precious jewels. But it 
also takes that “quality touch” of a master 
watchmaker to create such a perfect 


blending of balance and motion. 


Similarly, it takes far more than facilities to 


achieve that quality atmosphere so vita! to 


d broadcasting and telecasting practices. 
RADIO abe/nbe 4 DALLAS xe: 0 


Francois Lytle Barnwell 
CONTEST WINNER—When AC Spark Plug distributors were asked to 
guess how much Farm Journal subscribers spend annually on spark 
plugs, R. B. “Bud” Lytle, sales manager of Joynt Automotive Co., 
Alma, Mich., came within $2,545 of the actual figure of $13,835,000 
and won the Remington shotgun prize. Contest was a tie-in with 
AC Spark Plug ad campaign in the Farm Journal. Pictured with Mr. 
Lytle are E. H. Francois, AC general sales manager, and Jim Barn- 

well, space salesman for the Farm Journal’s Detroit office. 


Gentlemen’s Quarterly carried 


|shipped to Maida Sept. 
marked the third bi-lingual edi-| 


Represented by 86e0 The Original Station Representative 
* 


with its August issue, which de- 
votes editorial space to manufac- 
turers’ news items and photo- 


e Sunset Magazine will carry its | yraphs of new products. The 


special section, which is open to 
manufacturers’ advertising, in ad- 


~ S dition to the August issue, will be | 
| actual pages from its “Sunset Cook | featured in the November, Febru- 
| Book,” which is scheduled for pub- | ary and May Sports Age issues. 


e A 16-page special “Food News” 
section was published by the Cin- 
cinnati Enquirer Aug. 25. The spe- 
cial section featured recipes and 
cooking suggestions. 


e Automatic Control Magazine 
will publish, with its November is- 
sue, what it terms the first “Con- 
trol Applications Guide” ever pub- 
lished. Organized to classify and 
pinpoint the multiplicity of vari- 
ous phases of the control field, the 
guide will incorporate an alpha- 
betical listing of control compo- 
nents, equipment, instruments, 


|sub-system elements, and pack- 


aged systems for use in wholly 


| integrated control systems. Names 


and addresses of manufacturers 


| will be identified under the prod- 


ucts. 


e The seventh annual freedom edi- 


tion of the Ambler Gazette, Am- 
bler, Pa., published Sept. 1, saluted 
Maida, Italy. One thousand addi- 
tional copies of the special edition 
were printed in Italian and will be 
13. This 


tion to be published by the Gazette 
and sent to a particular foreign 
town. 


e Choice of any pearl jewelry in 
Cartier’s or Tiffany’s—up to $500 


| —will be first prize in the “Pearls 
|of Wisdom” contest, sponsored by 


Metro Sunday Comics. Contestants 


|must write their reasons for in- 


cluding Metro Sunday Comics on 


| the schedule of any of their cli- 


ents. The contest is open to agen- 
cy personnel or client organization 


| personnel. 


e The first copy of the European 
edition of Newsweek, published in 
England for circulation to 65,000 
readers in Britain, Western Eu- 
rope, the Middle East and Africa, 
was carried aboard a British Over- 
seas Airways Rolls-Royce 707 jet 
airliner to commemorate BOAC’s 
participation in what is said to be 
the fastest publishing schedule of 
any international magazine in the 
world. 


e Department of New Laurels: 


During the first three quarters 
of 1960 Scientific American car- 
ried a record 1,100 advertising 
pages, a 6.8% gair over the 1,030 
pages carried during the like peri- 
od last year. 


441 advertising pages in the first 
six issues of 1960, a gain of 58 
pages over the same period in 1959. 

Total advertising volume of 404 
|pages of the SPE Journal, official 
| publication of the Society of Plas- 
tics Engineers, for the first eight 
months of 1960 shows an increase 
of 44.3% over the comparable 1959 
period. 

Fortune carried 1,640 advertising 
pages in the first nine months of 
1960, an 18% increase over the 
1,389 pages carried in the corres- 
ponding months of 1959. 

Advertising linage for the first 
nine months of 1960 for MecCall’s 
came to 3,108 columns, a 41.7% 
increase over the previous 1959 
period. Advertising revenue of 
$21,206,000 showed a 53.2% gain 
over the first three quarters in 
1959. # 


Ampex Sets Franchise Plan 
Ampex Corp., Redwood City, 
Cal., has inaugurated a distributor 
franchising program. Industrial 
distributors will be franchised to 
handle Ampex industrial magnetic 
tapes, including instrumentation, 
computer, professional audio and 
video tapes. Tape products for the 
home will be handled by fran- 
|chised consumer distributors. 


STORY 
BOARD 


This heartwarming story is 
about a boy who was born 
on the lower East Side of 
New York of poverty-strick- 
en immigrant parents. He 
grew up, married the girl next door and 
| had seven children. For years he struggled 
/and all at once his luck changed. He be- 
came tremendously wealthy, owned steel 
mills, oil refineries and railroads. He had 
a home in Miami, a villa on the Riviera, an 
estate in Rome. But he never forgot. . . 
every year he goes back to the lower East 
Side, just to visit his wife and children! 
**Storsview 7°" wtrf-tv 
Needham: ‘I've always said a woman's 
physical charms are her chief weapons in 
the battle of love.” 
Cyril: “Weil, some of them will never be 
arrested for carrying concealed weapons." 
-tv ‘*Storsview 7°" 

She was only a dentist's daughter but 
she ran around with the worst set in town. 
**Starsview 7°’ wirf-tv 
SOFT SELL! Preacher to organist .. . “And 
when | get through with my sermon, I'll 
ask those of the congregation who want 
to contribute $5 toward the mortgage to 
stand up. In the meantime, you play appro- 
priate music, “The Star Spangled Banner.” 
wirf-tv ‘*Starsview 7°" 

SURE SELL! WTRF-TV sells for 7,500 retail 
outlets . . . sells your products or serv- 
ices to the folks in the rich and busy 
Wheeling-Steubenville Industrial Ohio Val- 
ley. George P. Hollingbery has the whole 
story on how the Industrial Ohio Valley is 
SOLD FROM WHEELING by WTRF-TV. 


m® CHANNEL @ ._ WHEELING, 
SEVEN WEST VIRGINIA 


WTRF-TV 
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IS SHE LEANING YOUR WAY 


Young & Rubican, Advertising 
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Leading flours, mixes and baking 
products are advertised in 
The Forum to GO FAR in FARGO 


Only the Fargo Forum sells 3 of North Dakota+ western 
Minnesota + the largest metropolitan market between 
Minneapolis and Spokane! 


The Forum reaches 3 out of 5 families in this 20- 
county market, 9 out of 10 in the Fargo-Moorhead 
metropolitan market (compared to only 8% 
coverage by any Minneapolis daily). Now a 
SRDS additional standard metro area, Fargo is 
still Ist in the nation in retail sales per household. 


20 counties, 2 states, but only one market 
of 315,100 people, solidly sold 
by one newspaper! 


Represented by Kelly Smith Company 


Advertising Age, September 12, 1960 


RAB Replies to 
Detractors Via 
‘Answer Pack’ 


New York, Sept. 7—Convinced 
that a conversational stopper can 
sometimes clinch an important sale, 
the Radio Advertising Bureau is 
providing its member stations ex- 
perience-tested comebacks for 
some familiar arguments against 
advertising and/or radio advertis- 
ing: . 
| No. 1; The man who thinks ad- 
| vertising is unnecessary: 


Customer: We don’t need to ad-| yew propuct—This is part of a tv 


| vertise—everybody in town knows 
us. Why should we waste the mon- | 


Kennedy and Nixon, 


| 
| 


film commercial that Helene Cur- 
| tis Industries, Chicago, will run on 


Everybody knows | CBS beginning in October to in- 
too, but|troduce its new bath oil, 


Tender 


| they’re both advertising and cam-| Touch. Edward H. Weiss & Co., 
paigning in all 50 states. The rea-| 


of WHO's 


WHO Radio coverage area 


ACH year since 1938 the “Iowa Radio Audience 

Survey” has proved 50,000-Watt WHO Radio 

to be the great favorite of Iowa farm radio families. 

Listenership of our Farm News programs has always 

topped those of the next two, three or four stations 28.4% of all homes reached 
combined! 

1960 is no exception! Proof is in the new 93- 
County Area* Pulse Survey which covered an area 
served by more than 85 radio stations. 

WHO Radio farm ratings are phenomenal during 
the periods when farm families listen most to radio 
(6 a.m.-8:30 a.m., Noon-1:30 p.m., 5:30 p.m.-7:00 
p.m. — Monday through Saturday). For example, 
WHO Radio's share of farm homes using radio 


equally spectacular. 


largest radio market! 


WHO 
for lowa PLUS! 


Des Moines . . . 50,000 Watts 


NBC Affiliate 


WHO Radio is part of Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines; WOC-TV, Davenport 


Col. J. Palmer, President 
P. A. eH Resident Manager 
Robert II. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., Representatives 


EVR TRG AP ee le Me teen pe ae ED 
si aM cn a a 


impac 
in farm homes! 


New 93-county Pulse 
confirms historic fact 


t 


is America’s 14th largest radio market! 


exceeds that of the next three stations combined in 
70% of all quarter hours surveyed. It exceeds that 
of the next two stations combined in a// quarter hours. 


But the farm radio audience ‘accounts for only 


by 50,000-Watt WHO 


Radio in this tremendous 93-county area. WHO 
Radio’s showing among urban radio families is 


Ask your PGW Colonel about all the up-to-date 
facts on WHO Radio —serving America’s 14th 


*This area includes 68% (93 of 137) of the counties in which 
WHO Radio has 10% or more NCS No. 2 penetration. 


Chicago, is the agency. 


son? Competition. As long as you 
don’t have a monopoly on every 
customer in town, you need to ad- 
vertise. 

No. 2: The advertiser who “can’t 
afford it.” 

Customer: I can’t afford it. 

Salesman: The one thing you 
can’t afford right now is to stop 
advertising. If your budget is lim- 
ited, spend it where the cost-per- 
1,000 is lowest, and that’s radio. 

No. 3: The customer who doesn’t 
like the station’s programming, 
whether it’s Bach or the big beat. 

‘Customer: I can’t stand the kind 
of music your station plays. 

Salesman: Do you want to reach 
yourself, with your advertising, or 
your customers? Many of your cus- 
tomers like our kind of music. 
Look at it this way. Although T- 
bone steak may be your favorite 
dish, you don’t bait your hook with 
it when you go fishing. You pro- 
vide the bait that’s more appealing 
to the fish. In other words, while 
you may disagree with the musical 
tastes of our listeners, you can’t 
argue with their buying power. 


@ Objections the RAB proposes to 
tackle next include: “My budget’s 
already spent”; “We’re doing all 
the business we want right now”; 
“I tried radio five years ago.” + 


Kal Kan Augments Newspaper 
Drive with TV Spot Jingle 
Kal Kan Foods, Los Angeles, has 
launched a six-week tv spot cam- 
paign in Los Angeles and San 
Diego for its newest products, Kal 
Kan Meat Rounds, and Kal Kan 
Chicken Rounds, for pets, through 
its agency, Fuller & Smith & Ross. 
The spots will augment the cur- 
rent newspaper campaign in more 
than 100 Southern California daily 
and weekly newspapers. The total 
ad budget for the introductory 
drive on the new product is in 
excess of $100,000. The spots, all 
20-second, are animated and util- 
ize the bouncing ball technique of 
audience participation community 
sings, with a bouncing meatball 
keeping the beat to these lyrics: 
Finally a pet food that pours, 
Shaped like a meatball to end 
all your chores. 
The complete pet diet for cats 
and hounds, 
Brand neu: Kal Kan All-Year 
Rounds. 


Ghana Section in ‘N.Y. Times’ 

The Republic of Ghana will be 
the first of the independent Afri- 
can nations to promote itself in a 
special supplement in the New 
York Times. The supplement, to 
appear Sept. 11, will also be car- 
ried in the first New York Times 
international edition. Zlowe Co., 
New York, handled the supplement, 
which may be the first of exten- 
sive advertising by the Ghana gov- 
ernment in American newspapers. 
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THERE CAN BE 
ONLY ONE FIRST! 
IN HOUSTON IT'S 
THE HOUSTON POST 
DAILY AND SUNDAY 


NET PAID ABC 


TOTAL CIRCULATION 


poss ~=—ss 215,063 


(Monday-Saturday 
6-day average) 


Daily 


DON’T BE MISLED—HERE ARE THE FACTS: 


Sunday 


232,101 


chronicle §— 199,128 


(Monday-Friday 
5-day average) 


185,533 


(Saturday only) 


226,490 


press 102,590 


Monday-Friday 
5-day average) 


90,654 


(Saturday only) 


Source: ABC Pub- 
lisher’s Statements 
for 6 months end- 
ing March 31, 1960 
and subject to audit 


THE HOUSTON PosT 


Houston’s largest newspaper in total daily and Sunday circulation 


Represented nationally by Moloney, Regan & Schmitt 
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*Play/South,’ Regional Monthly. 
Ready to Bow in December 


Play/South, a monthly magazine 
with a controlled circulation of 
15,000 in 12 southeastern states, 


JUST ASK FOR MARIE... 
Call WAbash’ 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing, fill-in on multigra fe - 
ters and planographing. 

Marie keeps your Mailing List 
up-to-date too and frees you from 

1 the detail work. 

Direct Mail has been our business 
: for 30 years. We pick up your 
- rush copy, give quick service, do 
accurate work guarantee 
prompt delivery. 


a Lele Hof 16 


431 S. Dearborn St. * 


will publish its first issue in 
December. Accerding to the pub- 
lishing company, Executive Pub- 
lications Inc., Dixie Bldg., Greens- 
boro, N.C., the magazine will cover 
editorially resorts and recreational 
areas in the South. It will be di- 
rected at a circulation group of 
business executives earning “be- 
tween $15,000 and $35,000 annual- 
* 

Format of the monthly is 8% x 
11%”, ad rates are based on $560 
per b&w page. C.S. (Bill) Wil- 
liams, former advertising and pro- 
motion manager of the Greensboro 


Chicago 5, IIlinois 


News & Record, is publisher. Play/ 
South will be represented in the 


South by Pirnie,& Brown, Atlanta; | 


in the Northeast by Mitchell Na- 
pier, New York; in the Midwest by 
Martin Livergood, Chicago, and on 
the West Coast by Ray Watson & 
Associates, Los Angeles. 


Wade Names Blackburn; 
Adds Bond Stores Account 

Robert E. Blackburn, former vp 
of Clinton E. Frank Inc., Chicago, 
has joined Wade Advertising, Chi- 
cago, as creative director, effective 
Sept. 6. 

At the same time Bond Stores, 
New York, has appointed Wade to 
handle its West Coast advertising, 
effective Sept. 12. McCann-Erick- 
son presently handles the account. 


: Advertising Age, September 12, 


1960 


Cosa Dario 
COOK-OUT “TIME! 
Zp ; 


FOUR IN ONE—Four advertisers are using one poster in an unusual 

outdoor promotion in the St. Louis area via General Outdoor Ad- 

vertising Co. The “Cook-Out Time” promotion advertisers are Hunt- 

er Packing Co.; Stokely Van-Camp; Frostie root beer, and City Ice 
products. 


CLAIM 


Nielsen Station Index 
is your best source 
of station audience facts 


PROOF 


we 
pene 


(a "444 


Proof of this claim is yours for 
the asking. It is a fact-filled visual 
demonstration of Nielsen sampling, 
data gathering, and checking and 
control procedures, from which we 
believe you will see that... 


American Motors 
Plans $11,000,000 
Expansion Project 


' Detroit, Sept. 7—Although 
American Motors expects to go 
in for 1961 plant expansion costing 
$11,000,000, it will stay lean and 
| economical in operations and prof- 
it. 

The first of the American auto- 
mobile makers to talk about its 
1961 plans, the company boasts of 
high utilization of its dollar in- 
| vestment in property, plants and 
equipment and says it will con- 
tinue to do so. 

Roy D. Chapin Jr., exec vp, told 
a group of auto writers that Amer- 
ican Motors got $16 worth of sales 
for every $1 of its stock invested 
in plants, property and equipment, 
while the comparable figure for. 
General Motors, Ford and Chrysler 
was about $4 each. 

“In terms of net profit per dollar 
of property, plants and equipment 
for 1959, we earned 87¢,” Mr. 
Chapin said. “GM and Ford each 
earned about 30¢ and Chrysler less 
than 1¢.” 


# American Motors has cited an in- 
creasing trend on the part of auto 
buyers to trade for Ramblers, and 
takes this as a weather vane in 
making estimates of total sales 
gains up to 22% for 1961. Mr. 
Chapin said trade-ins on Ramblers 
a year ago were 16.3% Chevrolets, 


NSI'/s the only validated source of 
station audience facts available today... 
providing reliable information 


MARAT ING 
W 


BROADCAST 
ADVERTISING 


14.5% Fords and 9.4% Plymouths. 
Early this summer, with spring 
sales in, these figures increased to 
— 18.8% Chevrolets, 15.6% Fords, 
s and 10.1% Plymouths. 

Bs American Motors expects com- 
pact car sales to reach 50% of the 
industry late in 1961, and pre- 
dicted that Rambler will continue 
to prosper under increased com- 
petition from added new compact 
models. 

The company talked about its 
newly-styled American, which is 
really small, on a 100” wheel base, 
and has been changed markedly in 
appearance to more resemble the 
large American Motors cars. This 
is the first complete restyling for 
the little Rambler in 10 years. Its 
dimension changes will make it 
the smallest of all U.S.-built cars. 


Two Gregg Publishing 
Books Boost Rates 

Business Education World and 
Today’s Secretary have announced 
new ad rates, effective with their 
January, 1961, issues. The b&w 


Nielsen Station Index 


a service of A. C. Nielsen Company 


2101 Howard Street, Chicago 45, Illinois * HOllycourt 5-4400 
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FOR ALL THE FACTS 


CALL ...WIRE...OR WRITE TODAY 


NEW YORK 22, NEW YORK 
575 Lexington Ave., MUrray Hill 8-1020 


CHICAGO 1, ILLINOIS 
360 N. Michigan Ave., FRanklin 2-3810 


MENLO PARK, CALIFORNIA 
7° Willow Road, DAvenport 5-0021 


page rate for Business Education 
World will be increased from $345 
to $375. The magazine said in- 
creases were due to “sharply in- 
creased publishing costs such as 
paper, printing, postage and re- 
lated items.” Today’s Secretary, 
which also cited higher publishing 
expenses, will increase its b&w 


page rate from $660 to $750, and 
will boost its circulation rate base 
from 140,000 to 150,000. Both mag- 
azines are published by Gregg 
Publishing division of McGraw- 
Hill, New York. 
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How to get RETAIL TIE-INS 


There is a powerful incentive for retailers to 
give their merchandising and advertising 
support to your product when you launch a 
strong advertising campaign that is built 
around FIRST 3 MARKETS GROUP in the 
rich Industrial North and East. First 3’s 
magazines are a favorite medium of Retailers 
for their own regular advertising schedules. 

Competition for dealer cooperation as well 


as for the consumer’s attention to an adver- 
tising message is understandably keenest in 
the three largest and most profitable markets 
of the area — New York, Chicago and Phila- 
delphia. In these three far-above-average 
markets which account for 19% of total U.S. 
Effective Buying Income, the family cover- 
age of General Magazines, Syndicated Sun- 
day Supplements, Radio and TV thins out. 


THE GROUP WITH THE SUNDAY PUNCH 


ROTOGRAVURE »« COLORGRAVURE 
New York 17,N.Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 » CHICAGO 11, Ill., Tribune Tower, SUperior 7-0043 « San FRANCISCO 4, Calif., 155 Montgomery Street, GArfield 1-7946 + Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 


by the millions 


As the dominant advertising medium in 
these three leading markets, there is no sub- 
stitute for FIRST 3 MARKETS’ solid 55% 
COVERAGE of all families. 

In addition, First 3’s “Sunday Punch” cir- 
culation of over 5,600,000 reaches over half 
the families in 1,137 cities and towns, which 
produce one fourth of total U.S. Retail Sales. 

To make your advertising sell more where 
more is sold... it’s FIRST 3 FIRST! 


~ New York Sunday News Coloroto Magazine 
FI RSik Chicago Sunday Tribune Magazine 
IMARKEdSEGROU DP) Philadelphia Sunday Inquirer “Today” Magazine 
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THE BUILDING 
BOOM 1S ON 
AT NEWSSTANDS, 100 


ONL POA AAIBE 


And the new American Home is what's building... building 
newsstand gains faster than almost any other magazine. 
Month after month sales soar 40%, 20%, 32% above last 
year. Why? Simply because American Home devotes more 
of its pages to building, remodeling, decorating, home equip- 
ment and meal planning than any other mass magazine... 
and does all this in the most imaginative way ever devised. 
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Advertisers are buying the new American Home, too. Just 
take the building-material field as an example. New and re- 
newed tenants include such blue-chip companies as these: 


AMERICAN-STANDARD + CELOTEX - WEYERHAEUSER - NATIONAL GYPSUM + ALCOA + MASONITE - CRANE - 
ARMSTRONG + U.S. GYPSUM + U.S. STEEL - WEST COAST LUMBERMEN’S + ALUMINIUM LTD. + U.S. PLYWOOD - 
KOHLER + LIBBEY-OWENS-FORD - NATIONAL OAK FLOORING - BIRD + REYNOLDS - BRIGGS + E. L. BRUCE- 
GEORGIA PACIFIC + WESTERN PINE - DOUGLAS FIR PLYWOOD - ANDERSEN - RHEEM + AND MANY OTHERS 
A CURTIS MAGAZINE READ BY 12,000,000 MEN AND WOMEN WITH A CONSUMING INTEREST IN THE HOME, 


MAN SLANT: This spread from a 
recent issue is part of an information- 
packed 31-page section on home im- 
provement. A beautiful example of why 
the new American Home has a strong 
appeal for the man in the family, too. 
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HUB OF AN ISOLATED 
TRI-STATE MARKET 


Qualifies as a Major Midwest Test Market 


QUINCY IS A VERY IMPORTANT FOOD MARKET. 
The new Kroger (16,800 sq. ft.) and National 
Food (18,000 sq. ft.) Super Markets in Quincy's 
recently opened 29-unit Casto Shopping Center 
moke the Quincy Morket TOPS for these greot 
companies in the central midwest (exciusive of 
metropolitan St. Louis). 


THE QUINCY HERALD-WHIG 


HAL CULP, Advertising Manager - Phone BA 3-5100 


ONE NEWSPAPER WIDE 


Member St. Lovis and Interurbia Group 


‘‘Represented by the John Budd Co.’’ 


50,111 asc CITY ZONE POPULATION 


|Blue Chip Stamp Sued by 


‘ 


| 
i 


Unsatistied Stamp Saver 

Blue Chip Stamp Co., San Fran- 
cisco, now embroiled in a hassle 
in which Southern California gas- 
oline stations are “rebelling” 
against the gift of stamps to their 
customers (AA, Aug. 15), has been 
sued for $50,000. Dr. Richard 
Snyder, a Burlingame surgeon, 
has started suit in Alameda super- 
ior court charging that a “safety 
step stool” purchased with stamps 
from the company was not safe. 

The suit claims that the stool 
was warranted to support 1,000 
Ibs. but that when the 155 Ib. 
surgeon stepped on it last Sept. 7 
it collapsed and his right leg was 
ripped by one of the supports. 


AMA Forms Foundation for 
Management Research 
The American Management 


Advertising Age, September 12, 1960 


|Assn. has established the Ameri- | 
|can Foundation for Management | 
|Research Inc., a non-profit foun- 
| Gotten to conduct and sponsor re- 
|search in the field of management. 
|The AMA has made an initial 
| grant of $55,000 to the foundation 
and plans to give another $90,000 
|in the next 12 months. Robert F. 
Steadman, the AMA’s vp for man- 
agement research, has been named 
president of the foundation. 


Sanders Joins ‘SEP’ 

Ralph T. Sanders, formerly with 
Meredith Publishing Co., has 
|joined the trade relations staff of 
|The Saturday Evening Post, New 
York. 


Posthorn to ‘Fortune’ 

Stanley Posthorn, formerly with 
| Schwab, Beatty & Porter, has 
joined the promotion department 
jof Fortune, New York. 


Ziv-UA Reports 
86 5-Year Users; 
3 10-Year Veterans 


New YoRK, Sept. 6—Ziv-United 
Artists TV Co. has chalked up an 
enviable record on its sponsor lon- 
gevity scorecard, for 36 companies, 
which have bought Ziv-UA shows 
for the past seven consecutive 
years or more, are joining the tv 
film distributor’s roster again for 
the 1960-’61 season. A total of 86 
Ziv-UA sponsors with records of 
five years running are staying on 
this season; three of these have 
tenure of ten years or more. 

Leading the list of longtime 
advertisers is Sealtest Foods, which 
began its Ziv-UA association with 
“Cisco Kid” in 1950 and is spon- 
soring the distributor’s “Bat Mas- 
terson” on NBC-TV this season. 

Other oldtimers on Ziv-UA’s 
list include Ford dealers, now 
sponsoring “Sea Hunt,” “This Man 
Dawson,” “Home Run Derby” and 


Florida — the fastest growing state in the nation— is racing 
ahead of the statisticians in every economic indice—and the West 


Coast is setting the pace! 


Tampa — the hub of our 24-county sales area and where The 
Tampa Tribune and The Tampa Times delivers substantially 100% 
saturation household coverage—is now the second largest city in the 
state, and is crowding Miami for top spot! 

But our coverage doesn’t stop at Tampa’s city limits! It reaches 
out—way out—delivering 52.2% average daily household coverage 


in 24 counties, where steadily se 
activity is creating new year ‘round payro 


wer! 


Your advertising in The Tampa Tribune and The Tampa Times at 
one low rate is backed by powerful and dynamic editorial, news and 
features —a vigorous selling force that is believed and accepted. 


Cash in! Schedule your advertising in The Tampa Tribune and 


The Tampa Times. 


agricultural — industrial 
s and year ‘round buying 


NO OTHER 


GIVE YOU THIS 
COVERAGE... 


For more facts, write us—or contact your nearest Sawyer- 


Ferguson-Walker office. 


SINGLE BUY WILL 


THE TAMPA TRIBUN 


MORNING AND SUNDAY 


acommaoe: 


eS TNC Sec shin ea ae oe 
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THE TAMPA TIMES 


EVENING 
Represented Nationally by Sawyer-Ferguson-Walker Company 


Suc 252 aetiibees 


“Tombstone Territory”; Wiede- 
mann Brewing Co., now buying 
“This Man Dawson”; Holsum 


| bread, buying “Tombstone Terri- 
tory,” “Lock Up” and “Sea Hunt”; 
|General Electric, sponsoring “Lock 
|Up” and “Home Run Derby”; In- 
| ternational Harvester, with “Home 
|Run Derby”; Phillips Petroleum, 
with “This Man Dawson” and 
“Lock Up,” and Heinke & Pillott 
Supermarkets, buying “Lock Up.” 


s For the 1960-’61 season, Ziv-UA 
has sold its “Case of the Danger- 
ous Robin” in 126 markets to date. 
Brown & Williamson Tobacco Corp. 
recently added Chicago, Washing- 
ton, Rochester, and Lexington, Ky., 
to its list of markets for “Robin.” + 


Jordan, Sieber Adds 2 Accounts, 
Promotes Gene Watters 


Ives-Cameron Co., ethical drug 
division of American Home Prod- 
ucts Corp., has named Jordan, 
Sieber & Corbett, New York and 
Chicago, to handle its advertising, 
effective Jan. 1. Lewis & Gilman, 
Philadelphia, is the present agen- 
cy. Lakeside Laboratories, Mil- 
waukee, ethical drug subsidiary of 
Colgate-Palmolive Co., has named 
Jordan, Sieber to handle advertis- 
ing for a new diuretic. L. W. Froh- 
lich & Co., which handles all other 
Lakeside advertising, was pre- 
vented from taking the Lakeside 
account because another client 
has a licensing agreement with 
Lakeside. 

Jordan, Sieber also has named 
Gene B. Watters account service 
manager. Formerly production 
manager, Mr. Watters succeeds 
Carl Larsen, who has left the 
agency. 


B&B Sends Turner to London 
as L&R-B&B Associate Director 


Michael Turner, vp and account 
supervisor of Benton & Bowles, 
New York, is being sent to London 
as an associate director of Lambe 
& Robinson-Benton & Bowles, 
British subsidiary of B&B. Mr. 
Turner, who joined B&B as a re- 
searcher in 1950, will establish a 
merchandising department for the 
British agency. 

Benton & Bowles will now have 
three of its vps in Europe. Town- 
send Griffin was sent to London a 
year ago to become resident direc- 
tor of L&R-B&B. George Beaumont 
served with the British agency 
from 1957 until last year, when he 
moved to the Dorland agency of 
Paris and Brussels, an affiliate of 
B&B. 


Enjay Boosts Parkin 

Enjay Chemical Co., New York, 
a division of Humble Oil & Re- 
fining Co., has named Robert L. 
Parkin as ad and sales promotion 
coordinator for its industrial 
chemicals division. He was for- 
merly on the chemical division’s 
marketing staff. 
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SuLLING THE STAGE FOR PLASTIC SALES 


The items illustrated above are not only 
symbolic of the early exploration of the 
West, but also of the pioneering of plastics proces- 
sors into new forms of application. For plastic cac- 
tus and buggy wheels are but two examples of the 
sheet forming industry’s ventures into giant thermoforming. 

Through the use of large plastic sheets, the industry is 
producing an ever-increasing volume and variety of stage 
props and scenery, department store displays, indoor and 
outdoor signs, cement mixing pans and chutes, truck and 
freight car doors, wall and ceiling panels. 

These developments have opened up whole new markets 
for millions of pounds of plastic materials, for larger ma- 


chines and a long list of auxiliary equipment needed to mold, 
make and finish plastic products. 
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To set the stage for greater sales performance, your best 
audience is provided by MODERN PLAsTics—the dominant 
magazine in the field, with more editorial matter, more paid 
subscribers and more advertising than all other plastics pub- 
lications combined. 

Get the complete story. Write our nearest sales 
office for your copy of the new MODERN PLASTICS 
Market and Media Data File. 


MODERN PLASTICS 


A Breskin Publication—Authority of the Field for 35 Years @ at) 


Offices: New York, 575 Madison Ave.; Cleveland, 3537 Lee Rd.; 
Chicago, 620 N. Michigan Ave.; Los Angeles, 6535 Wilshire Blod.; 
Atlanta, 1722 Rhodes Haverty Bldg. 
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to capture candids in sound! 
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CANDID—This spread, scheduled for 
the November Modern Photogra- 
phy, shows three photo themes 
used in the series of ads by Webcor 
in an extensive magazine drive. 


homework was never like this 
(before Webcor!) 


Fancy having your favorite Ballad Boy right there beside you— while 
you study (?) 

‘That's how it is with a Webcor Stereo Hi-Fi. Records go human!” 
‘Top singers, mumcians, move right into your life It's like steady dating 
with any big time ball or bandsman you choose. And of course, 
when entertaining your own schoolebrities, you'll find there's nothing 
like » Webcor to make your party stereoactive' 

For instance, take the Festival portable, shown. This popular Webcor 
fonograf has a 4-speed changer. a built-in speaker system, plus one that's 
detachable for full stereo sound “in the round.” Divine 2-color combes. 

? You can own a WEBCOR Stereo fonograf for as little as 
$39.96 — slightly higher South and West 


WEBCOR I8 BUILT 
to give you the greatest 


fape recorders, portable and console fonograls. radio 


HOMEWORK—This two-thirds page 
ad to run in Senior Scholastic Nov. 
30 is typical of several ads pro- 
moting phonographs to the teen 
market and departs somewhat from 
the main campaign theme. 


If your products are sold through 
retail food stores— 


WATCH - 
YOUR MAIL == 
FOR THIS ft 


This 24-page book describes ACB serv- 
ices that help you in the control and 
better use of retail food store promo- 
tions.. Discusses all 3 types of co-op 
advertising plans and non-plan as well. 
This book mailed Sept. 15 to all 
names on our lists. If we have missed 
you (or you think we might) send post- 
card and we will mail a copy immedi- 
ately. 
Advertising Checking Bureau, 
18 S. Michigan Ave., Chicago 3. 
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Advertising Age, September 12, 1960 


Webcor Schedules $700,000 Pre-Yule 
Print Push for Its Electronic Wares 


Cuicaco, Sept. 6—Webcor Inc. is 
backing “a new approach to ad- 
vertising sound reproducing pack- 
ages and components” with a 
$700,000 print campaign between 
now and the Christmas holidays. 

The drive, largest in the com- 
pany’s history, breaks this month 
to introduce the company’s 1961 
line, which includes several new 
products. The copy departs from 
Webcor’s successful “music sounds 
better on a Webcor” theme used 


for the past several years and 
plays heavily on the line, “Web- 
cor is built.” 

The new theme serves both as a 
headline in most of the ads, and as 
a slogan, tying into claims for 
each product. For example, in ads 
for a new Royalite tape recorder 
in nine magazines, the “Webcor 
is built” line is used with a sub- 
head “to capture snapshots in 
sound.” For a new six-transistor 
pocket radio an ad in Sports II- 


lustrated reads, “Webcor is built 
—smaller than your wallet (and 
it takes so little out).” The theme 
carries through with appropriate 
subheads for phonographs, stereo 
phonographs, combination radio- 
phono and other products. 

The art technique also is a de- 
parture for Webcor. All ads are 
two-picture layouts, the top pic- 
ture being a detailed product pho- 
to against a dark background. 
Under it the second illustration 
consists of a human interest action 
photo of family members enjoying 
the product. 


s Ads, mostly b&w, will be one- 
third page, one-half page, page 
and spreads in Coronet, Ebony, 
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Advertising Age, September 12, 1960 


Esquire, Fortune, Holiday, Modern 
Photography, Newsweek, The New 
Yorker, Popular Photography, The 
Saturday Evening Post, Senior 
Scholastic, Seventeen, Sports II- 
lustrated, Sunset Magazine, Time 
and the Wall Street Journal. 
New product catalog trade ads 
are running in Electrical Mer- 
chandising and Home Furnishings 
Daily. In addition, the following 
trade and hi-fi addict publications 
will carry a consistent schedule: 
Billboard, Downbeat, Electronics 
Distribution, High Fidelity, Hi-Fi 
Stereo Review, Hi-Fi Tape Re- 
cording, Jobber News, Photo Deal- 
er, P-F Reporter and Radio Elec- 


lications directed toward educa- 
tors, including Audiovisual In- 
struction, Business Education 
World, Catholic Educator, College 
& University Business, Education- 
al Screen & Audiovisual Guide, 
Journal of Business Education, Na- 
tion’s Schools and NEA Journal. 
Export publications including 
American Exporter, Life en Es- 
panol, Mecanica Popular and Vis- 
ion also will be used. 


= One divergence from the gen- 
eral format is the introductory 
campaign for the Microcorder, 
Webcor’s new personal tape port- 
able—a 4% lb. aluminum model 


Street Journal, a spread in Mod- | Jan. 18). The new campaign more 


ern Photography and fractional 
units in Fortune and Popular Pho- 
tography, Newsweek and Time. In 
the Wall Street Journal and Mod- 
ern Photography ads, the Micro- 
corder is reproduced in actual 
size, and will be supported by 
Webcor dealer listings. In the 
copyrighted WSJ ad, the Micro- 
corder is shown in an open brief- 
case, with the line, “You can car- 
ry this new tape recorder in your 
briefcase . . . and still have room 
for your lunch.” 


# Finding a new approach was 
the challenge presented to North 


than doubles Webcor’s former an- 
nual billings of about $300,000. 

George Simkowski, Webcor ad | 
manager, presented the campaign 
plan to three regional distributor | 
meetings, and he reports business | 
written at the meetings is up 25% | 
over last year. 

Supporting the drive is an in- | 
tegrated merchandising program | 


including a manual consisting of | 


product presentations, accessories 
catalog, line catalogs and mailers, 
dealer and distributor incentive | 
programs, a direct mail plan, ra- | 
dio commercials, publicity releases 


E> 


WEBCOR@MIGROCORDER 


. 
tronics Masters. The extensive 


media list also includes pub- 


that retails at $175. It is being 
kicked-off with a page in the Wall 


Advertising when it took over the 
Webcor account April 15 (AA, 


and other material and a mat 
catalog of 175 retail mats. # 


> 


| PORTABLE—This page ad, scheduled 

to appear this month in the Wall 

Street Journal, introduces a new 

Webcor Microcorder shown in ac- 

| tual size in the ad. Dealer listings 
will appear at the right. 


FASTEST 
SELLING 
SERIES IN 
SYNDICATION 
Lb DAY 


Ry QE 


Buyers who know the 
best are snapping it up... 
Pacific Gas & Elec- 
tric Co. (through Bat- 
ten, Barton, Durstine & 
Osborn) signed the series 
for San Francisco, Bak- 
ersfield, Chico-Redding, 
San Luis Obispo, Salinas- 
Monterey, Eureka and 
Fresno . . . astute station 
groups like Triangle 
bought for all of their 
markets including Phila- 
delphia, New Haven- 
Hartford, Altoona- 
Johnstown, etc., and 
Crosley Broadcast- 
ing for Cincinnati, Co- 
lumbus and Atlanta... - 
and the list of available 
markets shrinks every 
day! 


Wire today to secure the 
“best” series-BEST OF 
THE POST —for your 
market! 


. CBs Owned - ‘Represented by CI by CBS Television Spor Sales 


INDEPENDENT 
THLEVISION 
CORPORATION 


488 Madison Avenue + N.Y. 22 + PL 56-2100 
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Michigan farmers 
buy each year’... 


NOD... <codeMena etapa Geb ceaveds vances dalavcncdases 0 29,885 (units) 
SNE, ., <cdbtccuiMrauactstpiauhicea Neirseshis veseltveiand 634,000 (tons) 
Building Materials...................0...00ccc00008 $232,110,000 
SIGs; x essn dened di dhbakohaasioaddaninnbel bes: Sabpikdas dab $61,733,000 


Furniture and Applicnees......,..................... $91,291,000 
NR: BN heii phen inndsiéSeasenear sis uicouusednnsl $494,911,000 
MO cha. p50 cased chs cockeisbckbiv esses -...-$411,774,000 
SE ME PU covibhiscinicnchidakatissisussinbicasconmeian’ $181,960,000 


*Rural sales as compiled from Sales Management and government dato 


Total spendable income reaches $950,600,000 yearly! 


EAST LANSING, MICHIGAN 


| Pacitic Area Travel Assn. 


| Fabulous 


ff 


|sociations 20 member countries, a 


Advertising Age, September 12, 1960 


In July, the National Assn. of 
Broadcasters code review board 
evidenced some concern with bra 
and girdle advertising and indi- 
cated that “some commercials in 
this classification need revision.” 
The board did not say what spe- 
cific techniques it found objec- 
tionable. But the code staff has re- 
portedly since met with three 


NO TV FOR A WHILE—These two 


Code Board Scrutiny 
Falls on TV Bra Ads 


agencies with clients in this cate- 
gory, to ask each to change minor 
points. The agencies were request- 
ed to delete or rewrite particular 
lines of audio copy that the code 
board felt bordered on the sugges- 
tive. Two agencies agreed to make 
the changes; the third is consider- 
ing the code board’s suggestions in 
the light of fall ad plans. 


stills from commercials, vintage 


spring of 1959, show the television sales approach of Peter Pan. In 
the first, showing movement of tre kind the code okays, the girl 
demonstrates how great this girdle is for activities like dancing. In 
the bra spot, the animated bee sets the stage for closeups of the 
product. Peter Pan’s tv spending was increased through June of 


this year to iriclude spot and a sch 


edule on ABC-TV’s “Who Do You 


Trust?” But tv has been out of the budget since June, and the fall 


campaign, which will emphasize 


local promotions, will be concen- 


trated in magazines and newspapers. Mary Saladucha, advertising 
director, said it has sometimes been difficult to tell the full story of 


garments that emphasize ease of 
shifted to print as a change of pac 


tion for 


motion, but she said Peter Pan 
e and not because the code stand- 


ards presented an insurmountable obstacle. Tv is under considera- 


spring. 


Sets Magazine Campaign 
“Discover the Festive, Fabled, 
Pacific” will be the 
theme of the 1960-’61 advertising 
program of the Pacific Area Trav- 
el Assn., developed by the San 
Francisco office of Campbell- 
Ewald Co. The new campaign will 
feature a new four-color series of 
ads scheduled for insertion in The 
Atlantic, Esquire, Holiday, The 
New Yorker, Saturday Review, 
Sunset Magazine and Time-Can- 


Esquire, Holiday, Sunset and 
Time-Canada will give the pro- 
gram added support through spe- 
cial articles on the Pacific area, 
and travel agents will be supplied 
with new trip planners, new des- 
tination folders for each of the as- 


24-page brochure with color pho- 


be coordinated by PATA’s adver- 
tising committee, with George F. 
,Hansen of Matson Navigation Co. 
as chairman. 


Ray-O-Vac to Launch Push 

Ray-O-Vac Co., Madison, Wis., 
will use nationwide spot radio from 
September through Christmas to 
advertise its consumer flashlights, 
lanterns and batteries. Some 125 
radio stations will carry the 
Ray-O-Vac message each Thurs- 
day, Friday and Saturday from 7 
to 8:30 a.m. 


Blanchard to ‘Business Week’ 


William L. Blanchard, for three 
years Philadelphia district man- 
ager of McGraw-Hill’s Aviation 
Week, has been named _ district 
manager there for the company’s 
Business Week. Mr. Blanchard re- 


tographs of the Pacific, counter 
cards, radio and tv script packets | 
and press kits. The campaign will | 


i a at 


places R. Bernard Alexander, who 
recently became eastern advertis- 
ing manager of Business Week. 


’ ~ san 
a ae ee lain Aha re eL oll raed 
: wae Ten ane ced ob asa 


aii Jil 


a i- a : ee rh 4 i Fits : = aes a a as Su Meng Sh ce bes oie 7. oe 
a a: ‘i - = as “as A 2 a. ie oy oy oe * ‘ it ae = Ss t * Blais» : hy ; : 4 eee f ia 
96 ° EE 
‘ Fi a a cs 
es Oe ety, ; a | 
a digs . 
; i — %* 
J MSE & saan ‘ 
ba aa ex —— 
fee a we 4 
pois a: Ri "la " 
nl 5 gk i ; a 
7 7 Se. - 
es 2 
= SR ne race en o 
Ta “=e 
~ it tie a | 
=: oS a hein ae - 4 4 SoU i : A: . . 
Se : Simaier a. ; A . Sad “at te SAS 
ru es | ; me ; xt il Sf wees 
; RY ied Rents nom I, %, of - . As 
nese eect Sy Se _— oT ‘4 ci a ’ Viren, 
aa eae hs) ae ae Saxe | 5 a nl . . * ~~ . 4 
yr : oe . * Say se (+ ZS ae 
j aie age <= . ; 1 7 »” ; : N ae 
- Ms a iy | La « . a bg “f F: 
eee * 2 ~ 2 —e ope 
< i | o cal eat ES ad 2 
b thd | . \ p - 
a a Se rs ‘ Bec hy a ? Fa a : ’ 
4 . ¥ , p . -_. g : 
J ‘eg 4 A eg’ | es i Rk ‘ = a * . 
as pets <a 8 a if ‘2 ‘ 2 a ee a 7 : i ) 
a _ —_ ee as % ia | i a Wwe tS * <a Lt a \: 
a 5 2 eee ie, mime oe . Aer a 
-s a - an. “ a ee ie 4 
i “ef _ a ’ ; . 3 , yale r, \ wat di 
7 : me ~ * i See, 
t fe an i : > 4 - oA >. Fi eg 
: a hae ‘ * = : q | , a a 
Lie ps sie Ape aks a ae” ’ | & oe ‘ — — 
ie at Tet. aingee , — 3 \' a = = ade aes x 
4 Poi eZ , ot ; ; ~ . 
2 Ss ie wr os = & ; oe - 4 
a > & Bah <a ra wisi * a és —_ 7 - > ; i . 
« * ie mm 2p: 1, seed Po ae z 7 : ie : 
ANE aan a = a | P29 Ras wer. a > 4 Pa ae — basa : - i 
a Bee Ne OeF z . pe nn . : 
7 a a ae Pe ae : r *< ‘ ge Sa j 
o y iy " ~*~ . . r - ; P 
. ; eS — he *e Bye: : 
ae ae r foes 7 | ‘4 % 2 7 ¥ ~ 
— aa Be al 2 B WG Se eee 3 af { 
3 $ Pig ; 
; i | %, ty” 
eg he ai Od : 
; 3 — es a eee , fs die ‘ “f a, 
Re be =" , 
. mM § t . weit si: 
atics be ¢ “ ic ; ¢ Lx) y I 
‘ \ pele ee 4 j U) DO 7 “7 
hadi ee ae oo, a eT oh 8, ‘A ii F fe 
ee ee... a Psy g f v : x 
Stata oe : “ne a 4 Ne * 
- ; as : Sree : OA en a + 
$ 4 A P Me ' # 
| . on . oon! Vetter ar 
Po ; Te . fy Shir « 94 
pate ae Cae i * r A 4/ : + * i 
ee r i ah is 2 * ~~ O e ‘ im a 
ore BAe. ; » x WG us *. pe 
we eee, Rae” ij ea A. ~~ ~ ee 
pe . : : a he Kg , Sve: Ang” ~ peg : 
ae 7 te . <3 : rd | 
ee Si a a —————————— | «te y oS 
ay ee wpe na * | : e 7 ie ; 
al 15 Sage . aie ell . sah = : 
ie renee Gag ae. ‘ | ch ep eae é ag 
pe Va eae eae : ae ee Su ‘ 
" 4 SANE ES 2 oe | fe Sel =k 4 28 
ae ae pe ae TRS f Bt 
oe a ~ ee, S * 
ae ov | ae Bae ts) | ee 
ee ae, ia i. P ee oe a | 
“ ri 
ace che 3 ; et 
ae y ; ‘ so 
ae ‘ , \, ie - rs Seat 
BI ret Ye Pa . ses | 
aie a ‘ om | — 
a — ete sort = 
a <a ® Pe hws ee GORE RE ONE ad a; 
= ‘oe 2 kaha Be ape pS 
: = eee ERE PRR ‘3 
: ? mS § eee Sq Pt i ae Fs oe 
“ atele ; c % *] Sten Ss hhh eae a ; 
ons Pre 7 F Po kiaat a ae ks § 
x — IS he arys +o @ . * x 
ae -. - es : RS, Tee : Si ee 
i ag hi: ae x Biagt aes uh : od ee gt 45 
i ay , a . ae, ~ ae age * “ =! OG BB es aa ace Bey 
- f Pe ik RR Bere cy Pa! 5 ~ Ae ar ee 
. a ‘ x Sy Pa | fs Te tee eek ks ae rae 
x IR RF Saeco ts haere ee AS 5 OPS ge ae 
er ; , : 
; ; c 
_ 
ae § =e: 43 ye 
ah ae : Sat 
a 3. $ mae 
- Ei os a 
| ada 
: cry | 
% 
; Fie ey a eon yy ig | LAA eS 
. ao PR ah MRIS 2a schnell at Cie fea mh 
- / ED ie hi cok Weck “ye ee ae agra.) era fe ee ae 
& - Pr tie ee earn here ai? | gos OS ee i Or aie 
i 2 SS Te ‘ Mee el Sty ea — 2 Of hg i ‘pa ae ae 
i te. ge pe Eg iad ee TI i ihe os : 
4 ae ta ee Sie Si * ees Pack: om Po * Sor ee ~~ ee oi) an," ‘ . a 
a ta i ae. ok ee ie Fe RRS Be RR ate * 7 
| i ee Se ee STC Se | 
: be en EE An Sat 1h eee Qian ed FARM PAPERS hoe ie 
: —. Cie ae AR Se he mae? Re ta at gt ee 
2 ea a : ae ante 2 ep Ln iS * eo eat ee ec tihese seg ee 
; ae Ptr ae Re cha: ieee Me ORO: Pan en fee si 8 oe 
a ty oes cee er PM eRe ry Es en aera le ‘ ye Va > 
Beka eek ea Be 7 Bak ad Uae er ee ae ek Bt a pe ee 
i Ss P x FS ie - eR a eee . 3 5 ee ¥ 4 me oe 
a an 
‘ ls 
‘ pte 
ue ave 
te pidge ies). alo en Tete eee | MEN ETS Ted SMES LS, ee eaten te ee i a5 eoi: SU eee Sie eek ta 7 % 
Aiken) a oe eg EN Oe gee anne, Cnet Vereen, eT : 


a 


VERBOTEN BY THE CODE—This still from an Exquisite Form commer- 
cial of some years ago utilized a form of the bra selling techniques 
that are frowned upon by the National Assn. of Broadcasters. “Live 
models unless fully clothed” are not acceptable, and especially not 
if the lady moves about—however sedately—to show the flexibility 
of the garment. Also considered undesirable are the shots with a hu- 
man hand demonstrating the bra on a dummy. Exquisite Form, 
which spent about $1,500,000 gross for spot tv time in 1959, is ex- 
perimenting with animated cartoons in the spots in its reduced sum- 
mer schedule. Tv expenditures for ’60 probably will be off. Fall 
plans are not set, but magazines and Sunday supplements, which 
are not hampered by television’s list of don’ts, are expected to get 


more play. 

Timing aAuodIO 
am 

00:00:40 SECOND WOMAN: (VO) 
ee But what about me? What can I 

do about midriff bulge? 

Lad 
~ 
on 

00:00:44 WOMAN ANNOUNCER: What you 
oil need is the Playtex Living Long 
ra Line Bra... 
had 
a 
= 00:00:48 made to banish midriff bulge with 

slimming comfortable elastic con- 

ad trol! 
~ 
Ed 

00:00:52 Get a Playtex Living Bra, long line 
e or bandeau. 
a 
heal 
= 00:00:56 In black or white ... Playtex 
<< Living Bras. 
at 
7 


PLAYTEX LOVES TV—Playtex spends about $4,500,000 a year to blanket 
the 100 top markets with a partly bartered saturation schedule of 
50 to 100 announcements weekly. Comntercials show active women 
at work and play, before-and-after demonstrations on clothed mod- 
els,,and a comparison of the durability of Playtex products with 
those of competitors. This company has never used a live unclothed 
model. David Ketner, vp in charge of advertising, said International 
Latex has received an occasional letter complaining about the ad- 
vertising of female unmentionables on tv, but he said the company 
had no argument with the NAB: “Our objectives are the same as 
theirs. We want everything in our commercials to be in good taste.” 
A heavier fall schedule will feature more convincing demonstra- 
tions and messages of a product information nature. 


make 
sure 


you get 


the order 


localized advertising 
in the state farm pap 


which has earned his 
confidence . . . brings 


buying results 


97 


Farmers like our kind of paper. 
It’s local an informed 
“next door neighbor” . . . be- 
cause we edit only for Mich- 
igan people and Michigan ag- 
riculture. Farmers prefer us 
2 to 1 over any other farm 
publication. Your product 
gains added interest and re- 
spect in this environment. Farmers become 
even more interested when you use tech- 
niques of STRAIGHT-LINE ADVERTIS- 
ING — local pictures, case histories, prices, 
terms, dealer listings. We can insert these 
quickly and at low cost because we print 
by gravure. Want proof? Send for free folder. 


Michigan Farmer 


EAST LANSING, MICHIGAN 


STRAIGHT-LINE ADVERTISING available also in — 
THE OHIO FARMER ® PENNSYLVANIA FARMER 
THE INDIANA FARMER © THE KENTUCKY FARMER 
THE TENNESSEE FARMER & HOMEMAKER 
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TESTING 


Shell selected the testingest market in the country to get 
the answers . . . Portland, Maine! First in U. S. cities of 
150,000 pop. Sixth in U. S. cities regardless of population and 
second in New England regardless of size* Shell is just one 
of many who found Portland, Maine the best test city. 
Marketing and distribution facilities are ideal . . . testing 
is accurate. 


*Source Sales Management 
100% coverage of city zone 


94% coverage ABC retail trade zone 


SHELL 


represented by the Julius Mathews Special Agency, Inc. 


PORTLAND, MAINE 


PORTLAND PRESS HERALD @ EVENING EXPRESS @ SUNDAY TELEGRAM 
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Motive Research 
Useful; Must Be 
Augmented: NICB 


| Analyst May Predict 
Accurately Without Any 
Research, Study Reports 


New York, Sept. 8—Motivation 
research techniques “supplement, 
not supplant, conventional mar- 
keting research.” 

They are most useful in prelim- 
inary stages, where they can be 
used to develop ideas or search for 
motives that can be proved or dis- 
proved by further testing. Pre- 
testing advertising copy is “per- 
haps” an ideal use. 

These are some of the conclu- 
|sions of “Use of Motivation Re- 
search in Marketing,” a new busi- 


New research concept, measuring significant audience in seven areas, shows more families spend more time 
listening to WBZ than any other Boston radio station! Get the full Pulse report from your AM Radio Salesman. 


a a hs iat AeA ai is AE aa oe po ee 
ge eT ek a ee ct etiam 
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TOO) WESTINGHOUSE BROADCASTING COMPANY, INC. WBZ2°s1on +WBZA SPRINGFIELD <9 


REPRESENTED BY AM RADIO SALES 
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Look 


at 
Boston’s 


|ness policy study issued today by 
the National Industrial Conference 
Board. The study was made by Dr. 
Lawrence C. Lockley, professor of 
business administration at the 
University of Santa Clara’s busi- 
ness school. 

Dr. Lockley points out that mo- 
tivation research is based on the 
assumption that “certain attitudes 
or actions on the part of consumers 
are due to motives of which the 
consumers themselves are not 
aware.” 

He then goes on to describe 
the various techniques—projective 
methods, thematic apperception 
test, paired pictures, sentence com- 
pletion, word association and depth 
interview. 


s Dr. Lockley notes that “it is al- 
most impossible to prove or dis- 
prove the findings obtained by 
these techniques.” He also notes 
that there is “some question as to 
how applicable these techniques 
are in the new situations to which 
they are being applied.” 

As a result, he warns, “Reliance 
must be placed on the integrity, 
competence, experience and past 
performance of the practitioner.” 

Dr. Lockley emphasizes that in 
evaluating the competence of mo- 
tivation research practitioners, 
“companies should consider not 
jonly their academic background 
| but the extent and success of their 
|work in the marketing field.” 
| The NICB study reports that 
motivation research techniques 
have been used in a wide range 
of product areas, and “a consider- 
‘able volume of advertising has 
been based on the findings.’”’ How- 
ever, it adds: 


= “Not all of these research pro- 
jects have been successful. Re- 
|cently, for example, the automo- 
bile market was seriously mis- 
judged. Food surveys—conducted 
in competitive fields—on behalf of 
competing companies have some- 
times come up with sharply con- 
flicting answers for the same food 
products. 

“That such conflicts in findings 
occur does not mean that psycho- 
logical techniques are not intrin- 
sically sound or cannot safely be 
used in marketing research, but it 
does serve as a reminder that the 
same data can be interpreted dif- 
ferently by various analysts. 

“In effect, the analyst reads his 
| beliefs into the data, and the find- 
ings reflect his personal under- 
|standing of human motivations and 
his skill in interpreting their mean- 
/ing in relation to the problem at 
| hand. 


-| “Sometimes well-trained anal- 


ysts can, without doing any re- 
search, predict with considerable 
accuracy how people will react to 
given situations. Based on their 
| knowledge of human behavior 
they can predict that a given set 
‘of circumstances will probably 
evoke a certain reaction. They may 
|simply use research to prove the 
validity of their hypotheses.” + 


| 

|Pearson Adds 4 Accounts 

| Harold Pearson Associates Ad- 
vertising, Fords, N.J., has acquired 
four new accounts. They are 
H. Clausen & Co., Edison, N. J., 
/manufacturer of plastic putty fill- 
jers for automobile body repair 
work; Superior Signal Co., South 
|River, N. J., producer of smoke 
| generators for fire drill and con- 
|tainer testing; Reinhold A. Auer- 
| bach, Inc., Easton, Pa., exporter of 
dairy equipment and Audionics 
Co., Metuchen, N.J., hi-fi compon- 
/ent producers. 


"Truth Book’ Reprinted 

The Advertising Federation of 
America has printed a second edi- 
tion of its “Advertising Truth 
Book,” unveiled at the AFA an- 
nual convention in June. The 32- 
page manual is available at $1 


from the AFA, 250 W. 57th St., 
New York. 
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[: In the Greater Philadelphia market, The What does this mean to advertisers? It means 
Evening and Sunday Bulletin is a trusted family that, in the growing seven billion dollar Greater 
friend, invited into the home day after day. Philadelphia market, your sales message in The 


The pages of this newspaper reflect the Evening and Sunday Bulletin enjoys a unique and 
character, desires and spirit of its readers. The extra “bonus”... 
Bulletin and the people of Philadelphia understand 


each other. You buy belief when you buy The Bulletin! 


THE PHILADELPHIA BULLETIN A member of MILLION MARKET NEWSPAPERS, INC. Advertising Offices: 
New York 17, 529 Fifth Ave.; Chicago 1, 333 N. Michigan Boulevard; Detroit 2, New Center Building; Los Angeles 5, 3540 Wilshire Boulevard; 


San Francisco 4, 111 Sutter St. IN PHILADELPHIA NEARLY E VERYBODY READS THE BULLE TIN 
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Medias Law: 


To a seller of purple paint, the 
pulling power of an advertising 
medium is equal to the amount of 
purple paint sold. 


To media men, pulling power is 
influenced by several interrelated 
factors. 


The law or formula looks like this: 
Pulling Power 


Circulation Volume 
x 

Editorial Vitality 
x 

Reader Confidence 


The larger measure of these ingre- 
dients in the Chicago Tribune ac- 
counts for the greater results pro- 
duced for advertisers. 


The Chicago Tribune, with a cir- 
culation 1% times that of any other 
Chicago newspaper, out-pulls the 
other papers by at least 3 to 1 and 
as much as 15 to 1. 


More Chicago families read the 
Tribune than the top five weekly 
magazines combined; more than 
-six times as many Chicagoans turn 
its pages as turn on the average 
evening TV show! 


Chicago Tribune 
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CROW ABOUT ! 
Your product/service advertised where it’s surest to sell the 


6-BILLIONS$ | 


POULTRY, TURKEY and EGG 


MARKET- 


Duty & Eggs Weekly reaches the key people in 

this fast-growing industry—the men who buy __ 
Poultry/Egg Processing Equipment « Refrigeration « 
Films « Trays «+ Cartons « Containers « Coops « 
Health Products * Tags + Feeds « Breeding Stock 
¢ Growers Equipment + Trucks and Transportation 
Equipment & Supplies. 


Only Poultry & Eggs Weekly has the 
frequency (weekly) and the scope 
(nationwide) to keep the —_ 
poultry /turkey/egg operator really 

informed on markets, processes and 
products he wants and needs! 


Write for rates and coverage— 


POULTRY & EGGS WEEKLY 


Advertising Age, September 12, 1960 


Jack Tarcher, 64, 
Veteran Ad Agency 


Executive, Is Dead 


New York, Sept. 6—Jack D. 
Tarcher, vp of Doyle Dane Bern- 
bach Inc., died yesterday at his 
home here. Mr. Tarcher, 64, suf- 
fered a stroke last January. 
ere Mr. Tarcher, 
= 36 years ago, 
was a founder 
of Hommann, 
Tarcher & Cor- 
nell. In 1939, 
the name was 
changed to J.D. 
Tarcher & Co. 
and, in 1952, it 
merged with 
Cecil & Pres- 
brey. From the 
beginning, Mr. 
Tarcher worked 


Bob Fiser 
Editor & Publisher 
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EGcs 


Jack D. Tarcher 


& Presbrey—under the latter name 
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|/mer home here Sept. 1. 


—created an agency billing $22,- 
500,000. The Tarcher shop brought 
five clients, billing $4,500,000, to 
the merger. These were: Benrus, 
spending about $2,000,000; Seeman 
Bros. (White Rose tea and coffee) ; 
Julius Wile & Son (Benedictine, 
dry sack, Peter Dawson); Persun- 
na Blade Co. and Eagle Pencil. 

Mr. Tarcher became a senior vp 
and a director of the merged shop. 
“It’s tough for smaller agencies 
these days to give more merchan- 
dising, more research and more tv 
services; it’s next to impossible to 
spread the expense,” said Mr. Tar- 
cher in explanation of the merger. 

“The profits-versus-squeeze pat- 
tern today, particularly in the 
smaller agencies, is the fundamen- 
tal reason for all the mergers 
we’ve been seeing. There will be 
more.” 


aa 


® After two years with C&P 
(which has since been dissolved), 


on the Benrus Watch Co. account.| Mr. Tarcher and his major ac- 
The Tarcher merger with Cecil|counts switched to the Biow Co., 


| which subsequently became Biow- 


Beirn-Toigo. Mr. Tarcher’s depar- 
ture from Cecil & Presbrey fol- 
lowed the death of James M. Cecil; 
and his Benrus account replaced 
Bulova, which had left Biow. 
Still later, in 1956, Mr. Tarcher 


|and Benrus moved along to Len- 


nen & Newell, but the watch ac- 
count, in 1958, switched—alone— 
to Grey Advertising Agency. Mr. 
Tarcher announced only that he 
would “definitely not follow” the 
account. Last fall he went from 
L&N to Doyle Dane Bernbach in 
an executive and administrative 
capacity. + 


Angel Ramos, 58, 
Publisher, Station 
Owner in P.R., Dies 


Harrison, N. Y., Sept. 6—Angel 
Ramos, 58, Puerto Rico’s leading 
publisher and radio-tv proprietor, 
died of a heart attack at his sum- 


Mr. Ramos was publisher of El 
Mundo, the island’s leading daily, 
and operator of the newspaper’s 
affiliated television station, Tele- 
mundo, and radio station WKAQ. 

A leading figure in the public 
life of Puerto Rico, Mr. Ramos was 
also well known in the interna- 
tional advertising circles of New 
York. A good share of the total 


advertising expenditure in Puerto 
Rico goes to the El Mundo prop- 
erties. 

Mr. Ramos began working. for 
El Mundo as a messenger boy 
when he was 13. He rose succes- 
sively to printer’s devil, clerk in 
managing editor’s office, admin- 
istrative assistant and manager. 

He bought El Mundo 15 years 
ago from the founder, Don Ro- 
mualdo Real. 


= In 1958, he set up the Angel 
Ramos Foundation, a non-profit 
trust fund charged with operation 
of the newspaper and the two 
stations. 

Mr. Ramos was a founder of the 
Inter American Press Assn. and 
served as chairman of the associ- 
ation’s executive committee from 
1956 to 1958. 


SOL RUBIN 

Cuicaco, Sept. 6—Sol Rubin, 
55, manager of the presentation 
art department of Foote, Cone & 
Belding and a veteran of 18 years 
with that agency, died Sept. 3 in 
Weiss Memorial Hospital. He had 
been ill for some time. 

Born in Montreal, Mr. Rubin 
attended the National Academy of 
Art, Montreal, and the Montreal 
School of Lettering & Design. He 
worked for several art studios be- 
fore joining FC&B in Chicago in 
1942 as a free lance artist. 


Mr. Rubin was named manager 
of the presentation art department 
about 12 years ago. 


aa ee 1s ae Bet rete et ee i ee” La a ah Rs i ee as 
| iit | 
ae 25 | 
o~- | 
k a ~. mY 
ei Bik. 
j t ‘ ee 
ik aed es ; , 
rate: i i ) | ae “ @ aes coy 
i 4d i eae 
ie es oer 
re Dees ii , eae eT 
oa Oe Setchery Show ce ; 
Bok: PCs a 
ae | es | SS = 
(Published by The PACKER Publishing Co.) | we Sa> 2 =" e=rosBEE 
ui tes , — = pot tod 
ee ae rl Me | TT | 
: F ae cae - . ie i 
. — ll lkwll ee ; 

: market eee es mt 
si a oe Tee ee sae gi ee nat er 
Le aa ee os Es Sean ap ce ve a 
. = i 2 i | 

— — =] 34 i 
ait Lake GeiS a must! 
| Le aS 
a 
i | | me 
et We ee” Pia Mee ee eee eae ae yaaa 
oon ‘ eed Saat, eee, es a ee Teaee 
os, eae ae ie NT Te eG ee ee ee pith 
aed <i. Gigs i, ag a rae Be : ae 
oe . Se ine 1960 Census shows a “population explosion” _ | oe 
eR ET eae sae ‘ . ‘ aie Siete 
_ yp __— in ‘the Salt Lake Intermountain Market, an area | — 
Doe comprising all or parts of four-states locked in the oa 
se: _ high mountain valleys between the Rockies and ee 
c= «Sierras. This entire market of nearly 114 million ©. | Bee: 
oe Poem an peas Sos 8 Wy 7 ‘ a + 5 oy Sia eae 
= - _ prosperous prospects is reached and sold by Salt = — 
: f os ioe a) " £ : =" passe Ne ites Seay ‘ ahs 
Z tai e's two great metropolitan, newspapers. Make~ © | ae 
suigs ~ no mistake — there’s more to Salt Lake than Salt ae ae 
ee : ae ae ' th: n in : Ree ae “7 
sais ee Lake. Plug this gap in your marketing map, ce 
Beer Newspapers are the Best National Media. The function _ ie ag 
ie of newspapers is to inform. The people ere hungry for : ae 
te rage 0. iia eee NEWS of events and gprs — that’s why they Buy : - 
ones ee ie 58,000,000 Peeks every day. Newspapers are. the 7 
a greatest SELLING FORCE — ask the Retail Advertiser te 
- eels ae ——— ask the Classified Advertiser. ; : i . > 
7 cee hes = ee ; : : 
: ee elt a ae i im Ee 7 a ; ‘ ; u 7 iat ' : 
are oe ae ' — — < -—— TT _t—te™ : 
er es i . Pall Cape Pricarim «vemos ee fe 
i 2 
See gee certs 
7 RE Ain ea 


19 18 the 
tutal South! 


« a 
** 4509 be 


‘. 


Farm Families South GO! 


And they go in style—in the latest 
models of just about every automobile 
made. The Nielsen “C & D” counties* of 
the South spend about $5 BILLION annu- 
ally in the retail automobile market. That’s 
a huge 50% of the total for the entire South 
—accounting for more automobile dollars 
than any other “C & D” region. 

A big reason for this big spending is the 
unique character of the South. Here, as 
nowhere else in the U.S., most families live 
in Nielson “C & D” counties—an estimated 
7,797,300 households! 

Magazines that provide balanced cover- 


*Nielsen “C&D” counties are counties with less than 100,000 
population. ““A&B’’ counties have more than 100,000 population. 


os eas irs ee 


age of “A, B, C & D” counties outside the 
South are woefully inadequate in the 
South’s “C & D” counties. For example, an 
automotive product—or any product—ad- 
vertised in Life, Look and The Saturday 


Evening Post combined misses 84% of 
The Progressive Farmer families. 

Schedule The Progressive Farmer first — 
and you reach 1,400,000 loyal subscriber- 
families with just one media buy! 
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Herbst Ad Chief's Ideas Bring Agency 


Split; Successor Search Also Novel 


(Continued from Page 3) 
promotion and advertising—and 
on media selection—led Charles 
Meissner & Associates, Milwaukee 
agency which had handled the 
Herbst account for seven years, to 
tender its resignation about six 
weeks ago, effective Oct. 31. This 
in turn led Mr. McConnell to send 
an unusual would-you-like-our- 
business? mailing to 87 agencies 
in the Milwaukee area...an event 
which in turn has caused numer- 
ous repercussions. 


s One of the repercussions was a 
letter from Pete Keck, president of 
Keck Advertising Agency, Ocono- 
mowoc, to John F. Herbst, head 
of the shoe company. Having re- 
ceived a questionnaire, he prompt- 
ly wrote Mr. Herbst that “top 
management should know about | 
such things,” and called the ques- 


tionnaire “‘a sterile, mimeographed 
batch of various colored papers, | 
which is purported to sift the | 
abilities of creative thinking) 
through a standard sieve for the | 
sole purpose of ‘selecting an ad-| 
vertising agency that will conjure | 
up some miracle potion to cure all | 
the sales problems of your fine| 
company.” 

And he added: 

“T am taking this time to air my | 
thinking to you because I feel that | 
somehow or other you’ve been 
‘sold’ something which I firmly | 
believe you and the other owners | 
of this (to quote the yellow sheet | 
this time) ‘closed family-held cor- 
poration’ truthfully are not in the 
position to want or need.” 

What annoyed Mr. Keck so much 
—and what has created all the 
conversation—is a packet consist- 
ing of (a) a two-page letter ex- 
plaining that all Milwaukee agen- 
cies were being invited to seek the 
account; (b) a fact sheet, “telling 
you a little about us”; (c) a “pre- 
requisite checklist, which may 
save you the trouble of completing 
the formal questionnaire”; and (d) 
a four-page questionnaire. 


s The letter, signed by Mr. Mc- 
Connell, made it clear that Meis- 
sner had resigned the account as of | 
Oct. 31, said that the deadline for | 
receiving questionnaires is Sept. 


Are you 
overlooking a 


$3 Billion 
Industry 


' sales 
‘topped $3 billion last year: Why 
not investigate this rich. industrial 
market. For the “who buys what’ 
and “how” contact: 


PITTI 


Boxboard 
CONTAINERS 


A Haywood Publication 
Chicago: 6 N. Michigan Ave. CE 6-3690 
New York: 369 Lexington Ave, MU 3-8432 


12, and added: 

“Once the questionnaires have 
been evaluated, all agencies still 
being considered will be personally 
interviewed by myself. We’re pre- 
pared to talk to every agency in 
Milwaukee if necessary, but—as 
you well know—the laws of proba- 
bility will undoubtedly limit this 
group to about 10 or 12. (It may be 
that—after going through all this 
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|material—there aren’t 10 or 12)through 1970,” and outlined the 


|agencies who want the account.) 

“Finally, a group of three agen- | 
cies will be recommended to meet 
with a management team for final 
selection.” 

The “fact sheet” advised that 
Child Life shoes, the company’s 
brand, represents a business of 
about $5,000,000 a year (1,000,000 
pairs of shoes), which is approxi- 
mately “0.8% of all children’s 
shoe sales.” It added that the com- 
pany is “in the process of change- 
over from ‘sales management con- 
cept’ to ‘marketing concept’,” that 
its sales goals are “no less than 


7% pairage increase per year 


probable agency’s duties like this: 

“The new Child Life agency will 
have to be versatile in all areas of 
marketing, advertising, sales pro- 
motion and public relations. The 
tentative 1961 budget calls for 
comparatively little national me- 
dia space.” 


s It is the implications in this 
area that seem to have created the 
most conversation in local agency 
circles. Although the “fact sheet” 
reports the Child Life budget as 
“approximately $120,000 for ad- 
vertising, sales promotion and 
public relations,” Charles Meissner, 


head of the agency which resigned 
the account, told ADVERTISING AGE 
that the account will be “slightly 
in excess of $50,000 this fiscal 
year,” and that his agency’s gross 
income from the account will be 
in the area of $7,500—in other 
words, that no fees have been paid 
the agency for collateral activities. 

Mr. McConnell told AA that last 
year the company put about $44,- 
000 into co-op and $23,000 into 
national advertising, and, that this 
year to-op has been cut to about 
$9,000 and national boosted to 
$45,000. He did not specify where 
the remaining portion of the pro- 
jected $120,000 budget would go, 
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THE WALL STREET JOURNAL 


Business information that isn’t absolutely 
up-to-date is not only less useful—it can be posi- 
tively perilous. To satisfy the needs of alert 
executives, The Wall Street Journal is published 
daily. Every business day The Journal speeds 

to its 662,487 subscribers everywhere with the 
kind and depth of reading fare they can do 
without only at the visk of being too late, too 


wrong or both. 


So, time after time when key business 
leaders sit in judgment on magazines and 
newspapers, they rate The Wall Street Journal 
“‘the most useful one.”’ 


And as advertisers sift and search the 
paths of successful selling, they find the only 


national business daily is most useful for 


their purposes, too. 


Are you using “the most useful one” most? 
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or whether it would be spent 
through the new agency. And the 
voluminous material sent to agen- 
cies, although, specifying that the 
new agency must be adept in pub- 
lic relations, merchandising and 
marketing areas, made no mention 
at all of the possibility of a fee 
setup. 

Mr. Meissner resigned the ac- 
count, he told AA, because he 
could not go along with the 
“strange” media ideas promul- 
gated by Mr. McConnell, and be- 
cause he could no longer handle 
the account economically. “Since 
Nov. 1, the start of the Herbst 
fiscal year,” he told AA, “until 


July 8, when I resigned the ac- 
count, we have been out to the 
Herbst plant 103 times, according 
to our time records.” [There were 
approximately 175 working days 
in that period.] 


® Apparently, the basic conflict 
between agency and advertiser 
arose from the agency’s idea that 
advertising should be concentrated 
in areas where there are heavy 
concentrations of children’s shoe 
buyers, notably Parents’ Magazine, 
and Mr. McConnell’s predilection 
for publications in which other ad- 
vertisers of children’s shoes were 
notable by their absence, even 


though the publication might not 
represent so concentrated a mar- 
ket of children’s shoe buyers. 
“Mr. McConnell had it figured 
out that in one issue of Parents’ 
last fall, our advertising repre- 
sented 10% of children’s shoe ad- 
vertising; from this he argued that 
if we got our share, we could hope 
to get no more than 10% of the 
children’s shoe business generated 
by Parents’ readers,” Mr. Meissner 
told AA. On the other hand, he 
recommended that we go into 
Coronet and Cosmopolitan, as we 
did. His theory was that, being 
the only shoe advertiser in those 
books, we would get 100% of the 


children’s shoe business repre- 
sented by their readers; and thus, 
even though the percentage of 
buyers might be smaller, Herbst 
would get more business. 

“I disagreed heartily with this 
theory, but it is clear that John 
Herbst is following Mr. McConnell 
completely in his thinking, and we 
simply couldn’t take it any longer, 
sO we resigned the account.” 


= Mr. McConnell agrees that his 
conception of how to attack a 
market differs radically from that 
of Mr. Meissner and other shoe ad- 
vertisers. He said his company is 
“abandoning all tradition” in order 
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to gain more customers and sales. 

Mr. McConnell charged that 
shoe manufacturers are “notorious 
for concentrating their advertising 
in a few magazines.” He added 
that “people in the shoe manufac- 
turing field have little or no knowl- 
edge of new marketing concepts.” 


s Up until this year, Herbst ad- 
vertised in Parents’ Magazine and 
four medical publications—Pedi- 
atrics, Journal of Bone & Joint 
Surgery, Journal of Pediatrics and 
Journal of the American Podiatry 
Assn. 

This year, Herbst ran a one- 
third page ad in the January issue 
of Cosmopolitan—the first time it 
had used a general consumer mag- 
azine of this nature. Herbst plans 
to run three or four similar ads 
this year in Cosmopolitan. 

It also decided to shift the tim- 
ing of ads in Parents’ Magazine. 
Instead of running ads at Easter 
and back-to-school time, when 
most of the other shoe manufac- 
turers were advertising, -Herbst 
ran its ads in other issues. 

The ads which ran this year in 
Cosmopolitan and Parents’ Maga- 
zine were editorial style, stressing 
foot health—another departure 
from tradition. Competitors have 
since followed with similar ads, 
Mr. McConnell said. 


= The company then decided to 
use two other general magazines 
—Coronet and Ebony—and sched- 
uled page ads in September issues. 
Herbst is the first shoe maker to 


|advertise in Ebony, according to 


Mr. McConnell. The Ebony ad, 
which has a back-to-school theme, 
lists Child Life dealers who do 
20% or more of their business with 
Negroes. The Coronet ad dealt with 
good foot health. 


CAPTURE 53% 
OF 


THE CAPITAL 
FOR $112.00 


If you are a national 
advertiser, this same low 
investment captures: 


-.-27% of Detroit 

.-- 15% of Los Angeles 
--- 36% of New Orleans 
..-25% of Philadelphia 


and a sizable portion of 
all major markets. Based 
on full page, black and 
white BONY rates, 
$112.00 is all it actually 
takes each month to 
“effectively” sell the 
Negro trend-setters in 
Washington, D.C. as well, 
where brand-conscious 
Negro families are now 
53.1% of the total popu- 
lation. 


One medium—EBONY— 
delivers “effective” selling 
power to these vital cus- 
tomer potentials for your 
brands. More than any 
other medium—and at 
low cost. 


Why not ask your agency 
for a reappraisal of your 
central-city marketing 
strategy? Our research de- 
partment has the facts. 


“Your Central-City Magazine” 
NEW YORK 
CHICAGO 
LOS ANGELES 
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Herbst Agency Switch... 


Mr. McConnell pointed out that 
the Negro market for children’s 
shoes has been neglected and that 
it accounts for 10% to 14% of 
total sales of children’s shoes. 
Negroes also rely on brand names 
in making their product selection, 
he said. 

Herbst offered a booklet to con- 
sumers in its ads in Coronet, Cos- 
mopolitan and Parents’ Magazine. 
“We received 400 to 450 requests 
for booklets from the Coronet ad 
as compared with 120 to 130 from 
Cosmopolitan and Parents’ Maga- 
zine,” Mr. McCennell said. “The 
Coronet ad, which was a split run 
deal with Esso, cost the same as 
the Parents’ ad, and the Cosmo- 
politan ad cost us about one-third 
as much as the Parents’ ad. 

“TI think these results prove my 
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point,” Mr. McConnell said. “I feel | Manus, John & Adams). 


that most general magazines are a | 
good market place for our prod- 
ucts. Many readers of these books 
are mothers and potential custom- 
ers. We can dominate shoe adver- 
tising in those magazines since 
few, if any, of our competitors use 
these publications.” 


s He went on to say that he liked 
women’s magazines but thought 
they were “out of my price range.” 
He said that he didn’t think 
Herbst could tell its story ade- 
quately on radio and television, 
and added that newspapers “might 
be good for local campaigns.” 
The three exceptions in the shoe 
field, Mr. McConnell said, are 
Brown Shoe Co. (Leo Burnett 
Co. (Thom McAn Shoe Stores 
(Doyle Dane Bernbach) and Wol- 


verine Shoe & Tanning Corp. (Mac- | 


ih 7 Aamaleaaenaal 


. rae 
eae ere sags eee 


ei yr: 


It took a lot of time. It took a lot of skill. Flying all kinds 
of planes ...from 1-engine trainers to 4-engine jets. Mas- 
tering the flight regulations of many different countries. 
It took years of training and experience. And something 
else. The remarkable gift of all great professionals... 
who can land a plane with incredible precision. ..com- 
mand powerful jet engines with unqualified authority. 
All Air France jet pilots are experienced enough to be in 
this picture. But to stay in the picture, Air France re- 
quires each and every one of them to take refresher 


i ai ll eo 
ee 


He flew 5,000,000 miles to get into this picture! 


courses every 3 months and pass stiff flight exams every 
6 months. These are the men you always, find on Air 
France...world’s first International airline...world’s only 
airline with 41 years experience in international flight. 
And you find them everywhere. Flying from all four Air 
France gateways at New York, Chicago,“Los Angeles and 
Montreal. Flying Boeing 707 Intercontinental Jets and 
Caravelle Jets over major Air France routes in all parts 
of the world. Good reasons why you fly in confidence 
when you fly Air France ...the world’s largest airline. 


AIR:-FRANCE JET 


WORLD’S LARGEST AIRLINE/WORLD’S MOST PERSONAL SERVICE 


ec ae 


“These companies and their 


| agencies have done a tremendous 


job in promoting their products,” 
he said. “They are the leaders in 
the field and they have moved 
ahead of the pack. They have ured 
other ad media and sold many 
new prospects. The other shoe 
manufacturers had better follow 
suit or they will fall by the way- 
side.” 


s In another break with tradition, 
Herbst discontinued its co-op ad 
program last year, with the ex- 
ception of dealers in Houston and 
Toledo. “We had no reaction from 
our dealers when we dropped the 
co-op,” Mr. McConnell said. “Of 
our. 1,500 dealers,, only 350 were 
using co-op at all and they were 
using it sparingly. 

“We are not saying co-op ad- 
| vertising is bad, but it isn’t good 
for everybody,” he said. 

The company thinks the co-op 
arrangement is worth while in a 
city where it has one account and 
that is a strong, competitive store. 

Herbst has under consideration 
a local ad plan in which it would 
contribute funds for a joint ad- 
vertising program for a group of 
| Child Life stores in one city. Ads 
{under that plan would promote 
'the stores but not Child Life par- 
ticularly, in order to avoid having 
to pay national advertising rates. 
| Herbst has a direct mailing 
service it offers to its dealers. It 
/sends out literature on the com- 
| pany’s shoes to about 11,000 doc- 
tors every five or six weeks. The 
names are those supplied by Child 
Life dealers in the doctors’ home 
cities. 


= Has the break with tradition 
| helped Herbst’s sales? Mr. McCon- 
nell pointed out that sales for shoe 
manufacturers this year are down 
about 5% while Herbst’s sales are 
up 2% for the year. He estimated 
that his company’s sales would 
show a 3% to 4% gain for 1960 
over last year. + 


Make These Corrections 
in 100 Leaders Listings 

In the ADVERTISING AGE section 
covering the 100 leading national 
advertisers (AA, Aug. 29), Morse 
International, New York, was er- 
roneously listed as a domestic 
agency for Vick Chemical Co. 
Morse should have been listed as 
the agency for most overseas mar- 
| kets of Vick’s international divi- 
| sion. 
| In the listing of division adver- 
| tising expenditures for Armour & 
Co. in the same AA section, the fig- 
ure of $400,000 spent on business 
publications by Armour Leather 
Co. should be deleted. Sole expend- 
iture listed for Armour Leather Co. 
should have been $3,215 for maga- 
zines. The $400,000 expenditure 
for business publications should 
have been credited to another di- 
vision, Armour Pharmaceutical 
Co., giving it a measured ad total 
of $414,955. 


WHCT-TV Adds ‘Million Dollar 
Movie’ to Program Format 

WHCT-TV, Hartford, has added 
the “Million Dollar Movie’’ to its 
program schedule, beginning Sept. 
| 12. Keystone of a new program- 
| ming format on the outlet, recent- 
ly acquired by RKO-General, the 
“Million Dollar Movie” will present 
a top motion picture twice daily, 
with different films screened each 
day of the week. In concept, the 
new program is patterned after 
WOR-TV’s “Million Dollar Mov- 
ie,” the highest rated tv program 
in the New York area. Product for 
the plan will be selected from sev- 
eral large film packages. 


‘La Nacion’ Sets Int'l Edition 
La Nacion, Argentine daily, has 
| inaugurated a weekly internation- 
‘al air mail edition. The initial 
| press run was 1,200 copies. No ad- 
| vertising is being taken. 
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£7 BOWATER BOARD - 
a 
HARD AND SMOOTH—Bowater Board 
Co., Catawba, S.C., is running a 
total of 59 color pages in 13 trade 
publications to introduce its new 
smooth-on-two-sides Bowater 
board, symbolized by the twisted- 
board logo appearing in each ad. 


Liller, Neal, Battle & Lindsey, At- 


lanta, is the agency. 


‘Modest, Adequate’ 
Living Is 40% Above 
‘51 Level, U. S. Says 


WASHINGTON, Sept. 


annual budget for “modest but 
adequate” living for a four-person 
urban family in 20 US. cities 
ranged from a $5,370 low in 
Houston to $6,567 in Chicago, ac- 
cording to the Bureau of Labor 
Statistics. 

This is about 40% more than a 
similar family needed when the 
budget was “priced” in 1951, but 
the new budget is tailored to to- 
day’s consumption patterns, and-it 


represents an increase of 20% to; 


25% in living standards. 
The city worker family budget 
concept was first developed by 


BLS in 1946 to reflect the amount | 
that a family needs for its opera- | 


6—On the)! 
basis of autumn 1959 prices, the | | 


of employed husband, aged 38, 
with a wife not employed outside 
the home and two children, a girl 
aged 8 and a boy aged 13, who 
live in a rented dwelling in a large 
city or its suburbs. 

Quantities of goods and services 
required by this family are esti- 
mated from buying habit studies 
by BLS, the Agriculture Depart- 
| ment and other government agen- 


» |\cies. Budgets are adjusted to re- 


flect special requirements in vari- 
ous parts of the country. 


a While BLS has not developed 
budgets for other types of families, 
it reports that information in its 
files suggests that the total cost of 
goods, rents and services for a 
two-person, husband and wife 
family, aged 35 to 55 years, would 
be about 66% of that for the 4- 
person family; for a 3-person fam- 


ily in this age range, with a child 
between six and 16, about 87%; 
and for a five person family, with 
the eldest child six to 16, about 
120%. These costs are for a one- 
earner family. 

This latest computation of local 
budgets reflects on extensive shift 
in comparative living costs among 
20 cities covered in both 1951 and 
1959. Chicago, Seattle, Boston and 
San Francisco, the top four this 


com: 


J00,000.000. % 
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tions. It provides for such obliga- | ot 


tions as to taxes, life insurance, 


medical care and recreation, but | 


is neither a 
nance” 
budget. 


“minimum mainte- 
budget nor a 


= The new edition, the first since 


1951, involved a reconstruction of | ix 


“luxury” | 


the budget ‘to reflect information | f 


about living habits which BLS ac- 
cumulated in recent years. The 
new list of goods and services in- 


cludes more meat and other pre- | * 


ferred foods; more meals away 
from home; larger allowances for 


household operation; more tele- | 


phone service; more reading and 
recreation, including a tv set; and 
the widespread development of 
hospital and medical care insur- 
ance. ' 

BLS regards the new budget as 
“interim” because it has just 
started a four-year study which 
will put its knowledge of buying 
habits on a 1960 base. In the ab- 
sence of good information about 
the changes that have resulted 
from the big upsurge in home 
ownership during the past decade, 
the new family budget continues 
to assume that the “modest” fam- 
ily lives in rented quarters. 


es While it has no accurate in- 
formation about actual incomes of 
the type of families represented in 
the city worker family budget, 
BLS said the best evidence indi- 
cates that families of this type are 
averaging from $7,000 to $7,500. On 


this basis, BLS notes that a typi- | 
cal family might have an income} 


15% to 20% above the amount 


needed for “modest but adequate” | 


living levels. 

The family BLS uses for 
“budget” report is assumed to be 
a family of four persons, consisting 


its | 


If you seek a quality newspaper audience in the wealthy Los 
Angeles market, consider this fact: a survey of the newspaper 
preferences among Western executives listed in Dun & 
Bradstreet, proved this newspaper to be first, by far, among 
all evening newspapers in Southern California. 


SOURCE: 1959 Wall Street Journa| Survey 
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A MARKET BIGGER 

THAN PITTSBURGH ... 
bigger than Boston and 
Jersey City combined . 


The Puget Sound area served 
by KTNT-TV includes 14% 
million people with incomes 
greater than the national aver- 
age. Besides Seattle and 
Tacoma, there are four other 
major cities within this sta- 
tion’s listening area. 
Before you buy TV on the 
West Coast, get the complete 
KTNT-TV story from your 
WEED TELEVISION man. 


TNT 


CHANNEL It! 


CBS Television for Seattle, Tacoma 
and the Puget Sound Area 
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time, had been eleventh, fifth, 
seventh and sixth respectively in 
1951. Washington, Atlanta, Los 
Angeles and Houston, the top four 
in 1951, were tenth, eighteenth, 
fifth and nineteenth this time. 


® Housing continued to be an im- 
portant factor contributing to high 
cost budgets. Among the 20 cities, 
it was one-fifth to one-fourth of 
the total costs of goods and serv- 
ices. Rent, heat and utilities for a 
five room dwelling ranged from 
$871 in Scranton to $1,386 in 
Chicago. 

Other goods and services (other 
than shelter or food) covered 
about 45% of budget costs, rang- 
ing from $2,175 in Atlanta to 
$2,470 in Chicago. Clothing costs 
(largely replacement of the family 
clothing inventory) accounted for 
11%, transportation about 10%, 
and medical care of six or seven 
per cent in most cities. 

Transportation costs and medi- 
cal care fluctuated substantially, 
‘with medical care highest in Los 


Assistant plant manager Stanley 
T. Murphy, in charge of night 
operations at the Long Island City 
plant, checks the status of a job 
at the control desk. 


the busy man... 


to get something done, the old proverb 
has it...which may be another good 
reason for going to Intaglio Service 
for your gravure production. 

Oldest, largest, and busiest gravure 
processor, last year Intaglio handled 
more publication and packaging jobs 
than any other rotogravure engraver. 

Intaglio’s volume requires four 
plants in New York, Chicago, Detroit 
and Cincinnati. The continuous work 
flow, and nearness to customers, helps 
in time and costs. 

Only Intaglio has the capacity for 


such volume. ..with a working force 
of more than 500 skilled personnel, 
35% of whom have been with Intaglio 
for ten years or more... five brand 
new plants in the last five years 
... with every available control for 
quality, air and light. Also more, and 
more varied, experience in gravure 
than anybody in the world! 


The advertisers who use gravure 
most, in print and packages, depend 
on Intaglio for the best in gravure. 
You can, too! 


Intaglio SErVICE corporation 


America’s First Gravure Servicers 
305 East 46th St., New York—731 Plymouth Court, Chicago—40 Hague Ave., Detroit— 


1828 Lewis Tower Bldg., Philadelphia—126 West McMicken Ave., Cincinnati— 


1932 Hyperion Ave., Los Angeles—369 Pine St., San Francisco—Box 508, Boston 


What a Family Needs 
to Live ‘Modestly’: 
20 U. S. Cities 


Source: U.S. Bureau of 
Labor Statistics 


1959 1951 
City Rank $ Rank §$ 
I noises isees 1 $6,567 11 $4,185 
QUID? sihpimctiscsoiecss 2 6,562 5 4,280 
I Wvcaidiesitvrcindens 3 6,317 *7 4,217 
Sen Francisco .......... 4 6,304 6 4,263 
Los Angeles ............ 5 6,285 3 4,311 
SE IE cisovsctanibscasees 6 6,266 14 4,112 
Portland, Ore. ........ 7 6,222 13 4,153 
Pittsburgh ................ *8 6,199 9 4,203 
Cleveland ................ *8 6,199 15 4,103 
Mi poli 9 6,181 12 4,161 
Washington, D.C. .. 10 6,147 1 4,454 
Cincinnati ................ 11 6,100 8 4,208 
SS emnhiipircadontenk 12 6,072 10 4,195 
[New York vcccesissesne 13 5,970 16 4,083 
Kansas City ............ 14 5,964 19 3,960 
Philadelphia ............ 15 5,898 17 4,078 
Baltimore _................ 16 5,718 *7 4,217 
BEING | Scicccercanincins 17 5,693 18 4,002 
IES ess shisGbacioussens 18 5642 2 4,315 
Houston ........ 19 5,370 4 4,304 
* tied 


| Angeles, San Francisco, Minneap- 
|olis and Seattle, and lowest in 
|Seranton, Cincinnati and Atlanta. 
| Transportation costs were lowest 
| in Philadelphia, New York and 
| Boston, where greater use of pub- 
| lie transportation was indicated. - 


| = Food and beverages were small- 

er budget factors in the South and 
|highest in the Northeast, ranging 
| from $1,486 in Houston to $1,889 in 
| Pittsburgh. These differences re- 
'flect regional preference patterns 
|as well as price. 

A standard allowance of $138 
for life insurance and occupational 
|expense was added for each city, 
|and $120 for maximum contribu- 
|tion to social security. Personal 
| taxes were estimated for all cities, 
ranging from $490 in Houston to 
$783 in Portland, Ore., or 9% to 
12.5% of the total budget cost. + 


Premium Associates to Launch 
Red Scissors Coupon Contest 

A total of 1,000,000 Red Scissors 
coupons will be given away in the 
“I like Red Scissors coupons be- 
cause....” contest, to be launched 
Oct. 10, by Premium Associates, 
Newark, N.J. A 1,500-line, two- 
color ad backed by ten 56-line 
teasers will launch the promotion 
in 132 newspapers throughout the 
North and South. Point-of-sale 
promotion will back up the news- 
paper campaign. All entrants in 
the contest will receive 100 free 
gift coupons automatically. 

Participating products in the 
contest are Borden’s evaporated 
milk, Calumet baking powder, 
Mrs. Filbert’s margarine, Lusianne 
coffee and tea, Austex canned 
meats, Octagon soap, Linit liquid 


foods, Pride of Illinois and Joan of 
Arc canned vegetables, Skinner’s 
macaroni and Kirkman’s soap. 


Young & Rubicam Boosts 8 

Fred Frost, formerly assistant 
manager of the tv art-production 
department of Young & Rubicam, 
New York, has been promoted to 
manager, a post vacant for about 
two months. Other promotions in 
the tv art-production department 
include Marvin Kunze from super- 
visor to executive supervisor of 
the art group; John LaPick from tv 
art director to tv art supervisor; 
and former producers Carl! Sturges, 
Robert Waters, Pyrmen Smith, 
William Muyskens and Dick Saun- 
ders to senior producers. 


Esphorst Named Ad Manager 
V. A. (Bill) Esphorst, formerly 
advertising space salesman for 
Farm & Power Equipment,- St. 
Louis, has been promoted to ad- 
vertising manager of the publica- 
tion. 
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66" YHAT P/L statement is a lot prettier than I was a 
able to show you six months ago. I give most of the 
credit to the New York News. Has more readers in good 
income families—a half-million in the over-$10,000 bracket, and 
more than three million in over-$5,000 families. ; 
We’ve been putting most of our advertising money in 
the News—and our sales figures reflect it.”” 
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They ll know who you are 
when they see your Bankamericard : 


credDit—Bank of America, San 
Francisco, is using the “hatty” lady 
in newspaper and outdoor adver- 
tising to promote its family credit 
card, Bankamericard. Johnson & 
Lewis is the agency. 


Pacific National Names Grover: 
Adds Prentice Account 

John C. (Jack) Grover has 
joined Pacific National Advertis- 
ing Agency as manager of the 
Spokane office. Mr. Grover was 
formerly vp and director of sales 
of Hayward-Larkin Co., Spokane. 

Pacific National’s Portland of- 
fice has been named to handle 
advertising for E. V. Prentice Co., 
plywood manufacturer and distrib- 
utor. 


There’s No Substitute 
For Farm Editorial Content 


TOTAL Farm 
Editorial Content 


in Kansas Farm Papers 


Year 1959 


Kansas Edition 
Kenses Former Weekly Star Farmer 


21,743 “58,007 


Ist 6 Mo. 1960 


ne 27,815 


Weekly Star Farmer 


is the 


BEST BUY 


KANSAS 
Farm Coverage 
®@ Dynamic Editorial Content 


®@ Proved Commercial Farm Coverage 
Write for the “PROOF” 


Bee ‘TV Set Saturation 


| Now 88% of All U. S. 
| | Households: Census 


WASHINGTON, Sept. 6—Tv set 
saturation crept up to 88% of all 
households by May, 1960, accord- 
ing to the Bureau of the Census. 

The estimate, based on a nation- 
wide sample study, compares with 


S| 86% saturation in May, 1959, and 
|83% in January, 1958. 


The bureau has been making the 
studies at six to 12-month inter- 
|vals since June, 1955, at the re- 
|quest and expense of the Adver- 
tising Research Foundation. When 


it 


made 
showed a 67% saturation. 


the first study was 


s The new study showed an in- 
crease from 8% to 11% in the 
households with more than one tv 
set, and the bureau said it be- 
lieves that for the first time the 
percentage of households acquiring 
additional tv sets exceeds the per- 
centage acquiring a first set. It said 
this is “reasonably to be expected” 
for a product whose potential mar- 
ket for first sets has declined to 
12% of all households. 

According to the latest study, 
regional differences in set satura- 
tion are continuing to narrow. 


The most saturated area, the 
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Northeast, was unchanged at 92%. 
The north central region and the 
West were next, with 89% and 
87% respectively, a 1% gain for 
each. The South still trailed, with 
only 82% saturation, but this was 
a 3% gain. + 


Consolidated Buys Controlling 
Stock of Charles E. Hires 
Consolidated Foods Corp., Chi- 
cago, has purchased controlling 
stock of Charles E. Hires Co., 
Philadelphia, largest and oldest 
root beer manufacturer, for an 
undisclosed sum. Consolidated 
said Hires would continue opera- 
tions under present management. 
Hires’ sales for the fiscal year 


ended last Sept. 30 were $9,214,- 
532 and earnings were $383,747. 
Consolidated’s sales for its fiscal 
year ended June 30 reached a 
record high of $424,888,784 and 
earnings were $7,170,309. 


Garberson to ‘Reader's Digest’ 

John W. Garberson, formerly 
with N. W. Ayer & Son, has 
joined the advertising promotion 
department of Reader’s Digest, 
New York. 


Sandercock to Detroit on ‘SI’ 

Vincent J. Sandercock, formerly 
with Life, has been shifted to the 
Detroit sales office of Sports II- 
lustrated. 
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First Beer Ads 
Appear on TV as 
Ontario Relaxes Code 


TorROoNnTO, Sept. 6—The first 
brewery-sponsored television pro- 
grams have been shown on the Ca- 
nadian Broadcasting Corp.’s’ east- 
ern network in Ontario. 

“Great Movies,” partially spon- 
sored by Molson’s Brewery, was 
the first. The second, televised over 
CBLT, Toronto, was “Sports 
Views,” sponsored by Labatts. 

Beer advertising has entered tel- 
evision under the new Ontario 
code, introduced a few months ago. 


Ottawa has also had its first 
look at brewery-sponsored pro- 
grams. 

Brewery-sponsored programs al- 
so are showing in Quebec, but that 
province has had wide-open beer 
advertising for a long time. No 
brewery advertising is being shown 
in the Maritimes. 


s The Ontario liquor code regula- 
tions are still stringent, and brew- 
eries are restricted to three 12- 
second anrfouncements in a half- 
hour program. Products cannot be 
shown. The brewery can show its 
trademark, but not on a bottle. 
CBC officials said they had no 
idea how many breweries and dis- 


tillers would consider it worth 
while to buy tv time under the On- 
tario code. 

The Ontario code requires no 
change in the regulations laid 
down by the Board of Broadcast 
Governors. Beer advertising has 
been permitted, subject to specific 
BBG restrictions and permission of 
provincial authorities. + 


Joins National Telefilm 

Larry Lowenstein, formerly ex- 
ecutive director of the New York 
office of Rogers & Cowan, public 
relations company, has been ap- 
pointed director of public relations 
for National Telefilm Associates, 
New York, tv film distributor. He 


replaces Jerry Franken, who elect- 
ed to stay in Beverly Hills when| 
the company moved its headquar- 
ters back to New York. 


Thurman C. Erickson, formerly 
with Servomechanisms Inc., Los 
Angeles, has joined McCall Corp., | 
New York, as vp in charge of in- | 
dustrial relations and personnel, a} 
new title. 


Erickson to McCall Corp. | 
| 


Sheehan to ‘Esquire’ 

Bill Sheehan, formerly with | 
Manhattan Shirt Co., has joined | 
the New York sales staff of Es-| 


should buy 20-second announcements and [Ds 


on the five CBS Owned television stations 


during the prime evening hours 


quire. 
J 
| 


LOGISTIQUE—This ad featuring Gen- 
evieve, the second in a series be- 
ing run by North American Car 
Corp., Chicago, will appear in 
September and October issues of 
Chemical Week, New York Jour- 
nal of Commerce, Railway Age, 
Traffic World and Wall Street 
Journal. Roche, Rickerd & Cleary, 
Chicago, is the agency. 


Smith Acquires ‘Lighting’ 

W. R. C. Smith Publishing Co., 
Atlanta, will acquire Lighting 
from Krieger Publications, New 
York, effective with the October 


issue. Krieger has _ published 
Lighting since its inception in 
1921. 


- There's No Substitute 


For Farm Editorial Content 


TOTAL Farm 
Editorial Content 


in Missouri Farm Papers 
Year 1959 


Missouri Edition 
Missouri Ruralist weeuiy Stor Farmer 


22,831 56,323 


Ist 6 Mo. 1960 


11,210 27,856 


The Best Reason 


' because you'll reach 31% more homes than with the 
_ same schedule on the second (Network B) stations... 
| 34% more than on the third (Network C) stations. 


: No question about it. Call CBS Television Spot Sales. 


source: Latest (June) ARB, Sunday through Saturday; 7:30-11 pm 

in New York, Philadelphia and Los Angeles, 6:30-10 pm in Chicago and 
St. Louis; average of homes delivered by the CBS Owned stations 

versus the other network-programmed stations in the same five markets. 


STATIONS: WCBS-TV New York, KNXT Los Angeles, WBBM-TV Chicago, 
WCAU-TV Philadelphia and KMOX-TV St. Louis. Operated by 
CBS Television Stations, A Division of Columbia Broadcasting System, Inc. 


WHY 


Weekly Star Farmer 
is the 


BEST BUY 
for 


MISSOURI 
_ Farm Coverage 
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Grimason Joins Donnelley Corp. 

Donald Grimason, formerly 
western manager of Puck—The 
Comic Weekly, has joined the 
Reuben H. Donnelley Corp., New 
York, as customer relations rep- 
resentative. 


COLOR PROCESS 
LITHOGRAPHY 


© Ad Pre-prints 
@ Market Testing | 
@ Sales Meetings 


VAN BUREN OFFSET, Inc. 
1821 W. Berteau Ave. « Chicago 13 
“Diversey 8-5844 


Day’s Ads in Trade, 
Consumer Books Push 
Edelweiss Ski Wear 


Tacoma, Sept. 7—Using the new 
theme, “All in a Day’s play,” Day’s 
Tailor-d Clothing will launch its 
spring, 1961, lines in business pub- 
lications this fall and in consumer 
| publications next spring. 
| In addition, Day’s affiliate, Seat- 
|tle Woolen Co., will use ski pub- 

lications this fall to promote its 
Edelweiss brand of ski wear for 
|men and women, with distribution 
in ski areas across the country. 
Day’s spring line will include 
slacks, walk-shorts, cotton casuals, 
and tropicals. Hollis Day, president, 
|told ApverTISING AGE that with 
productive capacity the greatest in 
| the company’s history and with an 
enlargement of the company’s ag- 
gressive field sales staff, Day’s is 
setting its organization for a rec- 
Jord volume of business in 1961. 


s New lines for Day’s will be an- 
nounced to the trade with two-col- 


|or double-truck ads in California! 


DAY’S PLAY—Seattle Woolen Co., af- 

filiate of Day’s Tailor-d Clothing, 

is using ads like this one to pro- 
mote its Edelweiss ski clothes. 


Stylist and Men’s Wear in Septem- 
ber, October and November. Con- 
sumer advertising will appear be- 
tween February and June in 
Sunset Magazine and in western 
editions of Playboy and Sports II- 
lustrated. In addition, Day’s will 
use Golf Magazine to promote its 
Gene Littler slacks. 


= Edelweiss ski pants and sweat- 
ers will get promotion via color 
pages in November and December 
in Ski, Skiing, and Ski Life. One- 
third-page b&w units also will be 
used this fall. Advertising will 
feature Anglo “elastiss” stretch 
fabric for ski pants. 

Seattle Woolen’s Sea Wolf line 
of boys’ wear for next spring will 
be given its introduction to the 
trade this fall in Boys’ Outfitter 
and California Men’s & Boys’ Styl- 
ist. 

David W. Evans & Associates, 
Seattle, is the agency. + 


On the slopes, in the lodges, by the roar- 
ing fires . . . wherever skiérs congregate, 
Edelweiss stands out as America's most- 
wanted ski weor. 


styled for freedom of action, comfort and 
appearance Amazing snap-bock quolity meps 
you looking your best, because they are fash- 
voned from Anglo Elastss, Amenca 's finest stretch 


fabric. Fourteen striking colors to choose from for 
men, women, boys and girls. 


your sky outfit with Edelwerss ski sweot- 
ers. Exciting to look at, wonderful to wear Color- 
matched to your Edelwerss pants Distinctive Nordic 
potterns in cardigans, boot necks, turtle necks. 


LOOK FOR THE SKIER'S GOOD “= ' 
LUCK SNOW FLOWER—EDEL WEISS 


i 
*& Cel etss, rane woningmr-tns 1 


*(and little gals and guys) 


OH NO, KID! THAT'S A 
SMALL 
THE GLOBE |S THE 
BIGGEST IN BOSTON , 
AND THERE ARE MORE 


| DO DELIVER 
PAPERS NOW, 
SIR. | DELIVER 


THE psst, psst. 


SUNDAY PAPER. 


GLOBES 


GEE! IF | WEREN'TA 
SKINNY RUNT, I'D MAKE 
THAT FELLA APOLOGIZE 


(SIGH) 


ITS ALL RIGHT 
(SIGH), JOE, , 


KID, WHY DON'T YOU BUILD 
YOURSELF UP, GET SOME 
EXERCISE. DELIVER PAPERS— 

MAYBE EVEN THE BIG 
BOSTON SUNDAY GLOBE. 


GOLLY, IT WORKED! EVERYBODY WANTS 
THE SUNDAY GLOBE, AND IT'S SO BIG, THAT 
JUST LOOK WHAT IT DID FOR ME! 


(SIGH) JOE, MAY | 
FEEL YOUR SEPARATE 
TV-RADIO SECTION 


AGAIN ? 


Friend, unless you’re solid muscles between the ears, there’s a message in this for 
you. The Boston Globe is Greater Boston’s biggest Sunday paper by far — biggest 
in size and biggest in circulation. We’ve got the opposition KO’ed. More people 
— more people by better than a hundred thousand — read The Globe on Sunday. 
(Which proves our point, if you think about it, that the Morning Edition of the 
daily Globe and the Evening Edition have practically no duplicated circulation.) 
Next time you’re scheduling New England, try our Sunday punch. 


The Boston Globe 
gives you 
more of everything 

.. especially readers 


A MILLION MARKET NEWSPAPER » NEW YORK * CHICAGO + DETROIT - LOS ANGELES « SAN FRANCISCO 
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‘3 POT. « « This picture will give you a pretty fair idea 
of your sales target at any manufacturing plant. The bullseye 
is your sale. Note: There’s no one man standing on the spot. 
Many men, all around the rim, must be in your sales sights. 
Specifically, the men who manage plant operations, with vary- 
ing titles and talents, but sharing the responsibility of running 
the plant, and buying what’s needed to keep it running. And 
that’s about everything from nuts and bolts to machine tools 


and hand soap. Over 70,000 of these men pay to get FACTORY 
every month. It is the only businesspaper published exclu- 
sively for them. 


CTORY 


McGRAW-HILL PUBLISHING C é 42ng STREET. NEW YORK 36, 
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Honeymoon Over for TV Specials, but 
Blue Chip Advertisers Schedule 62 


Now Show Must Have 
News Event, Unexploited 
Star or Format Novelty 


By Maurine Christopher 

New York, Sept. 7—After 1959- 
’60’s not-altogether-successful out- 
pouring, television specials will be 
served more sparingly by the net- 
works this season. 

Though the decrease in quantity 
doesn’t necessarily mean an in- 
crease in quality, the relative re- 
straint may in itself help to re- 
store some of the excitement to 
this form of television. If the pro- 
motion is concentrated on the 
super shows that (1) represent a 
try for something out of the ordi- 
nary and a departure from the 
regular fare; (2) spotlight an event 


that is in itself newsmaking; or (3) | . oe 
|for much higher stakes—political 


focus on top performers who rare- 
ly if ever have been seen before 
on tv, specials may again become 
special, in the sense that viewers 
look forward to them as a break 
in the routine. 

It is the second category most of 
all that gives tv the kind of fillip 


‘Richard Nixon and John Kennedy, 
| debate the principal issues of our 
| times before the all-seeing eye of | 


that is needed to re-attract the 
intellectuals and sophisticates, who 
do not like the sameness of tv’s 
regular favorites, and to stir up the 
faithful viewers, who enjoy seeing 
the big talk-making events on their 
home screens. 


® The specials season already has 
started with a flourish, as the 
healthy, handsome athletes were 
battling it out for the much sought 
after gold medals at the summer 
Olympics in Rome. If the ratings 
are as good as those drawn by the 
winter games, the flock of spon- 
sors on CBS and those signed 
locally by affiliates will have got 
quite a buy. 

Following the runners, jumpers 
and swimmers on tv’s special 
events schedule will be some 
equally dedicated men, competing 


office. It should be fascinating to | 
watch the Presidential hopefuls, 


the tv camera. 


buffs, there will be plenty of other 
election year shows, ranging from 
the paid party appearances for lo- 
cal, state and national candidates, 
to interview programs, to the spe- 
cial Westinghouse campaign report 
series. 


s On the more frivolous side, 
viewers can look forward to the 
excitement of major video debuts 
for two leading entertainment 
figures—John Wayne and Debbie 
Reynolds, both of whom will be 
seen on ABC. Mr. Wayne’s pro- 
gram will be built around his new 
movie, “The Alamo.” 

Miss Reynolds, who created a 
sensation in a pre-tv wrestling 
bout with Jack Paar last year, will 
accentuate variety. 

Longtime’ holdout Danny Kaye 
also has been lured in by the big 
money—in this case, General Mo- 
tors’ money. Mr. Kaye’s only pre- 
vious exposure was in a special 
around-the-world film made on 
behalf of UNESCO. 

Thanks to a partial buy by one 
of its old sponsors, Aluminum Ltd., 
“Omnibus” will come back to the 
medium after a year’s absence. 
This program is scheduled for a 
late afternoon time period on NBC. 

Talent Associates sold John H. 
Breck Inc. on a scheduling innova- 


| tion. Breck will present a “Family 
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ment programs, each pair of in- 
stalments to be aired on succes- 
sive nights. Literary masterpieces 
will be dramatized on this series. 


® Defining this type of program- 
ming becomes more difficult with 
the passage of time. In the old 
days, when specials were called 
spectaculars, they generally were 
| 90-minute live color shows and (in 
| aim at least) of a blockbusting 
nature. No more than a show a 
month was scheduled for any par- 
ticular series of specs. 

Now like nearly everything else 
on the tv screen, the entertain- 
ment specials are most often re- 
corded; either on tape or film. 

“Those big stars don’t want to 
work live now that we have live 
tape,” one programming specialist 
noted. Current specials usually 
run a half-hour or an hour. 

As to content and form specifi- 
cations, as one telecaster puts it, 
they sometimes call the show a 
special when the advertiser 
changes his regular format and 
decides to spend more money for 
the show. 


= Most of the sponsor support 
comes from repeaters. The auto- 
motive companies continue to 
|choose specials for their image- 
| making and promotional pluses, as 


livered. Among the established re- 
turnees: Bob Hope for Buick, Fred 
Astaire for Chrysler, Victor Borge 
for Pontiac and Bing Crosby for 
Oldsmobile. 

One of the biggest disappoint- 
ments of the 1959-’60 year was 
Ford Motor Co.’s weekly “Star- 
time” series on NBC, which never’ 
quite seemed to come up with 
programs worthy of its sub-title 
“TV’s Finest Hour.” But Ford is 
not disenchanted with the idea of 
specials and has several coming 
up on CBS, one of which will be a 
Christmas afternoon repeat of the 
Marian Anderson “Startime” show. 

Purex, one of the biggest boost- 
ers of off-beat, non-formula tele- 
vision, has been using specials on 
NBC on a continuing basis. Re- 
runs of earlier choice programs 
were repeated during the summer. 
Daytime specs will be mixed with 
the nighttime vehicles during the 
new season. 


= Specials’ budgets tend to move 
around from network to network 
due to the highly competitive bid- 
ding. ABC’s biggest chunk of 
specials money will come from a 
former CBS client, Bell & Howell. 
The first of the Bell & Howell 
series of 15 shows will be televised 
late this month. Titled “Cast the 


And for the insatiable political | Classics” series of six two-instal-| well as for the big circulation de- | First Stone,” it will concentrate on 


i 


25,000 coloring books 
bought by WHAS Televiewers 


Late in 1958, WHAS-TV produced a 52-page Fun Book featuring FISBIE, the Channel 11 

character who represents the station’s slogan, “Foremost In Service, Best In Entertainment.” 
The book contained program promotion slide art, plus sketching games, safety, study and health 
reminders along with drawings of two WHAS-TV personalities, Randy Atcher and Cactus Tom Brooks. 
The coloring books were available only through WHAS-TV at 25 cents each. : 
In seven weeks, more than 25,000 FISBIE FUN BOOKS were bought by WHAS Televiewers. 


Only a station that concerns itself day in and day out with the interests of its 
community can earn the respect that moves people to respond. 
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prejudice outside the South. 
Breck’s money in turn has shifted 
from ABC to CBS, while Revlon 
will present specs on at least two 
networks. 

The specials lineups change 
from day to day. One of the ad- 
vantages of the big one-shot tv 
attraction is that the advertiser 
can time his appearance to meet 
his particular changing needs. Net- 
work salesmen are always on the 
alert for some unallocated ad funds 
that can be channeled into an un- 
sold spec. 


@ The accompanying charts cover 
only the sponsored specs definitely 
scheduled as of late August. These 


plete. Network totals don’t stay 
constant long enough to get them 
into print with full validity. 

ABC has fewer such shows than 
the other networks, NBC, which 
created this form of programming 
in the days of Pat Weaver, appears, 
by NBC’s count, to have the edge 
on CBS in total number of big 
shows scheduled. In amount of 


of the field; ABC still does not air 


specials set so far. About 90% of 
the NBC specials will be in color. = 


charts are a good starting point, | 
but they are by no means com-| 


color specials. NBC is ’way ahead) 


color, and CBS has only two tint! 
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TV Specials: ‘60-'61 
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Date Not Set 


Date Not Set 


Aug. 26- 
Sept. 12 .... 


(Scheduled as of Aug. 25) 
ABC 


Program 
Cast The First Stone (First of 
series of five one-hour and 
10 half-hour specials) 
Pre-World Series Show 
Bing Crosby Show 
Victor Borge Show 


Money Raisers 
Debbie Reynolds Show 
John Wayne Show 


Tournament of Roses 
Crosby Golf Tournament 
Bing Crosby Show 
Water Pollution 

Look at Haiti 


Summer Olympics 


Miss America Parade 
Miss America Pageant 


Sponsor 
Bell & Howell 


Union Carbide 
Oldsmobile 
Pontiac 


Bell & Howell 
Revlon 
Pontiac 


Quaker 
O!dsmobile 
O!dsmobile 
Bell & Howell 
Bell & Howell 


Atlantic Refin- 
in 

General Mills 

P. Lorillard 

Burgermeister 
beer 

Sandran 

Philco 

Toni 

Oldsmobile 

Philco 


Agency 
McCann-Erickson 


William Esty Co. 

D. B. Brother & Co. 

MacManus, John & 
Adams 

McCann 

Grey Advertising 

Ma-Manus, John & 
Adams 

Lynn Baker Inc. 

Brother 

Brother 

McCann 

McCann 


N. W. Ayer 


Knox Reeves 
Lennen & Newell 
BBDO 


Hicks & Greist 
BBDO 

North Advertising 
Brother 

BBDO 


ti 
' 
i 
t 


CHANNEL I! 


‘LOUISVILLE 


fe ri a 


Foremost In Service, Best in Entertainment 


1 316,000 Watts « CBS-TV Affiliate * Victor A. Sholis, Director ¢ Represented Nationally by Harrington, Righter & Parsons, Inc. 


Date Program 

ee Presidential Countdown (Pre- 
miere of weekly series of 
nine) 

a cious Show of the Month (Premiere 
of series) 

Se Ee ne Love in America with Art Car- 
ney (Tentative title) 

Phil Silvers 

eR Jackie Gleason 
es: CBS Reports 
(First of 26) 

, _ eee National Auto Show 

We penkdes Lichman Musical Revoe 

. wbekens The Right Man 

| . Tomorrow 
(First of Series) 

28-29 ..... Family Classics (First in series 
of six two-hour successive 
night shows) 

Oe wiiecd . Danny Kaye 

Mev. TD ccccsne General Electric Educational 
Special 
eee Harry Belafonte 
WE: nial Show of the Month 
epitnt Red Skelton 
Le ae Family Classics 
RP aanabes Wizard of Oz 


(Third run on tv) 


Show of the Month 

Ford Christmas Special 

Philharmonic Young People’s 
Concert (First of four) 


9-10 ...... Family Classics 
See Show of the Month 
. eR Unannounced show 
| Feb. § .......... Young People’s Concert 
ee witsinds Family Classics 
ae Show of the Month 
aes Unannounced show 
March 14 ...... Show of the Month 
17-18 .. Family Classics 
poe Young People’s Concert 
Rn Pie Young People’s Concert 
a Red Skelton 
} - Seer Show of the Month 
24-25 .... Family Classics 


Note—Sold but with no definite date set yet are two more Revlon shows, a second for 
| Belafonte and an Ingrid Bergman telecast; three more for GE, and four for U. S. Steel, 
which will run them in its regular alternate week time spot. Omitted from this chart are 
| the Ed Sullivan (Colgate and Kodak) shows to be telecast this year from various parts 
of the U. S. These will be ballyhooed in much the same fashion as the specials, but 
they are a part of the long-running, high-rating regular Sullivan series. 


NBC 
| Sept. eee Dow Hour of Great Mysteries 
. Dow Hour 
gy Svarer Fred Astaire Show 
er Bell Telephone Hour (First of 
series of 16 one hour shows) 
NY Bob Hope 
| ee Rivak the Barbarian 
| 7... Eleanor Roosevelt Program 
| ee Donald O'Connor Show 
= oe Dow Hour 
TR, dcctéuaee Our American Heritage 
eee All Star Circus 
I stamens Bob Hope 
eae Shangri-lo 
ee Robert Alan Aurthur Drama 
nn Dean Martin 
OR pas Omnibus 
eee Story of a Family 
| Sees Dow Hour 
WO sainess Bob Hope 
SF | serge Holiday on Ice 
BP Seikaute Macbeth 
BR ccccssee The Ragtime Years 
a Thanksgiving Parade 
i Our American Heritage 
Dec. 6 ...5:.... David Susskind & Comedy 
Round Table 
= Bob Hope 
ea Golden Child 
 , eee 2 Acceptance of Christ 
Baatee  P inansiven Omnibus 
Re Tournament of Roses Parade 
BPs baicienees Bob Hope 
TU deccenns ~ Our American Heritage 
a een Omnibus 
OP titenies . The Time Remembered 
oes Bob Hope 
March 56 ...... Omnibus 
TE. sacase Bob Hope 
Omnibus 
= Hall of Fame 
April 12 ........ Bob Hope 
a Omnibus 
MB nnn Hall of Fame 
Terre ks ie oh ne 


Geter 


Du Pont 
General Electric 
Carling Brewing 
Speide! 


Olin Mathieson 
(tentative) 
Reynolds Metals 

U. S. Steel 
Travelers Insur- 
ance Cos. 
Am. Machine & 

Foundry 
John H. Breck 
Inc. 


General Motors 
GE 


Revion 

Du Pont 

Timex 

Breck 

Benrus 

Stephen F. 
Whitman & 


Ford 
Shell Oil 


Breck 
Du Pont 
Ford 
Shell 
Breck 
Du Pont 
Ford 
Du Pont 
Breck 
Shell 
Shell 
Timex 
Du Pont 
Breck 


Dow Chemical 


Dow 
Chrysler 
AT&T 


Buick 
Purex 


Eleanor Roose- 
velt Cancer 
Foundation 

Brewers Foun- 
dation 

Dow 

Equitable Life 

Timex 

Buick 

Hallmark 

Purex 

Speidel 

Aluminium Ltd. 

Ocean Spray 
Cranberries 

Dow 

Buick 

Top Value 

Hallmark 

Purex 

Lionel Corp. 

Ideal Toy 

Equitable Life 

Lanvin Parfums 


Buick 
Hallmark 

U. S. Steel 
Aluminium Ltd. 
Minute Maid 
Buick 
Equitable 
Aluminium Ltd. 
Hallmark 
Buick 
Aluminium Ltd. 
Buick 
Aluminium 
Hallmark 
Buick 
Aluminium 


Hallmark 


BBDO 


Benton & Bowles 

lang, Fisher 
Norman, Craig & 
Kummel 

Agency being  se- 
lected 


L&N 
BBDO 
Young & Rubicam 


Cunningham & 
Walsh 
Reach, McClinton 


Campbell-Ewald Co. 
BBDO 


Grey 

BBDO 

Grey 

Reach, McClinton 
Grey 

N. W. Ayer 


Ogilvy 

Reach, McClinton 
BBDO 

JwT 

BBDO 

Reach, McClinton 
Ogilvy 


Reach, McClinton 


MacManus, John & 
Adams 

MacManus 

leo Burnett Co. 

N. W. Ayer 


McCann-Erickson 

Edward H. Weiss 
Co. 

Parkson Agency 


J. Walter Thompson 
Co. 


Norman, Craig 
JWT 
BBDO 


MacManus 
McCann 
Campbell-Mithun 
FC&B 

Weiss 

Grey 

Grey 

FC&B 

North Advertising 


McCann 

FC&B 

BBDO 

JwTt 

Ted Bates & Co. 
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personal lost 


Will Millie T. please contact 


; Tillie Z who’s willing to take A 1960 Cadillac Convertible 
THE MONTREAL STAR back everything except what with 2 pairs of new 1960 
led ALL evening daily newspapers on the con- she said about Mannequin Mannequin shoes on the 
: , 7 hoe we Aieid ide months shoes. Tillie Z still believes front seat. Keep the car — 
tinent in general linage for the first six they're the most wonderful but return the shoes. Come 
of 1960 and was third among ALL daily papers, shoes ever. See for yourself ae Mannequins for 
. ° toda t au...a 
nly by the Chicago Tribune and the ya 
topped only by g STORE NAME STORE NAME 


New York Times. (Media Records) 


SHOES FOR SALE—Mannequin Shoes, a Genesco division, laments that 

Ch m treal Star shoe advertising “lacks freshness and vigor and has too much of a 

e on look of sameness.” Hence it is including in its mat service to retail- 

ers a series of classified-type ads like these. Mervin & Jesse Levine 
Inc. is the agency. 


Represented nationally by 
O'Mara and Ormsbee Inc. 


Harold C. Walker Moves | Armstrong Book 
Harold C. Walker Advertising, 


Minneapolis, has moved to larger! 
| quarters in the Plymouth Bldg. Tells How to Plan 


—_. Attack on Problem 


New York, Sept. 9—“From the 
beginning of recorded history the 
ablest among men have solved 

. a problems not so much by knowl- 

t | | th e m a r p W e r e uj | n e | n 5 edge of facts as by their ability to 
reduce problems to their essentials 

and work their way through them 


in an organized and imaginative 
ro Uj H manner.” 


This is the thesis of a new book 
by Frank Alexander Armstrong, 
president of Communications Af- 
|filiates, a unit of McCann-Erick- 
son. 
| The book, “Idea-Tracking” (Cri- 
|terion Books, New York, $4.95), 
|published today, centers around 
|five basic steps which the author 
|Says are necessary for intelligent 
|thinking and problem solving. He 
lists them as: 

e Assessing the situation. 

|e Defining the problem. 

|@ Use of the subconscious in crea- 
tivity. 

e The idea-producing session. 

e Selecting the best idea. { 


|@ After explaining the five-step 
|method, and giving examples of 
|how it works, Mr. Armstrong de- 
votes a chapter to criticizing 
“brainstorm” sessions. 

He lists three “major flaws in | 
|brainstorming that will eventual- 
ly inter it: 
|e “It is wasteful because, having 
|no basis in logic, it cannot repeat 
\itself methodically; it discourages 
|penetrating thought and actually | 
inhibits creative thinking.” 

° “It is destructive of personality 

| because, in giving a person’s ideas | 
|to others to tinker and toy with | 
|before they are ever fully devel- 
\oped, it robs the creative man of | 
|both material rewara and _ the 
|richest reward in the world of 
creativity: The immense personal 
| satisfaction of successfully solving 
|a problem.” 

le “It promotes conformity of | 
thought and destroys the inde- | 
| pendence of judgment that marks | 
| the creative thinker.” + | 


For over 40 years America’s quality magazine for 
teen-age girls. 


Check AMERICAN GIRL’s high ratings in the 
1960 Starch Consumer Magazine Report. 


» Median age of primary reader — 16.2 
871,000 readers are 12 years old and over 
4.38 persons per household 

Median income — $6,678 

77.9% own their homes 

91% own one or more autos 

96.4% own one or more radios 

78.2% own one or more record players 
89.3% own one or more still cameras 
44.5% own a dog 


40 readers per 100 copies attended 
movies last week 


» 67.5% spend $25 and more on food per week 
30.9% spend $35 and more on food per week 


. = 2e. Ee eS ae 


Southern Comfort Expands lr 
| Recipe Book Campaign i 
Due to the success of its recipe | 
book advertising campaign, now (> 
in its third year, Southern Com- 
fort Corp., St. Louis, will run a |] 
completely revised 12-page book 
containing recipes for 32 drinks 
in all 56 editions of the Nov. 12 (4 
issue of TV Guide. In addition, a 
new “After-Sports’”’ recipe book 
will bow in the October issue of 
Outdoor Life and the December & 
issue of Argosy. 


X 


750,000 guaranteed A.B.C. Circulation 
(effective January 1961 issue) 


Additional research studies available on 
Hosiery, Shoes, Baking and Christmas Gifts 


“AMERICAN G 


830 Third Avenue New York 22,N.Y. Plaza 1-6900 


Polymed Names Allmayer 
Polymed Laboratories, Tulsa, 
has appointed Allmayer, Fox & | 
|Reshkin Agency, Kansas City, to { 
|handle advertising for Benefit | 

‘Denture Adhesive. 


PUBLISHED BY GIRL SCOUTS OF THE U.S.A. 
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Leslie 
arkets It... 


LOOK 


“Our continuing sales growth stems in no small 


sellsit apy 


zone, which we regard as one of the boldest, most 


measure from our advertising in LooK’s Maga- 


important new concepts in the media field,” says 
R. W. Murphy, Vice-President Sales, Leslie Salt Co. 


Leslie, a West Coast condiment company, recently selected 
LOOK as exclusive medium for an ad campaign introducing 
housewives to “the handiest, handsomest salt package that 
ever prettied up a kitchen.” The campaign was launched 
with a four-color bleed spread in LOOK Magazone 7 (West 


Coast) and has continued with 
four-color full-page insertions in 
the same Magazone. 

According to Sales Vice-Presi- 
dent Murphy, LooK was chosen to 
carry the new series of ads because 
of its high efficiency in household 
delivery and its prestige at the re- 
tail level. “And it was a happy 
choice,” he adds. “Our sales and 
share of market are both on the 
increase.” 

In the past five years, LOOK has 
gained more circulation and more 
advertising revenue and more ad- 
vertising pages than any other 
magazine in its field. One reason 
for this vitality is LooK’s outstand- 
ing record in producing sales re- 
sults. For Loox means sales. 
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Lady Douglas-Hamilton Is 
Really American, He Points Out 
To the Editor: Your editorial, 
“When ‘Good Taste’ Smells Fishy” 
(AA, Aug. 15) is an invitation to 
have Lady Malcolm Douglas-Ham- 
ilton take a big fat swing at you 
for not looking further into her 
own background. [Our editorial 
commented on an award of good 
* taste given the Sheraton Hotels by 
the American Institute of Approv- 
al headed by Lady Douglas-Hamil- 
ton, and questioned the “good 
taste” of titled Britishers deciding 
what is good taste in America.] 
Lady Malcolm Douglas-Hamil- 
ton, in the event that you haven’t 
been brought up-to-date on New 
York social notes, is Natalie Wales 


Latham Paine, former founder and | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


moving spirit behind the wartime 
movement known as Bundles for 
Britain. 

In fact, the New York Daily 
News on Aug. 10 ran a small news 
note about the Hotel Sheraton- 
East’s plan to obtain the services 
of Lady Malcolm Douglas-Hamil- 
ton as a “long-range consultant” 
on certain social events. 

And really, you must not be too 
hard on Lady Douglas-Hamilton 
for her using titles, as she is ad- 
mittedly one of the country’s lead- 
ing Anglophiles. 

In fact, she has been awarded 
the order of the British Empire, a 
medallion she frequently likes to 
wear at social events. 

But make no mistake, Anglo- 
phile or not, Lady Douglas-Hamil- 
ton has “made in Ameriga” 


“CUTTING 
THROUGH 
THE 
METAPHORS” 


conversation 


There’s been quite a bit written and said in 
the past few years about corporate advertis- 
ing. e Too much, I suspect. « Some of the 


gets pretty abstract. But, if 


we can cut through all the metaphors, there 


By Kai Jorgensen, President iS a pretty fundamental point that can be 


Hixson & Jorgensen, Inc. 


made. « Tell your friends first. « It’s good 


judgment and good manners. « Before you tell the world about 


the new product, wait a minute . 


e There’s your banker. He’d 


like to know. He’d be impressed, too. And that never hurt 
anyone. « Then there are your stockholders, your underwriters 
... key people for corporate financing. (And money is the reason 
corporations are in business!) « They’d like to know. « So, it’s 
really not terribly mystical. It seems like reasonably good sense 
to advise our clients that whatever they’re up to—products, 
services, construction, expansion—anything that means change 


. © tell your friends first. 


SPONSORED BY BARRON'S, THE NATIONAL AND FINANCIAL WEEKLY 


stamped all over her. 
Thomas J. McNeil, 

Manager, Tractor/Loader Di- 

vision, Eimco Corp., Salt Lake 

City. 

So now we like the idea of her 
using a title to set up an “Ameri- 
can Institute of Approval” even 
less. 

"7 . * 
National Safety Council 
Would Nix This Ad 

To the Editor: I clipped this ad 
from the Aug. 22 ADVERTISING AGE 
which showed what Cory Corp. 
will be doing to promote its perco- 
lator for Christmas. I am impressed 
by one thing in this ad. Have you 
ever tried pouring coffee this way? 
I am quite sure that if the girl in 


cams pmrcmerom 


Eas Pes ES 


Ale 


Tee, 


this. picture continued to pour cof- 
fee with the cup held high and 
while staring at the ceiling, she 
better quickly run out and get an 
asbestos bra—otherwise she is in 


serious trouble. 
A. C. McCrea, 
Villanova, Pa. 
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be bartered—like fish? When do 
they get up on their fins and rebel? 
James B. Zabin, 
Loewy Stempel Zabin Inc., 
New York. 


Ted Bates B&W Lineup Revised 

To the Editor: Your Aug. 29 is- 
sue giving details of the operations 
of the top 100 advertisers is fas- 
cinating. It is masterfully annotat- 
ed. I plan to keep it handy for fu- 
ture reference. 

In your write-up of the Brown & 
Williamson Tobacco Corp., how- 
ever, the Ted Bates account organ- 
ization is rather dated. In the 
event that you may have occasion 
to refer to this group structure 
again, I am attaching a listing 
which is correct... 

Thanks for a mighty fine issue— 
a compliment that is by no means 
infrequently deserved. 

Alan B. Miller Jr., 
Ted Bates & Co., New York. 

The Ted Bates & Co. lineup of 

those working on the Brown & 


Williamson account should read as 
follows: Archibald M. Foster, sen- 
ior vp and group head; Howard 
Black, vp and group supervisor- 
staff; David C. Loomis, vp and 
group supervisor-operations; Bruce 
Crawford, account executive, Ken- 
tucky Kings, Tube Rose snuff; 
John Doherty, vp and account su- 
pervisor, Kool, Belair, B&W corpo- 
rate, trade; Edward Lonergan, ac- 
count executive, Kool, trade; 
Robert Long, account -executive, 
Belair, B&W corporate; Alan B. 
Miller Jr., vp and account super- 
visor, Viceroy, Life, du Maurier 
overseas; John Doble, account ex- 
ecutive, Viceroy, Life, du Maurier, 
overseas; Albert W. Reibling, as- 
sistant vp and account executive, 
budget control-all brands, broad- 
cast administration-all brands. 
* es 

Admen Err in Impinging on 
Untamiliar Political Ground 

To the Editor: May I add one 
final word on Leo Burnett’s recent 
invitation to three political leaders 
to learn about advertising? As an 


* ” ~~ 
You Can’t Brush Off the 
Salesman That Easily 
To the Editor: [Here’s an ex- 


ample of] “Advertising-that-some- 


Eight swell ich 


He wasn't invited and he wasn't 
brushe: 


2527 Times near Kirby 
Thursday 9 to 9 
Adult Feminine Fashion Sizes 6 w 16 


body-got-stung-with.” 

My wife wouldn’t even go talk to 
them about their wool jersey rain- 
shedder. 

Don Hinkle, 

Gulf States Utilities Co., Beau- 

mont, Tex. 

* o a 
Can Agencies Buy and Sell 
Accounts Like Fish? He Asks 

To the Editor: A headline in 
your Aug. 22 issue reads, “Grant 
Purchase of Boston Agency Nets 
72 Accounts.” 

I wonder! 

On the books, and for the rec- 
ords, yes. It happened. Q.e.d. 

But, do we in this business buy 
and sell accounts like .. . like fish 
(if we can stay with the net anal- 
ogy for a minute)? 

Accounts are made up of people. 
I’m sure some are flattered when 
their business goes to a larger 
agency. Others become  disillu- 
sioned. 

But that isn’t the question we’re 
discussing. 


The question is do people like to 


| 


influential 


industrial corporations. 


NEW YORK CHICAGO 
50 Broadway 711 W. Monroe St. 


BOSTON 
388 Newbury St. 


DOUBLE CONCENTRATION.... 
FOR REAL ADVERTISING POWER 


Know why your corporate campaign gets more selling power 
in Barron’s? Because in Barron’s you get two kinds of con- 
centration for advertising effectiveness: 

First, there’s audience concentration. More than 100,000 
investors; businessmen and financiers read 
Barron’s every week. These readers, with average annual 
incomes of more than $20,000 each (average net worth, 
nearly $200,000 each!)* are the significant core of the busi- 
ness and financial communities. They are the people others 
will ask about your company; their opinions are sought at 
the top management level in banks, brokerage offices and 


In Barron’s, your advertising message gets reader con- 
centration, too. This publication, with its editorial emphasis 
on complete reporting, absorbs the reader thoroughly. There 
are no quick summaries in it, no pictures. The average issue 
of Barron’s is less than 60 pages long—yet 5 out of 6 sub- 
scribers give it 30 minutes or more of their attention, about 
one-third of the subscribers usually devote an hour or more!* 

Reap the advertising benefits of Barron’s unique im- 
portance to its important readers. Use this National Business 
and Financial Weekly to tell your corporate story. 


* These facts from a survey of Barron's subscribers by Benson and Benson, 
independent research specialists. For an easy-to-read booklet, sum- 
marizing the results of this survey, write or call any Barron's office. 


.+. where advertising, too, is read for profit! 


LOS ANGELES CLEVELAND 
2999 W. 6th St. 1325 Lakeside Ave. 
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advertising man I agree whole- 
heartedly with him. The anti-ad- 
vertising speeches by all three men 
show what happens when a* man 
impinges on a field about which he 
knows very little. 

As an advertising man strongly 

interested in politics, however, I 
should like to point out that the 
reverse of this incident can happen 
00. 
In the 1959 mayoral campaign 
in Chicago a number of otherwise 
solid Republicans (including some 
dmen, Leo Burnett among them) 
jublicly announced their support 
yf Mayor Richard J. Daley, a Dem- 
crat. 

Now I have no quarrel with a 
erson’s right to vote for anyone 
e chooses. My contention is this— 
hat anyone with any political 
nowledge should have known that 
fayor Daley would win reelection 
without the support of these prom- 
nent men. The only end they 
achieved was to add to the demor- 
ilization of the party to which they 
admittedly belonged. By acting in 
what they must have felt was a 
10n-partisan, public-spirited fash- 
on for the betterment of the City 
f Chicago, they only succeeded in 
urther undermining the two- 
darty system, which, with its in- 
1erent checks and balances, is the 
yest and healthiest political situa- 
ion for any form of government. 


horoughly; they know practical 
olitics but sketchily. Before they 


These men know advertising| 
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$125 annually. I’m sure, after all 
the research, the agency can afford 
a better raise. As to suits—you can 
get a pretty good one, in the $80- 
$100 range. Less at sale time. Does 
the fellow needing insurance get a 
bigger raise than the chap with a 
shiny seat? 

But the last is the best. “My 
family would like to become ac- 
customed to consuming more liq- 
uor.” To quote from Mr. Lansdale’s 
letter to the editor, he has, in his 
release, “with a fine disregard for 


agency procedure. 

I would assume that somewhere 
along the line, the release writer 
felt it best to refrain from quoting 
the bachelor at the Lansdale agen- 
cy who asked for a raise because 
he “wanted to spend more time 
with women.” Or can’t the agency 
find a call-girl account? 

Milton Riback, 

Public Relations, Milton Ri- 

back, New York. 

« © 
Is Ad Harbinger of 
Do-It-Yourself Demise? 

To the Editor: Is the do-it- 
yourself trend ending at last? The 
Alcan ad from Time (Pacific Edi- 
tion) seems to imply as much; that 
is, so far as designing liquid gas 
tankers is concerned. More and 
more wise fabricators are turning 


venture into the field again, it is to 
be hoped that they research it more | 
farefully to be sure that the im-| 
nediate gains do not result in de-| 
truction. 


Raymond Chan, | 
Perrin-Paus Co., Chicago. 


7” . * 

de Fears Mr. Lansdale May 
3elieve Own Press Release 

To the Editor: I enjoyed your 
Aug. 22 Page 3 story on the Lans- | 
ale agency—feeling it had the’ 
broper light and tongue-in-cheek 
ouch—until I saw Mr. Lansdale’s | 
etter on Page 60 of the same issue. | 
The story quoted a release which 
ndicated Lansdale had acquired 
jew accounts in line with reasons 
imployes gave for wanting a raise. 
‘he letter took AA to task for in- 
lerpreting the Republican conven- 
ion remarks of Gov. Stratton of 
inois as being anti-advertising.] 
Now, I very much fear Mr. Lans- 
miale really believes his own press 
lelease, as quoted in full by AA. 
‘irst, my sympathy for his agency 
iimployes who need a raise to “buy 

new suit” or “carry more insur- 
nce.” 
# A man in his early forties can 
Huy about $10,000 worth of renew- 
ible term from the insurance firm 


mentioned in the release for about, 


consistency” ridiculed advertising | 


to the experts in this field—even | 
as you and I when attempting to | 


All very well for 9 Ralrowt, but wits it comes to the design of « liquid gas tyeker im 
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come aed Kneneledpe made trots + aftahbe Us cuntrame ry 
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fix the furnace downstairs. 

Apropos of the head, would you 
say that the man who thinks he 
can do without experts wrote this 
copy before, or after giving him- 
self that haircut? 

Robert A. Robinson, 
International Advertising Bu- 
reau, Dentsu Advertising Ltd., 
Tokyo. 


Mifter All, This Is the 

tige of Wonder Drugs 

f To the Editor: Attached is what 
' think to be.a perfect example of 
Fhe speed at which modern medi- 
‘ine is able to cure the ills of man- 
ind almost simultaneously. 


! Not only are they able to pro- 


vide “anorectal comfort” to the 
patient illustrated in the ad on 
Page 23 of the August issue of MD, 
but also, with the same patient 50 
pages later, they are able to make 
sure “all’s quiet on the ulcer front.” 
James R. Sterling, 
Erwin Wasey, Ruthrauff & Ry- 
an, Los Angeles. 


—but all's quiet 


on the ulcer front 


~ Fuihee ' tC: tee tome wee» 
sage spew, 546 Arverinay Nip Bit i Mie fr 


Fabric Ads Have His 


displays shook me up. 


Please pass along my unbounded 


~ 
. Repte- eS wart np Genes te Kom 
Demet Fe Gell he a frwatiney, Sian tet, 


Unbounded Admiration Pao Lomptor ager oe _— = — for whatever it is 
Ps ze with something as fresh! worth! 
To the Editor: Your three panels| anq different and interesting as Mert Reade, 
(Page 75, Aug. 22) of the D. D.| that, it behooves me (and other Advertising Director, Valley 


Simon-Milliken Woolens fabric 


bank admen) to stir their stumps. | 


National Bank, Phoenix. 


It’s true that people make markets, BUT they do not become 
they are REACHED and SOLD 


customers until 


only the BEACON 
JOURNAL 


can do the job! 


Here are the facts about 
the. Akron Beacon Journal 
Area of Influence. 


A()\() million 


DOLLAR MARKET 


POPULATION ... 745,660 
FAMILIES ...... 220,734 


TOTAL BEACON JOURNAL CIRCULATION: 


DAILY SUNDAY 
165,373 175,773 


‘Plan your sales promotions in Akron’s ONLY daily and 
Sunday newspaper and be sure your messages go home. It 
costs but 40c per line with spot or full ROP color available 
in all issues. 


*Source 1959 Sales Management Survey of Buying Power. 
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and Black 
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AKRON BEACON JOURNAL 


“Ohio's Most Complete Newspaper” 
« JOHN S. KNIGHT, Publisher 


Represented by Story, Brooks & Finley 6 
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Hawaiian Pineapple Changes 
Name to Dole; in Big Drive 

Stockholders of Hawaiian Pine- 
apple Co., San Jose, Cal., have 
approved changing the company’s 
name to Dole Corp., to eliminate 
“confusion that has long existed 
between the identities of Dole and 
Hawaiian Pineapple Co.,” accord- 
ing to H. C. Cornuelle, president. 
The new name, which will become 
official Sept. 30, is a “tribute to 
the late James D. Dole, founder 
of Hawaii’s modern pineapple in- 
dustry.” 

A new national campaign in- 
volving page magazine ads and 
point of purchase material, known 
as “Hawaiian Harvest,” has been 
launched through Foote, Cone & 
Belding, San Francisco, on behalf 
of the full line of Dole pineapple 
products. The campaign will con- 
tinue through September and Oc- 


tober, with four-color pages in 
Better Homes & Gardens, Every- 


woman’s Family Circle, Good 
Housekeeping, McCall’s. Reader's 
Digest, True Story and Woman's 


Day. September issues of Nargus| S#sUeam 
Bulletin, Progressive Grocer, Su-| 
permarket Merchandising, Super-| 
market News and other food trade 
publications will carry b&w ads. 


Minute Maid Names Bartrem 
to Head Int'l] Marketing 

Gerald D. Bartrem, formerly | 
sales director of the citrus prod- 
ucts division of Minute Maid Corp., 
Orlando, Fla., has been appointed | 
to the new position of vp of sales | 
and marketing of Minute Maid | 
International. He will be head- | 
quartered in Geneva, Switzerland, 
where he will supervise export 
sales of all Minute Maid citrus | 
products and of coffee and tea ex- 
port sales of the Tenco division. 

John S. Adamson, formerly as- 
sistant sales director, was named 
to succeed Mr. Bartrem. 


Dazzle Fluff to Hicks & Greist 
J.L. Prescott Co., Passaic, N. J., 
maker of Dazzle brand laundry 
products, has appointed Hicks & 
Greist, New York, to handle ad- 


: 
= 
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~ A CONEST FoR #6? 5g = 
‘PEOPIE WHONEVER == 7} 


— 
TWESE PRLIES WU BE AWARDED TO 800 WINNERS 
OF THE CONTESTS IN THE SEPTEMBER, 


ENTER ConlEsTs| i: 


MOVEMBER ISSUES OF SUBURBIA TODAY. 


NeXT MONTH 1 Beant Conte tn tha rhc ay 


NON-CONTESTERS—Suburbia Today, the magazine supplement distrib- 

uted with suburban newspapers, is sponsoring a “Contest for Peo- 

ple Who Never Enter Contests” in its September, October and No- 

vember issues. Entrants must supply the gag line for a cartoon. Some 
300 prizes will be distributed each month. 


vertising and sales promotion forcast, print and in-store promotion | 


Int'l Shoe Uses 
Radio to Promote 
Yule Shoe Giving 


St. Louis, Sept. 6—Interna- 
tional Shoe Co. will move into 
radio in a big way for the first 
time this winter with its new 
“Sound of Christmas” satura- 
tion on key stations in more 
than 45 markets. 

While shoe industry adver- 
tising traditionally is keyed to 
two peak merchandising sea- 
sons—pre-Easter and back-to- 
school—International Shoe Co.’s 
research department reveals 
that Christmastime has become 
an important shoe buying sea- ° 
son. Last year December sales 
soared to 12% of the annual 
total. 

Research also indicates that 
pre-Christmas sales generally 


are confined to house slippers 
for men and boudoir slippers 


Dazzle Fluff fabric softener, dis- will be used. Monroe F. Dreher | for women. But it also indicates 


tributed in the Northeast. Broad- Inc. is the previous agency. 


Bers Bayer es a 


gre 


5 


METROP 


> | 
® 
os 


Houidas No. / Evening Newspaper in total advertising! 


Wie. sae 
we ; 


* 


ULI! 


AREA ] 


\ 

This July the U. S. Department of Commerce 
officially disclosed that Fort Lauderdale-Hollywood, 
(Fla.) is the fastest growing standard Statistical 
Metropolitan Area in the country. 

What a market / 
The 1960 census reveals a current population of 
329,406 for the Broward County Fort Lauderdale- 


Hollywood area. 


What quwth / 


This is a 293% increase in population racked up 
during the last 10 years. 

For details on this big, bustling new market and its 
prosperous 
you 50% 


County and 147% more circulation* 


buyers, contact the newspaper that 


gives more circulation* in Broward 
in Fort Lauder- 
dale than any other newspaper. 


*Audit Bureau of Circulations 
Period ending March 31, 1960 


Fort Lauderdale, Florida 


National sapeennnnetives : Ward-Griffith Compuny, Inc., and in Florida by Publishers’ Representative of Florida, Jacksonville. 


| that with a good promotion to 
|retailers, consumers and the 
manufacturer’s own salesmen, 
December can get bigger. 

As a result International has 
come up with specially designed 
holiday patterns in all men’s, 
women’s, juvenile and teen 
lines and will promote these 
styles via its “Sound of Christ- 
mas” radio campaign. 


|\s This new marketing ap- 
| proach, worked out by Krup- 
|nick & Associates, St. Louis, 
'will unite all brands under a 
| single unifying theme, a catchy 
|new Christmas jingle created by 
the Krupnick agency and scored 
and produced by Chicago’s Jer- 
ry Abbott. It is sung by Jerry 
and one of the nation’s top com- 
mercial singers, Jamie. 

By uniting all its brands un- 
der a common advertising um- 
brella, International aims to 
achieve a high saturation level 
at economical cost. 

A tightly knit package, the 

“Sound of Christmas” jingle is 
also on record with symphonic 
overtones, for use by the re- 
tailer in his store. It is also on 
another record, in popular style, 
for use in International’s sales 
promotion méetings. 
Two versions of “Sound of 
Christmas” have been put on 
an ET with both 30 and 60-sec- 
ond commercials, with local an- 
nouncers doing the brand copy 
and dealer tags. 


® Krupnick & Associates will 
place the national schedule. 
Dealer tags in these markets 
will be provided dealers who 
stock adequate volume of the 
holiday merchandise. Dealers 
not covered by the national 
schedule may also obtain ETs 
and commercial copy for local 
campaigns under their co-op 
advertising agreements. 

According to Krupnick’s me- 
dia chief, Charlie Haines, 
“Sound of Christmas” delivers - 
its tuneful sales pitch by telling 
listeners first that International 
Shoe Co. is world’s largest shor 
manufacturer and makes shoe: 
for everybody. Next, it asks the 
consumer to buy International 
shoes to give as Christmas gifts 
and for personal wear at Christ- 
mas time. 

The radio campaign runs 
from Thanksgiving to Christ- 
mas. 

Ads in Footwear News and 
Boot & Shoe Recorder are in- 
troducing “Sound of Christ- 
mas” to the trade. # 


Molesworth Names Allison 

Kenneth W. Allison, formerly 
|manager of the Boston office, 
| has been appointed vp in charge 
|of New England operations of 
Molesworth Associates, New 
York-headquartered agency and 
| public relations company. 
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Tobacco, tennis rackets, tea sets...whatever you print will look 
sharp and clear on Hammermill Opaque. The distinctive, radiant 
whiteness of Hammermill Opaque shows off your product illustra- 
tions in sharpest detail. Three finishes—Pearl, English and Vellum. 


PUTS A FAMILIAR PRODUCT IN A NEW LIGHT 
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HAMMERMILL OPAQUE IS OPAQUE there is 


no objectionable show-through when you print both sides of the sheet. 
That means you can use lighter weights for mailing pieces and save 
money on postage. This insert reproduced by offset on Hammermill 
Opaque, substance 70, Vellum finish. Press speed 3000 per hour, press 
size 42 x 58, sheet size 39 x 57. Hammermill Opaque in English and 
Pearl finishes, too. Hammermill Paper Company, Erie, Pennsylvania. 
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Burgess Plans Fall Push Knorr Joins Universal | Muer Joins Jack Runyon 
Burgess Vibrocrafters, Grays- Thomas H. Knorr has been ap-| Ray J. Muer, former Kenyon & | 
lake, Ill., will use printed media | pointed western manager of Uni- | Eckhardt account executive at De- | 
extensively for its 1960 fall adver- | versal Publishing & Distributing | troit on the Ford institutional and 
tising campaign for its BVI Elec-|Corp., New York. Mr. Knorr, who | Pepsi-Cola accounts, has joined 
tric paint sprayer. Half-page color |formerly was with Playboy, will the San Francisco staff of Jack W. 
ads are scheduled for Argosy, Cav-|open new offices for Universal in | Runyon & Co. as an account exec- | 
i Ra Ae Esquire, Family|Chicago at 400 W. Madison St. | utive. | await your message. 
eekly, Popular Mechanics, Pop-|, ADVERTISE NOW! 
ular Science, The Saturday Eve- | ‘SEP’ Expands Price Test Wilson Named Marketing VP 
g | NOV. ISSUE CLOSES SEPT. 20 
| 


A million prospects 


ning Post, Science & Mechanics, The Saturday Evening Post,| Waterbury Farrel Foundry & 
Sports Illustrated, and Suburbia | which has been testing a 20¢ cover | Machine Co., Waterbury, Conn., 
Today. Theme of the campaign | price for some time in Washing- division of Textron Inc., has ap- 


Orders and sample copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 


will be “Spray Painting Is Easier | ton, Oregon, Idaho, Utah and Wyo- | pointed France Q. Wilson vp of | 28 E. a - he wa 4 
(Saves Money -.. 7 Times Fast- | ming, will expand the test to Flori- |marketing. Mr. Wilson was for- | 
er) with a BVI Electric Paint|da with its Sept. 17 issue. The |merly with Solar Aircraft Co., San | NATIONAL CATHOLIC FAMILY MAGAZINE 


Sprayer.” | Post sells elsewhere for 15¢. | Diego. 


COomBO—For the fall and winter | 
season Mennen Co. will offer Afta 
skin conditioner with a free 35¢ 
Chap-et Stick included in the pack- | 

age. | 


Gardner to Head 
ANPA Info Service | 


NEw YorK, Sept. 8—Eugene) 
Gardner, formerly with Edison | 
Electric Institute, has been named 
to manage the newly formed 
Newspaper Information Service of 
the American Newspaper Publish- | 
ers Assn. 

One broad aim of the service is 
to create a better public under- 
standing of the daily newspaper | 
and its functions. Another is to 
cultivate the active interest of 
young people in newspaper ca- 
reers. 

Mr. Gardner’s organization will 
prepare reports on outstanding | 
public service activities by news- 
papers and will draw up newspa- 
per career guides to be used in 
high schools. He will cooperate 
closely with schools of journalism. 

Chairman of Newspaper Infor- 
mation Service is Joyce A. Swan, 
executive vp of the Minneapolis 
Star and Tribune and a member of 
the ANPA board. 

Plans for the program were ——— 
drafted by an advisory ~mmittee 
under the chairmanship of Clar- ® 
ence W. Harding, pr director of the 
South Bend Tribune. Other mem- 
bers included Irvin S. Taubkin, of 
the New York Times, and Otto A. 


ie 


ae 


WHAT 
A JUMP 
vr 
, Vy FOR A 
3 YEAR OLD! 


ae WFGA-TV reaches new heights 
Las Vegas Board Sets Ad Push 


Clark County Fair & Recreation < 3 — 
Board, Las Vegas, has launched eee naee SCS — 
an ad campaign in the Los Angeles Foe oe ee ; ay ; 


slp 


with a 49% share of 
Jacksonville audience 


The latest Nielsen for Jacksonville (March) shows WFGA-TV 

oe delivers a 49% metro share-of-audience 9:00 a.m. to mid- 

KSON night, Sunday through Saturday. And it’s the same with every 

FLORI Saget new rating—WFGA-TV keeps climbing, keeps capturing more 
mee viewers in this rich market! 

If you want your message to pull sales in Jacksonville, see 

your PGW Colonel for full details on WFGA-TV! 


WFGA-TV 


SOUTH GEORGIA it~” 
Postal Life Boosts Fenton ~~ JACKSONVILLE @J 


MARKET 
Postal Life Insurance Co., New a. 
York, has promoted Joseph M. ee eae, 
Fenton Jr. from sales promotion 
supervisor to director of sales pro- 
motion, a new title. 


KVIQ-TV Names Hollingbery 

KVIQ-TV, Eureka, Cal., former- 
ly handled by McGavren TV, has 
appointed George P. Hollingbery 
| Co. as its national representative. 


area which features a new Las 
Vegas motel room reservation of- 
fice in Los Angeles. More than 
$10,000 will be invested in out- 
door, radio, tv and newspapers in 
Los Angeles in the next two 
months. Melvin Co., Las Vegas, 
is the agency. 


ETTV Boosts Duftield 

Jack M. Duffield, a local account 
executive of KTTV, Los Angeles, 
the past six years, has been ap- 
pointed to the station’s national 
sales staff. He will specialize in 
servicing advertisers and agencies 
in the New York City area. 


dpe NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. 


rhe ci We, see by 4 te ateo bs s any Fe >i bs Pep) 7 mee aw Be oe. ¢ : he: 
a Rees sa ae = ree Pr ae 3 See Pa ’ z “e eee 2 . ar i cece, 
Wee ea eeewet 
2 i as = 
- ‘ i 
5 s rh 
STECT YO 
OTECT YOUR FACE... oe 
: ele ; 7 > 9 
‘Gna LIPS 
' in raw. ” 
: _ " 
: ae i chape* s 
1 % oz - 
big hee S qyet a 
Ear ee > ae \ he 
ae ar «2 ft ce Fe ee ie 
pS RS Pi : = S tia 
ie ati ee 24 ys oe. 
ae ial i gee 
fay! i | a ® 
a F 
Ys = 
‘ % ata : 
a3 |s{¢ FROST KING speci, :i 
— + tee - r- : Se en eS eae eee a 
— Ferre ” ee tibin PRU ne 
aad . - 
ee a 
i ie Be : 
“4 , B SHAVE CHIN CowneT sept ie ve Ges 
aad “ Pe ish ; 
* 3 a) we 2 = 
— ‘ies ee 
¥ ; ey ei ae 
i on eit ie RRs Bo doe ie 
ewes ai Be ik 
Pin eae vied aoe Baek 
us : C : EA <a ue 
" 2 te a 
e ml toe : : 
> a ; 
? ey ie , 
ra ies i nae i Sea é 
. is oe R d 
; 4 Chk : Sahin 
gf SSE i eo te oey i ‘ hie ere 
aa ee ne ae wie 
eR BAW 5 Tak ct 
i eer . a, a 
iu fant d : a ei i 
= ne H : : & % a 
Piss a is 3 
: = : (ae ; ree 
- Ss 
a ae” z 
fd \ : Rene ‘ Noe ee 
| seats Ragen | Paya 
we 
ii es ass pit 
fie Zt PRS TE we 
Rape hie te Sic tae pees 5 eam 
ees. ag ae oe 
Preset ‘ ote Tarai Ss i: cee : 
/ we we i if e ae 
- : 4 eras ea = 
cpa . Rocce ain peas 
eke : ec ieee 
nel . F, : cn at ea 
eg i + re area, 
vs ve pen re 
ener ay Sevieg» Nae 
Pig Co es P ae ah eee 
Be meres eas: Fae city 
eee aay pees a 
Se BBE ai i 
ai . , — <a 
hy ae ee i i ae 
et ‘ et Bae nes 
: - mo , 
: i" - i, <= 
Race, : pen | te : _ 
¥ sales k P eee mes 
ie ee ; 
i * 24 spol “aap aes 
; ieee aw eee 
a Sts , Fue Si 
ee rae "4 ~ ee oie ke re 
on  ———— SNS 
Ban oS > ae as 
i ieee sen oo ae 
ye ees ery hes tees 
ay a ee ite 
ee oe es 
hs est wo kee cea ak 
ee ae aces ee a 
gee ae ee ee Pi nth 
gee eae Pn wet a oe — ae " See 
rea ” = es cn beet 
an ae 3 : oo ek : ‘ 4 
aime ; ea ae : sae 
—o ce Gobet [ee ahs sae? 
omnes 5 Pi m2 ae sobnte ae 
aoe a eval pee 
Rees ‘ - ce foktec a) a ed ce 
Paes : eee | : oe Set ale 
a0 —- acon abe 
Bae 2 = . coe am 
fae Base Baia Mell ; a cee 
eae loll phere oh iat aati M aE fe ine 
init etme ¥ ‘ ae Beg 
y ; ay : ant ste ce 
E > é ee * 
WT Aes sha eS 2 ¢ ss a ae 
ois 2 Dee i ON ey he gee 2 5) a Sec ee ae ee 
Sth i sake Nien Cara 3 aS eee otic 
Bo hae Rar et ee) a < es ees e. : ae: na 
aie ny ee : % pi ite ¢ 206i ale ee : a > 6 al 
poe NORTH FLORID A — . Oe ae — fe ‘i © ai 
: a ee . Tas ls 
oa) Byvi : : 
\ — % 
SB = EES: 
Fa ea Gee SORE ST psc Rie ee AS. 4 = Ba: 
Weer tes te ie ad SR cake UN Be nee tary 
CAS) es ae ig Bats es ee ee. om 2 - yi Ren 
oy daa : ek 
are ae vals 
See a. Peis if: 
pert bie Fh e 
Sees oy a: i 
a. 
Serta a c 
7 . a . a ed ‘ 
oe Sear wien 
P De a eee : 
. @ a. Sits : 
: le egitment 
en eho 
o- en Sie 
sietcte 
DT ott 
en 
wea 
PEE a eaters lt aks os cas ipa a a a > ues i : : ss Ss ii ; 2 : ; 
~ = ee ay eeen ae ne ue Pgs” . oe ie one OSes Y Dee Buty ag tae ee Fae aes yee, ae tet Pea Rel eee a CS i a frame er ees te : - aan 
yet oe Ae Cae eee ge men mbes e 
Dag way SeheIBE ey ha 
We ee eae ee 
peice! Kg | a pe a igi tery eet 
Sea ihe MRE rage renee er Sitar ORES otttin oe 
| gy eT ae are tas han! Pale ie ee ot ee rm laa oe a NGF yen Pe eS 8 *, Vai 


Seqpeet, paatseres, ereatctabess «enki 
Nedei Suariew be Ohne to 


Meet the people at Animation, Inc. 
The fellow on the left is Ed Barge, 
Director of animation. The fellow at 
the board is Fred Grable. (Fred’s 
angry because Ed is copying his 
doggie!) 

SER animation inc. 736 NORTH SEWARD STREET HOLLYWOOD 38, CAL 
CHICAGO + DETROIT + SAN FRANCISCO |! 


SILVER SALVO—Oneida Silversmiths 
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will promote its five product lines 


via a five-page ad in Bride & Home, Bride’s Magazine and Modern 

Bride this fall and winter. This spread features Community silver- 

plate and Community stainless. The other three pages will promote 

Heirloom sterling, Oneida solid stainless and Oneida melamine din- 

nerware. Batten, Barton, Durstine & Osborn, New York, 
agency. 


is the 


|NAB Okays New Director Post 
| National Assn. of Broadcasters 
|has authorized employment of a 
fulltime director to administer the 
|code under the supervision of 
| NAB’s vp for radio. The board also 
|approved plans to step up sub- 
| scription to the code by explaining 
its benefits through state broad- 
casters association meetings, 
through sales efforts of the NAB 
station relations staff and through 
a complete presentation of the 
eight NAB fall conferences. 


Crinkle-Tie to Repeat Drive 

In repeating last year’s success- 
ful Christmas promotion, the Crin- 
| kle-Tie division of Chicago Printed 
String Co., CHicago, has signed 
for six November-December par- 
ticipations on the Dave Garroway 
“Today” show (NBC). Chicago 
Printed String manufactures gift 
wrapping papers and ribbons. The 
promotion for Crinkle-Tie rayon 
ribbon will be supported by trade 
jadvertising and point-of-sale 
| counter cards. 
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' | has broadened and realigned 


| marketing. Mr. 


BRR? 


ws 


\Lever Shifts Execs 
in Realignment of 


‘Merchandising Units 


New York, Sept. 6—Lever Bros. 
its 
| merchandising activities in two di- 
| visions, a move necessitated by in- 
|creases in the number and variety 
lof products in the divisions. 

| The Lever division, which for- 


a /merly had two merchandising 
> | managers, 


now has three. They 
are William W. Prout, in charge of 


all washday products; E. L. Whit- | 


iney, in charge of dishwashing 
| Products and household liquid | 
|cleaners, and Charles E. Palmer, 
|in charge of toilet soaps and the 
| Air- Wick line. 

| New merchandising manager of 


3 | the Pepsodent division is Richard 


|E. Baiter, who was formerly mer- 
chandising manager for toilet 
soaps. 

Mr. Prout has been a Lever mer- 
chandising manager since 1954; he 
formerly was with General Foods 
Corp. Mr. Whitney, previously 


'|with Norman, Craig & Kummel, 
F | joined in June, 1959, and most re- 
© |cently was product manager of Lux 


liquid. Mr. Palmer, formerly with 
Whiteford Paper Co., joined in 


|Mr. Baiter was with Standard 


|Brands before joining Lever in 


|1956. # 


|| Libby, McNeill Elects 


Woodworth Marketing VP 


>| Libby, McNeill & Libby, Chica- 
'|go, has elected Edwin B. Wood- 
'\worth a vp, 
'|with jurisdic- 


| tion for national 


Woodworth al- 
|so will head the 
jadvertising and 
| market research 
| departments. 

Since 1958 he 
has been a 
business con- 
sultant, with 
headquarters in 
California. Be- 
|fore that he was with Dole Corp. 
(formerly Hawaiian Pineapple 
Co.), as vp and general sales man- 
ager. 


Edwin Woodworth 


Stop Accidents Drive Opens 
“Drivers kill more children than 
any disease” is the theme of a new 
| Stop Accidents campaign launched 
by the Advertising Council on be- 
|half of the National Safety Coun- 
|cil. The fall-winter campaign is 
|being offered to newspapers and 
\their advertisers, radio and tv sta- 
|tions, networks and sponsors, and 


|to magazines. G. M. Basford Co., 
' |New York, is the volunteer agen- 


|1952 and has been merchandising | 
| nkanager of the Pepsodent division. | 
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Herbert Carlson, 
Agency President, 
Dies Suddenly at 51 


INDIANAPOLIS, Sept. 7—Herbert 
A. Carlson, 51, president of Carl- 
son & Co., and veteran agency ex- 
ecutive, died suddenly in his home 
here Sept. 2. 

Mr. Carlson entered the newspa- 
per field at the age of 20 when he 
took over the 
publishing of a 
country weekly 
newspaper in 
Nebraska upon 
his father’s 
death. 

He entered 
the agency field 
in 1939 when 
he joined Bozell 
& Jacobs, Oma- 
ha, as an ac- 
count executive. 
He was vp and 


Herbert A. Carlson 


Shreveport office before moving to 
Chicago where he joined Henri, 
Hurst & McDonald. 


= Mr. Carlson also worked for Leo 
Burnett Co., Grant Advertising and 
Christiansen Advertising Agency 
in Chicago before he switched to 
Applegate Advertising, Muncie, 
Ind. After three years with that 
agency, he and four other Indian- 
apolis admen founded the Carlson 
agency in 1958. 

He was a member of the Indian- 
|apolis Advertising Club, the Press 
Club,. Sales Executives Club and 
| Assn. of Industrial Advertisers. 
| 


PHILIP E. JOHNSON 

HACKENSACK, Sept. 6—Philip E. 
Johnson, an account executive 
with the Branham Co., New York, 
died Friday in Hackensack Hos- 
pital. 

Mr. Johnson, who had been with 
Branham for 35 years, had repre- 
|sented the company in Philadel- 
|phia, Baltimore and Washington. 


i 
eS 


Assn. of Newspaper Representa- 


tives. 


E. S. UNDERHILL 

Corninc, N.Y., Sept. 6—E. S. 
Underhill Jr., 70, co-publisher and 
treasurer of the Corning Leader, 
died yesterday at Corning Hos- 
pital after a brief illness. 

Mr. Underhill was a director of 
the First National Bank & Trust 
Co., New York, and a member of 
the Finger Lakes Parks Commis- 
sion. 


GEORGE E. SIMONS 

New York, Sept. 6—George E. 
Simons, 52, a vp of Benton & 
Bowles for the past four years, 
died yesterday of cancer at New 
York Hospital. 

After attending the University 
of Michigan, he joined General 
Electric Co. in 1930 as a publicity 
representative in Chicago, advanc- 
ing to advertising manager of Gen- 


eral Electric X-Ray Co. Later he} 


was the company’s ad manager for 


He joined the Crosley division 
of Avco Mfg. Corp. as national ad 
manager in Cincinnati in 1949. 

Before joining Benton & Bowles 
in 1957, where he was supervisor 
of the Schick electric shaver ac- 
count, he had been vp in charge of 
sales for John Sutherland Produc- 
tions, and a vp of Kenyon & Eck- 
hardt, in Chicago. # 


Railroad Ad Managers Open 
10th ‘Golden Spike’ Contest 
Association of Railroad Adver- 
tising Managers, Washington, is 
now receiving entries in its tenth 
annual “Golden Spike” advertising 
awards campaign. The award is 
presented each year by the ARAM 
to the advertiser outside the rail- 
road industry who, through the 
use of any advertising medium or 
combination of media, is judged 
to have made the most outstand- 
ing contribution to a better under- 
standing of the importance of rail- 
roads, or whose advertising has 
directly or indirectly helped to 
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traffic. 

Advertising appearing between 
Jan. 1 and Dec. 31, 1960, may be 
entered. Entry blanks may be ob- 
tained by writing John N. Rags- 
dale, advertising manager, Asso- 
ciation of American Railroads, 
Transportation Bldg., Washington, 
D.C. 


L&N Names Three VPs 

Lennen & Newell, New York, has 
advanced three copy supervisors 
to vps. They are S. Brooke White, 
William W. Suitt and Daniel C. 


SIGN HOLDERS 


TRANSIT BUS STYLE FRAMES 
for changeable copy PHOTO 
ADVERTISING CARDS > FREE Aisux 


THE YARDER MANUFACTURING CO. 
724 Phillips Ave. GReenwed4-5471 Toledo 12, Ohie 


manager of Bozell & Jacobs’| He was a member of the American |major appliances. promote rail freight or passenger 
‘ ~ 
é 
, wy c> saa { 
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1959 lumber, building, hardware store sales: $83,465,000 © 


With lumber, building and hardware store sales exceeding seh « 
million last year, San Diego ranked 11th among the nation's 
200 leading counties — outdistancing markets like these: 


Sista ibdaivtdedepssesdpanteeiars $79,440,000 
bes anédonedivespicaliiiiee $71,821,000 


KING (SEATTLE), WASHINGTON 


DADE (MIAMI), FLORIDA 
PHILADELPHIA, PENNSYLVANIA 


DALLAS, TEXAS 


% 


y 


_ 


ATS APR 


Two daily newspapers — The San Diego Union and Evening 
Tribune — serve the important San Diego market. Combined 
circulation is more than 200,000 (227,678 ABC 3/31/60). A 
Facts Consolidated survey shows family readership (evening- 
and-Sunday combination) of 86.9 per cent. 


SALES ESTIMATES COPYRIGHT 1960 SALES MANAGEMENT ‘SURVEY OF BUYING POWER’’ 


The San Diego Union | LVENNG TRIBUNE 


“The Ring of Truth” Coplay Newspapers 


4 15 Hometown Daily Newspapers covering San Diego, California — Greater 
Los Angeles — Springfield, Illinois — and Northern lilinois. Served by the 
p Copley Washington Bureau and the Copley News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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DISPENSER—Campana Corp., Batav- 
ia, IU., is offering dealers this gold- 
en wife dispensing rack for its 
Bantron smoking deterrent tablets, 
as it starts off new advertising for 
the product. H. W. Kastor & Sons, 
Chicago, is the agency. 


Sponsors Line Up 
as ‘Queen’ Moves 
Over to ABC-TV 


New York, Sept. 7—When the 
long-running broadcast attraction, 
“Queen for a Day,” moved to ABC- 
TV this week, there was standing 
room only for sponsors. Edward | 
Bleier, vp in charge of daytime | 
sales, reported that except for a 
few isolated spots the show is sold 
out through December. 

ABC sewed up the rights to this 
audience participation show a few 
months ago when the network 
learned that NBC had not renewed 
its contract with the producers of 
“Queen for a Day.” At first there 
were indications that NBC would 
fight to hold on to the telecast un- 
til January, 1961, but NBC decided 
not to fight to retain Jack Bailey’s 
prize program. 


s Among the participating adver- 
tisers for the ABC version of 
“Queen” are Hartz Mountain Prod- 
ucts, General Mills, Ex-Lax, John- 
son & Johnson, A. E. Staley Mfg. 
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Co., Borden Co., Lever Bros.,|jclude re-runs of “The Texan,”)and NBC. \shows for still further reach. A 
Chesebreough-Pond’s, Noxzema|“Road to Reality,” dramatized ver-| The network is placing heavy |bonus of one minute is offered for 
Chemical Co., Minute Maid Corp.,|sions of group therapy sessions,|emphasis on its commercial dis- | every four minutes bought. # 
Sterling Drug, Armour & Co., Bon|and a morning edition of “Day in| persion plan, which is designed to | 
Ami Co., General Foods, Coty and |Court.” spread the advertiser’s dollars over |Deming Joins Colorado Daily 
Dow Corning Corp. as much time as possible. Under Walton F. Deming has been 
ABC is making a special effort) s To attract daytime advertisers,|the plan an advertiser buying the |named advertising director of the 
to improve its competitive position | ABC is stressing (1) share of audi- | equivalent of a quarter hour (that | Daily Sentinel, Grand Junction, 
in daytime programming this fall.|ence gains in the recent rating re-|is, three minutes of commercials) | Colo. 
Like the other networks, its day- | ports and (2) price advantages.|may place his commercials, if he| Mr. Deming succeeds Al Look, 
time schedule has been revised: |The salesmen quote an estimated | wishes, in three different programs | who will retire Sept. 1. Mr. Dem- 
The ABC programming day starts |average-per-minute cost of ap- ‘on three different days of the |ing for the past two years has been 
an hour earlier, at 11 a.m., EDT. proximately $2,250, which is a good | week. He also may cross plug two | director of advertising for Gibson 
New shows on the schedule in-!'deal lower than the costs on CBS/|of these commercials in two other | Publications. 


mviting us back for 


in Westchester 
these is important 


DETROIT. . .WJBK 


| CLEVELAND .. .WJW DETROIT....... WJBK-TV 
WESTCHESTERS MORNING NEWSPAPER Radio TOLEDO...wSPD oe CLEVELAND... .WJW-TV 

ILY TRADER | WHEELING ...WWVA Television  wLWAUKEE.. WiTI-TV 
DA | PHILADELPHIA. ...WIBG ATLANTA...... WAGA-TV 

ch St, White Plains, N. Y. MIAMI...WGBS TOLEDO........ WSPD.-TV 

55 Chur | LOS ANGELES... KGBS 

REPRESENTED NATIONALLY BY | 

RALPH R. MULLIGAN 
NEW YORK.CHICAGO.DETROIT-LOS ANGELES 
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Cremin Joins McCann 


Robert H. Cremin, formerly ad- 
vertising product manager of Sun- 
beam Corp., Chicago, has joined 
the Chicago office of McCann- 
Erickson as a member of the 
Brunswick Corp. account group. 


Keyes, Madden Elects Allrich 
Robert W. Allrich has been elect- 
ed a vp of Keyes, Madden & Jones, 
Chicago. He joined the agency a 
year ago. 


Brown & Bigelow 
to Sell Specialties 


to Consumers 


MINNEAPOLIs, Sept. 6—Brown & 
Bigelow advertising specialties, 
hitherto sold only to business men 
for promotional uses, may be avail- 
able in the nation’s supermarkets 
after Jan. 1. 

Playing cards and greeting cards 
are likely to be the first items of- 


fered as the St. Paul company, ac-| fore the company’s salesmen, the 
quired in April by Standard Pack- |chamber of commerce and the Sales 
aging Corp. (AA, Feb. 1, 60), New | Executives Club, Mr. Chandler 
York, moves into the mass mer-|said the retail sales program will 
chandising field. |be in writing by Sept. 15 and in 
R. Carl Chandler, 42, who dou- | operation early in 1961. 
bles as general manager of Brown | 
& Bigelow and board chairman of|s# He said he is directing the pro- 
Standard Packaging, said he hopes | gram personally because, “I didn’t 
the new marketing strategy will| want to upset the cart at Brown & 
double Brown & Bigelow’s $50,-| Bigelow and because I have the 
000,000 annual sales volume within | authority to do what I want.” 
five years. The retail marketing, he said, 
In St. Paul for appearances be-/ will call for expansion of the com- 


From the Roaring ’20’s to the Soaring ’60’s, millions of people* have been invit- 
ing Storer Stations back. Such loyalty didn’t come on a silver platter. It had 


to be earned, over the years. 


| 33 years 


To succeed in broadcasting, we knew that we had to do 
two things: First, get invited into as many homes as possi- 
ble. Second, keep getting invited back. 


Only through awareness of what its particular community needs and what 
most folks want, can a station operate in the best interest of all. 


Storer Stations work hard at it. That is why all of them have large, loyal audi- 
ences who respond to advertising messages. Why not check into it — today. 


“(Covering over 40,000,000 daily) 


STO R E R Broadcasting Company 


33 years of community service 


NATIONAL SALES OFFICES: 625 Madison Ave., N.Y. 22, PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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pany’s 1,000-man sales force and 
purchase of new equipment to 
handle varying grades of stock. # 


Haire Boosts Two; Sells 
‘Furniture Retailer’ 

Haire Publishing Co., New York, 
has promoted John J. O’Brien to 
western ad manager of Housewares 
Review..He formerly was a repre- 
sentative for the publication. Rob- 
ert C. McClain has been named 
midwestern advertising sales man- 
ager of Haire and will supervise 
sales on.all 11 Haire publications 
in midwestern states. He formerly 
was publication manager of Fur- 
niture Retailer. Both are in Haire’s 
Chicago office. 

Haire has sold Furniture Retail- 
er, monthly. trade publication in 
the home furnishings field, to Pro- 
duction Publishing Co., Nashville, 
publisher of Furniture Production 
and the “Blue Book,” a trade di- 
rectory. The Nashville company 
will start publication with the Oc- 
tober issue. 


Takin 
Brewing Co. 


Sgt. Ernie Bilko (Phil Silvers 
promote Black Labei 


And they’re backed 


.- KEEP IT UP...WITH KLEEN-STIK 


fi 
Mgr. ena 
of Merrick Litho Co., Cleve 


tion. 


sg GET IT UP. 


, . 
ORLD'S MOST VERSATI 
‘CELF-ST! “ing ADHESIVE 


IDEA NO. 177 


KLEEN-STIK Was Here, Too! 


a cue from mythical 
“Kilroy” of Army fame, Carling 
of Cleveland uses 
to 
Beer. This 
clever die-cut series shows a fence- 
peeking Bilko in a variety of hats. 
with strips of 
Kleen-Stik —the modern, self- 
; sticking, moistureless adhesive that 
ets displays up and keeps ’em up! 
P. J. Bi Carling’s Mdsg. 
res. Bob Pegstagtes 
nd, 


joined forces on this pert produc- 


IDEA NO. 178 


K-S Joins Chain Gang 


In timber country, it’s important 
to know where saw chains are 

and serviced. So OREGON Saw 
Chain Div., OMARK Industries, 
Inc., Portland, identifies its dealers 
with this Kleen-Stik decal. On 
weatherproof Mylar, it applies with 
a quick, easy peel-an’-press to store 
door or window. Conceived by Adv. 
Mgr. Don Walker, handsomely 
executed by Artist Dale Franzel 
and Prod. Mgr. Bill Mathis of 
William Winter Adv. Agency, 
and colorfully produced by Gil- 
lespie Decals, I 


ne,, Prexy Bob 
Gi 4 and Sales Mgr. John 
e 


Here... there .. . Kleen-Stik 
signs do a bang-up selling job 
everywhere. Ask your printer, 
lithographer or silk-screener 
to show 
direct. 


you ideas—or , Write 


PRODUCTS, INC. 
7300 West Wilsen Avenue 


| Cheese 


"'dN 1! 439 


“dn 1!i d33y* 


MILS-N337M HLIM'* 


te en : Reo, ee ees ri) he an ie. eee Se Fe . . aa z a ae a ey eee ss ty 4 
“ ew iss aay j ters — Ete ba sae aaa oie : iseg % oe me -; Canes, 
ee i ee oo, a ia a 2 i ne : § as : ess a eth ae ae ae er ‘ : rae ey tg 
STINE May Ye : ae , a Paresh ecoregion mar ie ee ee ss i ae Bas tie ig a . 
v 36 ae 
q } 
iia ee ws 2 
‘ i od: * 
; Te Meditate. 
: Cr ee 
Wes ee i. a! ae 
yee ee 2 
ci a ea 
/ ast me ins Page 
eee ar ics om 
x = ee a4 ee aa 
ee pint ig! 
ae. | ‘ 
Ear 
We 
iNie-daeearty 
sy ee 
ed ag 
we ee 
shen i 
; Si ea 
‘ . 
pa cea : oa 
RE | ae Reis 
eee Fa 
no oe + tt 
e e a 
. s nae | *. 
re % * Re ’ 
, a ; me ; ®) Se 
tt ae | with 3 
‘ ei P . a “gee 
5 ge —- sti i. 
a eS, 4 2 een- okey 
ae = 7 Ss er cf < 
| = ai’ OREGON Wa OREGE aes 
" . =a Vans aie ere 
= ee ed eee ’ J . noe 
Be. ae . \ 2 : : / oe 
a i: He. \ ae en \ x pai P 
Stree Bs =r. i” P , . fie é ae ee ITS 
Seree = i ernie stele HO | y a 
fi by ic Se ii linge \ $;- : ? nos eS a oe 
fe ea gor y @ : \ is “y Bo 17 Se ; Rae , | top 
ovale . < = : i 2 ne 2 ie « , Pers > 
25 Sais y . * o> és : 7 ae ti es 43 « ay ts BiLe Wie Y ps Md 
v Ree Fut oe . ‘ a ‘3 eS AVG @ ? . : : 
he a es . er ais hag >) r py e | ‘Ree ao wu 4 
lage Geet ik re “2 is Bs, Sy = a Oe od Ros | : 
any ei) SED Bat wach) a” amir Yew . ca fy 7 ~* 7 . f 
bl ies ©! o> ltt fie Demat, Se ao, me Vee Jae aes : , } Naat eae es 5: 
oe y Mah Werte’ Sie . Mc < See a beac aig nae , I 
aero, ar. ae. ae ae cats \ Nailin — Bete ey tag ‘at — | Ae 
game Be ieee otter Bets Pout : ‘ 4 ae peas de ih oP ‘ - 
cf fon ao! 2 Sia ees Kies i a pe Ee . 5d Sa St ee eran gee a g ite 
; ie, ie, ea PA, Oe a ee EN ae ; r 
“ Vie. ree co hie aN Bere mie co Lane sae pocms , 
mie Et i 2 ny ae : ~ oe ; =» ~ ~ ica el eee i % ' Aue PAG 
Pati ae: A Peey 4 Pag aahe oe Ge a _§ va aN : gr 
Pee tes oe fre z Fier BEd fn Lian <ire7(Gs. llea e R ‘ a eee sec ee ees 
pss aN = . See . “ wae . ra PRE ear ue eS al ate ot pe: OE eS ene ke em wares A Baye 
remeron - Ih ae ee E. % a z - eee cunt ; i ae ‘ ~ eas eee eee =i 
Se ae es oe ean. , + EN - ce ia ‘ a ie ar ae ie 4 oF 
weet bias eur ee es a ee, = oe: ee acm, ky ‘ 5% sce vy ae ie ae i eae 
hae Pee fa ee al ‘ as pate Ss oe i i ae i Of aatl pis 
F ete « Os Pe: <a ip : Ns SR Re beast ES : Nea ; ; e 
Leama 3! 2 wats ei oe sant 3 ————o * Desig a ideal ne aire Mes PI 5. ene e. oe es 
mei en oe, Be eS ty . a Lid = ay, ft a a liar ey 3s ee Rg. / eo "4 
ee $ me. ne 4 in Rist * G ‘ ee. f ma. 
tnvage a soe % eo ae cot sae AI . as 
2 aes ete il Se ee Arete Lae ts “ Pash eae 5 " ‘ f of. 5 
i. 7 ee ae ie. pies re Brae ee ecient: oD ree r 7 ee is 
URROMENRS 6c) 8 Sie ice a | a . ee ‘ SS i ein ieee: oS uate a ire  . i ee - 
Pa. 3 ae Roepe teehee " COT hae”? Se i ameter eres 2 ee ga aaa ee a = aN 
ma ae ree... Se RN, I ng.) ee reece a —_ 
Bremer Sot OE Se i Er ; Piglet ei eee itt i nel ne cee. (CS Se ee oe me 
PME. fo he males re ea) ee Se it ag | Oca pean anne gael Ao rae cr ean ey vara S & a Pali a a 
Pe ee: ev ty fy gk med ORR her a8 Go Ee eae mee aires fy ee Oi ite ae aes : 
So oe spit pn tia Mee Sa is Wea leer Naa! (°o-\ Ra aren Ace abies aaa: f ; 
Sete, een a a Ape epi cer aa es ig me ag : oe ee ; 
Cex aihae i see <n Canetye bagt 4 Naa oe) Tat aber os : 2 ‘e 
ieee fae : an fe * an — : 
me? oie a : s haere mee eae ah ius i z 
2 en ; st " 5" Uh A mae 3 . 9 ee oe is: 
ae ne , easy resin orig ; i : ee oa ee : 
a is NG eR ra i : eet me es Ce ee ks ee | ee eee 
Rates ame ir : > Bs é ab tice ene es 3 MM Scr er eR as Peer me aalais aaa . 
Pears” oe seer Grey a en met ed ase cee inl : ap aie ler 3 Gran = ty, Sep 8 AE PR at AE bee ee Spee 
Cee eS Aon eee Pit ke hae ae ae ae Sy a le REE <4 Seah : eens i ——— eee cr < “ eal nN 
; : ‘ . 4 
i = =: te <5 ¢ ~ 
‘i . ‘ghee on ee | 
i | ry g 
Ss fi eat os ‘ ed. i 4 : 
iS i PR Set lan j : - ee 4 a Beas ees a re seis ails aeiallite tsatieliinn meted 
ve: SPY gM UN reek ye oe a 4 i eC eae ee Bia a ne: 
Par eager e. ea ‘ - De Nile tage ecnati S Pea Sica , i est)... ie . ne ee 
‘ EAE. Sethe De Sa ea +. Be i he ae ae na Ee, op erg Pie. ee phen ee 
nen tN ain ae ee cc at ae BS) opine yr ee ea ee , : eae +e ee pA ab a 
ge fo ‘ Gout ROM Geetuerio So Rte Bie os Tar ae te ie | pe ere 4 - a oS) oes Sele ctS a 
Abs ; eee aged eer Ge heuer enue ies 8 Si se a oma diss PS Cees ‘ ; =S 2 a ee Up pe AMS em 
" a ' he ap. ee pe eee eR A Gert ie es eee ae — 7 Pa Be powere 4 taebtt aia 
aa Be ics ine WEL. Sc tie eR re nei eer hie eee : ——— jf “oe ee ie ae aPest oe 
- , onge re eg tee ab aces £=S ie. x ee | §: pe.. ea ats 
ms B, fe OE eae ae ¥ ~ * P22, tue ae e = 
4 Sg oe eee Ros Ae en yt Min : Re ae NE Pee? Pak copes . 
i ERIE SE IRR EO . - Beek pee a El BORE Ae ee - ; ® pe eee _eovicté 
ih ge saLes Pay pees er 
ee oy ee aed 
ae rae EON 
a TAL ie AY 
I” tr 
eke " a 
Fe ire ct 
sh ay Se 
22 3 BR me ake tas 
perky cn S en i 
fee | el 
aes: ’ nee >.) 
. pei ‘ a aries 
Bas aks { 
a ne 4 | 
¥ | 
| 
‘ | 
| 
iM } 
ao Pees: | 
enn E, | 
ee! ' 
pate! 4 | 
coe: 
en : 
_ : eee 
eee 2 
i } 
| 7 
: ! . 
a 
Be | ok 
| | teers 
: ti " ais esd act 
| iy 
( mk een-S : 
ee 
1 
| 
. incaes ; ! ee 
; ‘ ; es 
. 4 as ot <r 
bes ‘ mee. 
> - ao 
; : ie 
ee eo ge hg ~~ = ae F wrk % : - a = hte .t Pera pt Romanians Me ¥ Ms - 
Ghote ee ee eee 6 apo to aoe aca i i i ae Ce RRS as La BOR I to ak Sr 
- at Sie ea! a ‘ Ege te ere ae SA Me on See 
a : jens A 
te Shas hos. Sag 
oi ee oR NS hg eek ik SN pb Nha eee eSB La ON 
DRrOr aeote eae Rete i ac Nee bait = tele 
RM ee pigs pyle teen’ SOs A hai eke oe ae REN Nea le b> Mae pe RR 2 Cadske Re ate are 
aE a NEAR IE) aes pa ta alg Ble a Esse Vie a ONY eocet ivy ML er bie ag, ep 
Sp a AAR Os ten Rie Pg Re alle SB PTA eee Ss Jae SS as > ee el er, ed 


128 


PHOTO REVIEW 


Salvatore Tucker 
STRATEGISTS—Going over layouts of the Daily Trader, a new morning 
newspaper in New York’s Westchester County, are Victor Salvatore 
Jr., editor; Leonard R. Levine, retail ad manager, and Carll Tucker 
Jr., publisher of the White Plains daily. The newspaper will bow on 

newsstands Sept. 26 with a circulation of 15,000. 


Levine 


GIANT GREETING—/J. L. Rayniak, exec vp, Outboard Marine Corp., 

Waukegan, Ill., conceived this 24-sheet poster in the business dis- 

trict as a giant birthday card for his wife. The poster ran as a “teas- 

er,” with first the A’s, then the H’s and finally the whole message 
appearing. 


Jordan 


Riddell 

CHAt—Gathered for a chat at the ABC Radio Net- 
work affiliates meeting in San Francisco were net- 
work executives: James Riddell, vp in charge of the 
western division, and Edward Pauley, vp in charge 


Meyer Pauley Hogg 


of the radio network; and affiliates of the network: 
Maitland Jordan, KOMO, Seattle; Lynn Meyer, 
KALL, Salt Lake City, and John Hogg, KOY, 
Phoenix. 


Donnelley Vanderklott Patterson Babcock Seyfarth 


QUARTER CENTURY—TWenty-five years and $32,000,000 later, execu- 
tives of R. R. Donnelley & Sons Co. and the Farm Journal Inc., get 
together in Philadelphia to mark a quarter-century of printer-pub- 
lisher relationship. Pictured above are Gaylord Donnelley, president, 
Nick Vanderklott, vp executive sales, and Hugh Seyfarth, account 
executive, R. R. Donnelley & Sons Co.; and Graham Patterson, pub- 
lisher, and Richard J. Babcock, president of Farm Journal. 


GOURMET—The impeccable Arthur 
Treacher will be featured by Gen- 
eral Preserve Co. in a fall cam- 
paign for Honeydew brand pre- 
serves. Newspapers, subway post- 


NEW TRADEMARK—Stonecutter Mills, 
distributor of Veriset fabrics, is 
adopting this little figure of a sen- 
eschal (a steward of a prince’s 
household in medieval times), 
called “Keeper of the Crease,” as 
its trademark. It will be used in 
advertising and on garment tags. 
North Advertising, New York, is 
the agency. 


ers and trade advertising will be 
used. Charles W. Hoyt Co., New 
York, is the agency. 


Tiers Rambo 
TV SYMBOLS—William Y. E. Rambo, advertising manager of the Proc- 
tor-Silex Corp., Philadelphia, displays the company’s tv commercial 
cartoon characters, Mildred and Albert, to eastern regional sales 
manager Joseph Tiers. Having made their debut on one station five 
years ago, the cartoon couple will expand their tv schedule this fall 
to include participations in six NBC daytime shows, running Sept. 
12 through Dec. 1. Weiss & Geller, Proctor-Silex’s agency, is ready- 
ing new commercials for toasters, irons and “Flip-Top” ironing 
tables. 
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] Red 


AND THIS..." “ 


Another month, another record-breaker. July Redbook was the eighty-first consecutive issue to set a TELLS OF 
new circulation high for the month. ’Way back in October, 1953, Redbook’s circulation started going FOR HER 
up for the long count, beginning the lengthiest string of circulation gains in publishing history. And CHILDREN 
you know who’s pulling the string: Young Adults. They’ve chosen Redbook as their special magazine, SOTHERS | 
pushing up the circulation guarantee 59 per cent in the past five years. Advertising has kept pace. 
Redbook’s display linage has climbed each year for seven years, as advertisers rush to reach the 
market that rushes to Redbook. Are you reaching the market that really counts? Try Redbook... the 


magazine that counts more every month. New Guarantee: 3,350,000 effective January 1961. 
REDBOOK The Magazine for Young Adults. 230 Park Avenue, New York, MU 6-4600—and Chicago, Boston, Los Angeles. Another exciting publication of THE MeCALL CORPORATION 
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Vick Is Renamed |Riegel Paper Adds Two; promotion. headquarters at 221 N. Robertson | associate manager for the New 
: — ~~} Promotes-Hollingsworth --~|-~Mir-~Wiebler-formerly -was~ arn} Bivd., Beverly~ Hills:” The* new | York advertising sales office of 
Richardson-Merrell Harry G. Wiebler has been| advertising specialist for E. I. du) agency currently is billing more |The Saturday Evening Post. 


Pont de Nemours & Co.’s cello-| than $1,000,000. Mr. Marks and 
phane division. Mr. Courtenay pre-| Mr. Rifkin are participating equal- 
viously was assistant advertising | ly as administrative officers. 


manager of Waring Products Corp. 
Jenkins Joins Naegele 


named product advertising man- 

New York, Sept. 7—Vick Chem- | ager for flexible packaging materi- 
ical Co. plans to change its name to| als of Riegel Paper Corp., New 
Richardson-Merrell Inc. | York. Russell Hollingsworth, for- 
Smith Richardson Jr., president | merly assistant advertising man- 


Berio Import Names Braco 
Berio Import Co., New York and 

Boston, importer of Filippo Berio 

100% Italian oil, has appointed 


of Vick, explained that the present | ager, 


name reflects only the company’s 
proprietary drugs, while ethical 
and veterinary drug sales now ac- 
count for 43% of Vick’s volume, 
compared with 29% five years ago. 

He also noted that chemicals and 
plastics now amount to 12% of 
sales. 

Stockholders are expected to 
approve the new name at the an- 
nual meeting Oct. 18. 

The new name combines the 
names of the founder of Vick, 
Lunsford Richardson, grandfather 
of the current president, and the 
founder of the Wm. S. Merrell Co., 
Vick’s first acquisition in 1938. 

Merrell, Vick’s largest ethical 
drug subsidiary, was founded in 
Cincinnati in 1828. It is still head- 
quartered there. 

Vick, founded in 1905, was 
named for Joshua Vick, brother- 
in-law of Lunsford Richardson. 


® Vick today also released sales and 
earnings figures for its fiscal year, 
ended June 30. Both reached rec- 
ord levels. Sales mounted 14.8%, 
to $132,288,297, and earnings 
soared 18.3%, to $14,380,848. # 


Launch Ad Push for ‘Alamo’ 

Actor John Wayne’s Batjac Or- 
ganization and United Artists have 
launched a series of page display 
ads in 35 newspapers in 12 major 
markets in the U.S. and Canada 
promoting Wayne’s new movie, 
“The Alamo.” The 12 cities in- 
clude New York, San Antonio, 
Houston, Dallas, Montreal, Toron- 
to, Philadelphia, Chicago, Los An- 
geles, San Francisco, Oklahoma 
City and Tulsa. The world pre- 
miere of the show will be staged 
Oct. 24 in San Antonio. 


Pantex Acquires Tel-A-Sign 

Pantex Mfg. (Canada) Ltd., 
Montreal, has acquired a substan- 
tial interest in Tel-A-Sign Inc., 
manufacturer of plastic illumin- 
ated point of purchase advertising 
signs. Tel-A-Sign sales in 1959 
were $2,500,000, and sales in the 
first quarter of 1960 were $1,111,- 
975 compared to $700,424 for the 
same period in 1959. 


So much 
ore-- 


m 
at the Commodore! 


Tough client session? Relax... 
with the biggest 'n best drink, 
by a master mixer, at the largest 
bar in New York! More of every- 
thing—five wonderful restau- 
rants, top service, central loca- 
tion. Without doubt, there’s... 
30 MUCH MORE — AT THE COMMODORE! 


HOTEL COMMODORE 


42ND ST. AT LEXINGTON AVENUE N.Y. 17,N. Y 
MUrray Hill 6-6000 A ZECKENDORF HOTEL 


has been named. product 
advertising manager for printing, 
industrial and business papers, 
and David Courtenay has been 
named to handle Riegel’s pulp, 
paperboard and folding carton 


Marks, Rifkin Merge Agencies 

Sheldon Marks Associates and 
Sherman Rifkin Advertising, both 
of Beverly Hills, Cal. have 
merged. The name of the combined 
agency is Marks/Rifkin Inc., with 


J. Burr Jenkins has been ap- 
pointed eastern sales manager of 
Naegele Outdoor Advertising, and 
he will head up Naegele’s new 
New York office at 717 Fifth Ave. 
Mr. Jenkins previously was an 


Braco Associates, New York, as 
its new agency. Berio said the ac- 
count formerly was handled by 
Mogul, Williams & Saylor and the 
James Russell agency, both of New 
York. 


“Cheer up, Joe, you never had SPAM for breakfast in bed . . .” 


Though millions swore off it for good, 
this product found a new way to higher sales 


How SpamM—cussed and discussed by GI’s the 
world over-—is today gaining an even bigger 


market than ever before. 


One of the best known symbols of World War II was 
Spam. It traveled around the world to war-torn coun- 
tries fortunate enough to receive SpaM as part of Amer- 
ican lend-lease. But GI's, with a contempt bred by over- 
familiarity, would tell you that “Spam is ham that didn’t 
pass its physical.” And, at one time or another, millions 


vowed never to eat another bite. 


Perhaps they didn’t count on the healing effects of 
time .. . or perhaps they really had a hidden fondness 
for Spam. But, only a few years after World War II, 
SPAM was once again a family favorite. By 1958, it was 
the most popular 12-ounce canned meat on the market, 


accounting for 41% of all sales in its field. 


. 


But where, Hormel wondered, could it go from there? 
And how could it best meet the heavy competitive fire 
always directed at the top product? 


At that point, Hormel and its advertising agency, 


the saga of Spam. 


Flavor-Sealed division: 


Batten, Barton, Durstine & Osborn, turned to Reader’s 
Digest. And so began another remarkable chapter in 


Higher sales by the advertisement 
Says R. D. Arney, vice president in charge of Hormel’s 


“Even in the face of a then declining market for 12-oz. 


of market to 45%.” 


For Dinty Moore Beef Stew and Mary Kitchen Roast 


canned luncheon meat, Spam sales went up. In 1959, we 
advertised Spam five times in the Digest and sold 
6,600,000 more cans than in the previous year—or 
1,320,000 more cans per advertisement. In total volume 
that meant an increase of over 10%. It raised our share 
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Advertising Age, September 12, 1960 


‘Cue’ Names Scolaro 

J. Ray Scolaro Jr., formerly 
Michigan ad manager of the Chi- 
cago Daily News, has been named 
midwestern sales manager of Cue, 
headquartered at Detroit. This is 
a new office. 


WKENB Names Hollingbery 

WKNB, Hartford, Conn., previ- 
ously represented by Daren F. 
McGavren Co., has named George 
P. Hollingbery Co. as its national 
representative. 


Gardner Discloses 
Unusual Role in Sale 
of Olympics to CBS 


New York, Sept. 6—Gardner 
Advertising Co. has revealed the 
key role it played in bringing the 
1960 summer Olympics to Ameri- 
can television audiences. 

In mid-1959, Giancarlo Rossini, 
Gardner account executive for 
Alitalia, opened talks with the 


Italian Olympic Games national 
committee. These resulted in Gard- 
ner’s being named U. S. tv sales 
representative for the internation- 
al"*sports meet. Mr. Rossini and 
Roland E. (Chic) Martini then be- 
gan to negotiate with the networks, 
and closed the sale to CBS-TV for 
a reported $500,000 to $600,000. 
Gardner believes this is the first 
such assignment ever handled by 
an agency. Gardner had no clients 
directly interested in this tv spe- 
cial, but the agency was paid a 


sales commission by the Italian 
Olympic Games Committee. # 


Kennedy Opens Own Studios 
Dennis M. Kennedy, former 
president, has sold his interest 
in Christensen-Kennedy Produc- 
tions, Omaha, to open his own tv 
commercial production studios, 
with offices at 7427 Rogers Rd., 
Omaha. The Christensen-Ken- 
nedy studio will continue under 
the direction of Raymond J. Chris- 
tensen, one of the founders. 


“Easy, son—your Uncle Joe and I haven't had seconds on SPAM yet.” 


Beef Hash, Mr. Arney reports equally satisfying results: 


“These brands have been faced with more and more 
competitors—most of them selling at lower prices. By 
using the Digest we reach a huge and prosperous audi- 
ence that is interested in quality—and can afford to pay 
premium prices for our top-grade products. 

“As a result, we have held our share of market from coast 
to coast. And this tough competitive job has largely been 


done through the Digest.” 


In 1960 Hormel is again putting the largest slice of 
its advertising in Reader's Digest. 


Same advantages can work for you 


Your company can benefit from the same advantages 
that are making Hormel’s advertising so effective. For 
example, because of the wealth of stimulating reading 
in the magazine, the typical Digest reader looks into 
each issue about five different times. Result: 


Reader’s Digest also offers 
these other exclusive advan- 
tages to help your sales: 

1. The largest proven audience 
of readers. It is larger than any 
other magazine, larger than any 
newspaper or newspaper supple- 
ment. More people read the Digest than look at the average 


nighttime network television program. 


This audience of 35 million people will look at your owa 
advertisement—in one issue—over 60 million times. That’s 
double the chances to sell that you would get in the other 
leading magazines studied in the latest Politz research . .. 
giving you a significant cost advantage. 

And the advantage over TV is even greater. For each 
thousand chances to sell (or “exposures”), the cost is less 


than half that of television.* 


*Based on the costs for a black-and-w 


white page 


2. The largest quality audience that can be found. More 
people with greater spending power read the Digest than 
any other magazine. And you will find that the higher the 
income group, the greater the Digest’s share of the audience. 


3. Discrimination in the advertising accepted. The Digest 
alone of major media accepts no alcoholic beverages, no 
tobacco, no patent medicines. 


4. Belief in what the magazine publishes. People have faith 
in its editorial and advertising columns alike. 


in Reader's Digest and a 
program. 


1-minute commercial on the average nighttime network television 


People have faith in 


eaders Dige st 


Largest magazine circulation in the U.S. 
Over 12,000,000 copies bought monthly 


ON eS ERR 


DI BUON GUSTO—Contadina Foods, 
San Jose, Cal., will use newspapers 
extensively for a new campaign to 
promote its packaged pizza miz. 
Large space ads will run in 31 
markets from September to Febru- 
ary. Cunningham & Walsh, San 
Francisco, is the agency. 


Film on Latex Rubber Bows 

A 13-minute film on latex foam 
rubber, titled “Living on Air,” has 
been completed by the Latex Foam 
Rubber Council, in cooperation 
with the National Assn. of Manu- 
facturers. It is being put into na- 
tional tv distribution as part of the 
NAM’s “Industry on Parade” se- 
ries of tv feature newsreels. 


‘Institutions’ Names Shaw 

Domestic Engineering Co. has 
appointed Howard Bernard Shaw 
sales manager of Institutions, Chi- 
cago. Mr. Shaw was formerly ad- 
vertising and sales promotion 
manager of Science & Mechanics 
and midwestern advertising man- 
ager of Photographic Trade News, 
both of Chicago. 


Ahern Joins Chapman-Nowak 

Richard J. Ahern, formerly 
with the Eastman Kodak Co., has 
joined Chapman-Nowak & Asso- 
ciates, Syracuse agency, as re- 
search assistant to the director of 
copy. 


| 4 BRIGHTER, r 
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YOU ARE INVITED BY 


MEN’S WEAR MAGAZINE 
TO SEE HOW 
TIMELY CLOTHES 
SELLS THE MEN'S WEAR RETAILER THROUGH 
A 14 PAGE ADVERTISING SECTION 


IN THE SEPTEMBER 2ND ISSUE 


Gillette Pushes 


Right Guard in 


Series Coverage 


10-Week World Series 
Promotion Budgeted at 
Hefty $4,900,000 Figure 


Boston, Sept. 8—Gillette Safety 


Razor Co. will use its broadcast 
coverage of the 1960 World Series 
to introduce Right Guard, a new 
spray deodorant for men. This is 
one phase of a 10-week $4,900,000 
Series promotion by Gillette. The 
razor company will back the base- 
ball classic on NBC-TV and NBC 
Radio this fall, marking its 22nd 
consecutive year of broadcast spon- 
sorship. 

In addition to its deodorant, the 
company will feature a World Se- 


\ 


Everybodys au Expert | 


of this “expert” business. 


And the readers of Advertising Requirements are on the inside track 


oo sing 


Requirements 


Soe tare Mage ie epee 
RRR 5 cts a eee 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 


630 THIRD AVENUE + NEW YORK 17, NEW YORK 


Senreniaaece i tet 


As advertising and sales promotion executives, their jobs call for ideas 
—advertising ideas, promotion ideas, sales ideas, merchandising ideas, 
production ideas, publicity ideas. This is why they read AR. No dis- 
cussions on marketing theory, no pontificating on policy, no earth-shat- 
tering reports on top management decisions—just ideas, in editorial 
features and advertising pages alike. 


If you want to give ideas about your product or service to the men in 
this field who will spend the best part of an estimated $8 to $10 billion 
for advertising and promotion products and services, make sure your 
sales message is going to... 


The right men...at the right time...in the right mood 


Advertising Requirements 


PRINTING, PAPER & PLATEMAKING + DIRECT ADVERTISING * 

LAYOUT & TYPOGRAPHY + AUDIO & VISUAL AIDS + SHOWS & 

EXHIBITS + SIGNS & DISPLAYS - PACKAGING & LABELING + ART & 
PHOTOGRAPHY + PREMIUMS, PRIZES & SPECIALTIES 


TV BOW—These two stills are from 

the Gillette World Series commer- 

cials which the company will use 

to introduce its new Right Guard 
spray deodorant. 


ries 89¢ special containing a Super- 
Speed razor and dispenser of Su- 
per Blue Blades in a newly de- 
signed travel case, a 15-blade dis- 
penser of Blue Blades selling for 


Sparkling NEW 


* Gittette 
« SUPER SPEED. 


Ag 3 Super OF 


2 s.Lus BLADES 


SuPER—This is one of the point of 


purchase displays Gillette will use 
to back its World Series sponsor- 
ship. 


$1, and the 1959 adjustable razor 
introduced last year. 


= The World Series products will 
be promoted on Gillette’s regularly 
sponsored ABC-TV sports shows 


| tive Oct. 1. 


and its spot radio disc jockey 
shows, as well as in three % or 
half-page color ads in each of 224 
Sunday newspapers. 

Right Guard is getting a special 
spot tv push in 25 markets in a 
four-week campaign which started 
Sept. 1. 

Maxon Inc. is Gillette’s agency. 


Veri-Kleen to Adams & Keyes 

Veri-Kleen Products Inc. has ap- 
pointed Adams & Keyes, New 
York, to handle advertising for its 
line of carpet cleaners, spot re- 
movers and other household prod- 
ucts. Test campaigns have already 
been conducted and local televi- 
sion advertising is planned for the 
fall. 


Accordion-Fold to Leon 
American Accordion-Fold Doors, 
Jamaica, N. Y., has switched its 
$100,000 ad account from Alfred 
Auerbach Associates, New York, to 
S. R. Leon Co., New York, effec- 
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THE PLUMS 


and the pick of America’s advertisers come tumbling into WPAT because when it comes to moving mer- 
chandise we’re the berries! That’s why, season after season, the men who make and market America’s 
leading products advertise on our station. Gauge it any way you will, commercials get results on 
WPAT. The past three year’s renewals alone are the proof of the pudding. Since 1958, more than 
75% of all our national advertisers have continued to buy WPAT and WPAT-FM. This year, 95% of all 
our national advertisers are renewing with our station. Plumb the significance of those statistics and 
the following list of only some of the advertisers who, in 1958, in 1959 and again in 1960, have found 


how fruitful it can be to advertise consistently on RADIO STATION WPAT 


Abbotts Dairies, Inc. American Artists Group American Stores American Tobacco Co. Arnold Bakers, Inc. Atlantic 
Refining Co., The Ballantine & Sons, P. Bank For Savings, The Borden Company, The __ Breyer’s Ice Cream Brogan-Cadillac- 
Oldsmobile Co. Canada Dry Corp. Castro Convertibles Chrysler Corp. Coca-Cola Co., The Consolidated Cigar Sales Co., Inc. 
Crown Central Petroleum Corp. Esso Standard Oil Co. ‘Ferrara Confectionery Co. _—‘ Florists’ Telegraph Delivery Association Ford 
Motor Co. General Motors Corp. Good Humor Corp. Goodman & Sons, Inc., A. Gordon Baking Co. Great Atlantic & Pacific 
Tea Co. Grand Union Co., The Hoffman BeverageCo. HowardClothes K.L.M. Royal Dutch AirLines Krueger Brewing Co., G. 
Liggett & Myers Tobacco Co. _Loew’s, Inc. _ Lorillard Co., P. Macy, R. H., & Co. | Magnetic RecordingCo. Miles Laboratories, Inc. 
Miller Brewing Co. Nestle Co., The New Jersey Bank and Trust Co. New Jersey Bell Telephone Co. New York Herald 
Tribune, Inc. Northeast Airlines, Inc. | Northwest Orient Airlines Radio City Music Hall Ray-O-Vac Co. Rheem Manufacturing Co. 
Ripley Clothes River Brand Rice Mills, Inc. Scandinavian Airline System, Inc. Schaefer Brewing Co., The F & M Seven-Up Company 
Frank G. Shattuck Co.  Shulton, Inc. Standard Brands, Inc. Tea Council of the U.S.A.,Inc. Tidewater OilCo. Trans Lux Theatres 
Trans World Airlines, Inc. Twentieth Century Fox Film Corp. United Airlines, Inc. Warner Theatre Yonkers Raceway, Inc. 
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Newest, fastest way to send 


~ : 


an 


written, printed or drawn: 


WESTERN UNION WIRE 


11 A.M. °*) 
storyboard finished 
in New York _ 


No chance of error with Wirefax—the Western 
Union public facsimile system that speeds your material . . . 
reproduces it in exact, error-proof facsimile form. Now you 
can send storyboards, letters, TV scripts, etc., coast to coast 
and have them received instantly and exactly. 


So simple, too. Size of copy is no problem . . . even for 
double-page spreads. All you have to do is divide your 
material into 7%” x 942” units. Just put name and address 
at top of storyboard (or other material) and deliver it to the 


° 


ONE HOUR LATER 
storyboard delivered in 
Hollywood* by Wirefax | 


2 Present Wirefax Network includes New York, Washington, Chicago, San Francisco, Los Angeles and Hollywood. 


Western Union Wirefax Center nearest you. Or if you prefer, 
a Western Union messenger will pick up your material for a 
nominal charge. 


What does Wirefax cost? Rates are based on the 
physical length of copy and the distance transmitted. Exam- 
ple: a 7%” x 4” document between New York and Hollywood 
costs $4.00 plus 65 cents for each additional inch, plus Federal 
Tax. Paek your page with words, figures, drawings, numbers. 
(You can get 600 typewritten words on a single sheet of paper.) 


Where to call for service or information: In New York: WOrth 2-7300, Ext. 452 or 705—in Washington: 
NAtional 8-7100, Ext. 275—in Chicago: WAbash 2-4321, Ext. 441 or 442—in San Francisco: SUtter 1-4321, Ext. 309—in Los 
Angeles (including Beverly Hills and Hollywood): MAdison 7-4321, Ext. 333. 
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Ott-Beat, On-Beat and Beat... 


By Walter Guild 
President, Guild, Bascom & 
Bonfigli, San Francisco 
| 


Does off-beat advertising really sell? 
{’ll be darned if I know. Our agency nev- 
pr uses off-beat advertising. Our agency 
Hoesn’t believe in it. I really don’t know 
whether it sells or not. In fact, I would 
have turned down 
his opportunity to 
peak, except that I 
hated to miss the 
*pportunity of be- 
ng in Chicago dur- 
ng the lovely 
nonth of August. 
| The expression, 
iDoes off-beat ad- 
rertising really 
iell?”’, is a very use- 
1 expression. For 
xample, if your 
gency is pitching against our agency, 
ou should of course use this expression. 
rou should say to the prospect: “Sure, 
B&B does that off-beat stuff, but does 
really sell?” That keeps everything on 
i high ethical plane, and also gives the 
rospect something to think about. Of 
ourse every new business man knows 
nat if his agency comes up with some 
ally outstanding stuff, it’s murder to 
fer to this stuff as being off beat. He 
hould point out that it is highly creative. 
But if he encounters, on the other hand, 
Ihe same caliber of stuff, submitted by 
Dgilvy, Doyle Dane, Burnett, or GB&B, 
r some other outfit ADVERTISING AGE 
ays is creative, he should refer to the 
material as off beat. Somewhat the same 
mchnique you’d use in talking about an 
nemy of yours, saying “he’s a very nice 
llow—a wonderful fellow—it’s too bad 
e uses morphine!” 


Walter Guild 


erm Not Always Accurately Used 

Now I’m not necessarily here to plug 
he agencies I mentioned a moment ago, 
fut in my opinion very little of what 
ey do, or we do, is accurately described 
ly the term off beat. Off beat is an ex- 
iression which was once quite respect- 
ble, but it has since gotten into bad 
lompany. It does not mean what it used 
b mean. Off beat used to mean excep- 
jonal, unusual, out-of-the-ordinary, dif- 
rent. The expression did not carry any 
onnotation of esoteric, eccentric, beat- 
ick or sick. Nowadays the expression 
uggests an image of guys with beards, 
yongo drums, and the advanced philo- 
fophies of maladjusted bums and wenches 
broudly living in sin in highly insanitary 
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surroundings. There is not much point 
in my discussing off-beat advertising un- 
less we can agree on a meaning or a de- 
finition of the term. Perhaps I can illus- 
trate my idea of the modern meaning of 
off beat with some examples from show 
business. 

Take Bob Hope, the comedian. Hope is 
exceptional. He’s unusual. I’ve never 
heard any other comedians exactly like 
him. He’s out-of-the-ordinary, and he’s 
been successful for a long time, but his 
main attribute is that his appeal is uni- 
versal. It has been proved that Hope can 
be put into almost any kind of surround- 
ings, with any type of audience, and 
will prove to be entertaining. He will 
get laughs. But I have yet to hear any- 
body describe Bob Hope as an off-beat 
comedian. 


s There’s another comedian named Mort 
Sahl. I believe it’s fair to describe Mort 
Sahl as off beat. He, like Bob Hope, is 
exceptional. He’s very clever. But Mort 
Sahl does not have universal appeal. If 
Mort Sahl were to play Grand Island, 
Neb., for example, he would be foolish to 
send out his laundry before the first 
show. Why? Because he is off beat, and 
the public as a whole is not off beat. Mass 
audiences would neither understand nor 
appreciate him. His appeal is limited to 
the cognoscenti. Those who like him, 
like him very much, indeed, but a sizable 
slice of the population would not know 
what Mort Sahl was talking about. What 
he says, how he says it, and where he 
says it stamp Mort Sahl as an off-beat 
comedian. So if we can agree that Mort 
Sahl is off beat, with specialized appeal 
to a limited audience, it may be appro- 
priate to say that Bob Hope is on beat, 
in the sense that Hope has broad appeal 
to a universal audience. 

There is a fellow none of you have 
ever heard of—named Joey Gilhooley. 
He’s emcee at the Peek-A-Boo Nitery in 
Passaic, N. J. Joey tells jokes, but nobody 
laughs. He sings parodies, and nobody 
applauds. He dances, and some guy yells: 
“Bring on the babes!” This boy has very 
limited appeal, selective, universal, or 
otherwise. Joey is neither on beat nor 
off beat. He is simply beat. 


Selective, Universal, Limited Appeals 

So, if we start with the term off beat, 
we may classify comedians as off beat, 
on beat, and beat—on the basis of selec- 
tive appeal, universal appeal, and limited 
appeal. May I further illustrate this point 
of view with one more example from 
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C.M. Analyzes Insurance Ad 


Tyler Picks Ten Standouts 
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show business, this time in the field of 
music. The expression off beat began as 
a musical term. The strong beats of most 
music fall on the first and third beats of 
the measure. Off beat originally meant 


A Featured Presentation 
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the second and fourth beats were ac- 
cented, which is a perfectly legitimate 
musical device. Off beat in modern pro- 
gressive music now has a more specific 
meaning. The off beat comes anywhere 
in the measure to produce the syncopa- 
tion typical of avant garde music. It’s 
like—man, the piano has white keys and 
the piano has black keys. You can play on 
either. But like when you play off beat 
you play in the cracks. It comes up 
sounding way out, man! 

To continue with our illustration of 
on beat, off beat, and beat, consider 
Dinah Shore. 

Now Dinah Shore is unusual; she’s a 
big hit. She’s outstanding, and she has 
universal appeal. And she has had uni- 
versal appeal and been a big hit since 
the war days, and even before that. But 
not even those who dislike her accuse 
Dinah Shore of being off beat. She is de- 
finitely on beat. 

There is Dakota Staton—talented, but 
appealing only to the musically sophisti- 
cated. Dakota would not go over big at 
an American Legion convention. Dakota 
Staton is off beat—an off beat singer— 
and a very good one, in my opinion. 

Another girl who sings is Amelia Fuss- 
bottom of Bleeding Heart, Tex. Her dad- 
dy took one day’s profit from his oil 
wells aud sent her to Europe to study 
singing. She has everything—except a 
voice, looks, charm, and common sense. 
She’s not even a hit in Bleeding Heart, 
Tex. This gal is beat. She can be beat by 
almost anybody. So Dinah is on beat, Da- 
kota is off beat, and Amelia is beat. 


s Advertising has many things in com- 
mon with show business, besides risk. 
In advertising, we have the same three 
categories of beat—on beat, off beat and 
beat—but with an infinite number of 
gradations. Some beat advertising is 
almost on beat, and some on-beat adver- 
tising is almost off beat, and some off- 
beat advertising is almost beat, but most 
advertising will more or less fit into 
one or another of those three categories. 

Let’s first consider off-beat advertis- 


Does Off-Beat Advertising Really Sell?—Well— 
“ On-Beat ‘Sells Like Crazy,’ Guild Says 


The three advertising beats—off, on and just plain beat—were 
discussed by Walter Guild at the Advertising Age Summer Work- 
shop last month. Much of the advertising that is called “off beat,” 
now-a-days, is really “on beat,” says Mr. Guild, and he maintains 
that the closer advertising gets to “on beat’ the better it sells. 


ing, which I was invited to do in the first 
place. Off-beat advertising is to adver- 
tising as Mort Sahl, Lenny Bruce, Dako- 
ta Staton, Thelonius Monk, etc., are to 
show business. There is some very good 
off-beat advertising. If it is good off-beat 
advertising, its characteristic is special- 
ized appeal to a limited audience—gen- 
erally speaking, specialized appeal to 
the natural shoulders and narrow pants 
set. This good off-beat advertising may 
be very clever, funny, beautiful, or bi- 
zarre, but invariably it is “inside stuff’ 
—absolutely devastating to the hep, and 
a big nothing to the un-hep. And the 
vast majority of the people are un-hep, 
and this includes your speaker. For exam- 
ple, my idea of art is a Norman Rockwell 
Saturday Evening Post cover. I am an 
amateur piano player, and I am working 
now on “Love in Bloom.” I expect to 
have it down pat pretty soon. I would 
like to show you a few examples of what 
I consider off-beat advertising. 


Examples of Oft-Beat Ads 

The first is an ad for Irish Mist li- 
queur. As you can see, the illustration 
is a picture of the Sphinx, and the small 
copy below the illustration says: “Tahi- 
tian natives in traditional net-throwing 
ceremony seven miles from Papeete.” And 
the headline says: “Did not someone once 
say, ‘A travelog without Irish Mist li- 
queur is as humdrum as the Sahara; ev- 
ery travelog should be a trip to Tahiti’?” 
Now I haven’t the faintest notion as to 
what these people are talking about, so 
this must be an off-beat ad. And I am 
simply too uneducated to understand it. 

However, it is my impression that this 
ad is more easily understood than some 


Did not someone once say 
“A travelogue without Irish Mist Liqueur is as humdrum as ~ 
the Sahara, every travelogue should be a wip to Tahiti"? 


of the other ads which have been running 
for Irish booze. The Irish get very fey 
when they advertise. Much of their copy 
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reads like it was written by leprechauns. 
It is written by leprechauns. In fact, I 
know the leprechaun who writes it. I am 
completely unqualified to say whether 
this is good advertising or bad advertis- 
ing. I simply don’t know. I have been 
told that the Irish whisky campaign has 
been highly successful, and completely 
satisfactory to the advertiser and to the 
advertising agency. But I think you will 
agree with me that this ad would not 
appeal to the readers of Popular Me- 
chanics. Nevertheless, it may be a splen- 
did example of off-beat advertising. 


® Here is another ad which, in my naive 
way, I consider to be off beat. There is 
nothing new about running an ad with- 
out copy. I have seen this technique used 


in many forms—in on-beat advertising 
and in beat advertising. This is obviously 
an off-beat ad, if for no other reason 
than the guy has a beard. That alone 
would make it off beat, although some 
ads with beards I don’t consider particu- 
larly off beat. The Schweppesman beaver 
seems to have pretty broad appeal. The 
message this ad seems to carry is that, 
if you have six kids all the same age, 
you’re in a hell of a mess. It wouldn’t 
surprise me at all if it sold Woolite like 
crazy, whatever Woolite may be. But I 
would classify this as off beat. I would 
not classify it as on beat because I qués- 
tion its broad appeal, and I would not 
classify it as beat if for no other reason 
than that it does get attention. Most beat 
advertising is simply ignored. 


® Here is an ad which I offer with con- 
siderable trepidation, because I can’t 
prove that this ad is off beat—off beat 
in the sense that it has specialized ap- 
peal. It should have tremendous appeal 
to those people who enjoy exotic drinks, 
and I am told that that is an exquisite 
chinchilla coat she is wearing. That, too, 
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would have a tendency to select the femi- 
nine buyers of motor oil. I was a little 
disappointed in the line they ran under 
the illustration, which says: “Our pic- 
ture is purest fantasy. We do not suggest 
you drink Quaker State,. but it is de- 
finitely one of the finer things of life 
for your car.” This seems to me to be a 


weakening bit of equivocation. 

I really don’t know whether this ad 
sells motor oil or not, so I cannot fulfill 
my assignment here by answering the 
question: “Does it really sell?” May I 
offer one final example from my collec- 
tion of off-beat advertising? 

I am not too clear as to what the prod- 
uct is. I know it’s stationery of some kind, 


Contact on Crane's 
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but we get our stationery through a 
wholesale house in San Francisco, and I 
am not familiar with this particular 
product. I am reasonably sure this is an 
off-beat ad, with specialized appeal to a 
selective group. I would surmise that it 
is a successful off-beat ad, because ads 
very similar to it have been running in 
The New Yorker for some time. Again, 
an un-hep guy like me has difficulty un- 
derstanding the meaning of the ad..The 
headline says: “Contact on Crane’s.” I 
suppose this is a Secret joke among the 
upper crust, but I don’t get it. And the 
subhead says: “... probably don’t re- 
member, but we met you at the Coving- 
ton’s party in Westchester. Our Emily 
Jane will be in New Delhi this June, and 
is just dying to meet a real Maharajah.” 
I get the impression that this is a para- 
graph from a letter addressed to the guy 
in drag there in the picture. I really 
don’t know. I would say that this off-beat 
advertising probably really does sell, be- 
cause as I said they have been running 
quite a number of such ads, and I ques- 
tion that “Crane Fine Papers, made in 
Dalton, Mass.” is a philanthropic organi- 
zation. It says also that they have been 
in business for 159 years, and you don’t 
stay in business that long by being 
stupid. 

Off-beat advertising such as I have at- 
tempted to show you is not widely used 
because most of the products which might 
benefit by off-beat advertising do not 
have enough sales to afford any adver- 
tising. I will give you my opinion, for 
whatever it is worth, that mass adver- 
tisers who can afford on-beat advertising, 
but who use off-beat advertising by pre- 
ference, are wasting their money. I think 
they would reach more people more ef- 
fectively if they used on-beat advertising, 
advertising that has universal appeal, 
that is a big hit, that has staying power. 


On-Beat Ads Take Talent 

Unfortunately, on-beat advertising is 
somewhat rare—in the same way really 
that popular comedians are rare, or top- 
notch singers, or hit plays, or best-selling 
books. On-beat advertising can only be 
produced by great and unfettered talent, 
and that too is rare. If I may, I would 
like to show you a few samples of what 
I consider to be good on-beat advertising 
—advertising which is unusual, differ- 
ent, out-of-the-ordinary, and virtually 
universal in appeal. 

Here is an ad for Volkswagen. This 
ad was prepared by Doyle Dane Bern- 
bach. It is based on a very daring con- 
cept. It takes what most people would 
consider a product disadvantage, and 


makes an advantage out of it. “Think 
Small.” And the copy is beautifully writ- 
ten. You can understand every word of it 
—even without a dictionary. Notice the 
first paragraph. It says: “18 New York 
University students have gotten into a 
sun-roof Volkswagen; a tight fit. The 
Volkswagen is sensibly sized for a family. 
Mother, father, and three growing kids 
suit it nicely.” No exaggeration. No push- 
ing the consumer around, but very hard 
sell on the point the ad wants to make. 

The next paragraph: “In economy runs, 
the Volkswagen averages close to 50 
miles per gallon. You won’t do near that; 
after all, professional drivers have canny 
trade secrets. (Want to know some? 
Write Volkswagen, Box #65, Englewood, 
N. J.) Use regular gas and forget about 
oil between changes.” Notice not one 
word of that copy is written in advertis- 
ing lingo. It talks exactly like human 
beings talk. This, in my book, is not an 
off-beat ad in any way. This is an on-beat 
ad—an ad which is unusual, different, 
and out-of-the-ordinary, but which has 
virtually universal appeal. Does it sell? 
I know in the little California town where 
I live there are so many Volkswagens it 
looks like Germany won the war! 


# In preparation for this speech I asked 
Doyle Dane Bernbach if they would re- 
lease to me a short statement on the ef- 
fectiveness of this advertising. Here is 
the statement: 

“During 1959, as in all previous years, 
imported car sales grew. However, in the 
fall of ’59, monthly sales began to fall 
from the preceding month. And by April 
of 1960, every single make of the low 
priced imported sedans sold less than in 
April, 1959—tthat’s Renault, Fiat, Hillman, 
Opel, Vauxhall, Simca, and all the lesser 
sellers. With one exception. Volkswagen! 
Volkswagen, through the first third of 
1960, is 62% ahead of the same period in 
1959. Volkswagens are still sold before 
they reach the dock, because they still 
have an average 24% month waiting list. 

“A remarkable story when you con- 
sider the condition of the market, the 
relatively small national budget, and no 
basic change of product or distribution.” 

This, my friends, is on-beat advertising! 
And it does sell! To me this is a typical 
Doyle Dane ad in which they employ their 
typical techniques to produce on-beat ad- 
vertising—a combination of distinctive 
layout, daring idea, and beautifully writ- 
ten copy. 


= I would like to show you another ad 
that I consider on-beat advertising. 
This is the famous Rolls-Royce ad, 
made by Ogilvy, Benson & Mather. 
You may say that Rolls-Royce, because 
of its price, should be advertised to the 
upper stratum of the market. If you will 
follow this reasoning, you will probably 
see some justification for off-beat adver- 
tising. I think Ogilvy, Benson & Mather 
very wisely reasoned that the Rolls-Royce 
should be sold to all the people who 
could be reached by the media available 
to the campaign. In discussing this prob- 
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lem Mr. Ogilvy said: “Americans want 
to know as much as possible about a motor 
car before they plunk down their money, 
which is the reason this ad carries long 
copy.” 

This ad is a real maverick by conven- 
tional advertising standards. It actually 
ran only once in each medium, but the oi 
acclaim the ad has received and the re- i 
sults it has achieved make it obvious that re 
this ad has broad appeal. While it’s true 
a man has to be loaded to buy one of 
these beautiful automobiles, you can nev- 
er tell nowadays what man is loaded 
and what man isn’t. The Texas oil mil- 
lionaire who may have only graduated 
from the 8th grade can be just as hot a 
prospect for a Rolls-Royce as a corpora- 
tion president from an Ivy League college 
Any ad with a headline like this has 
something to say to anyone who desires 
to own a fine automobile, whether he can 
afford it or not. 

I asked Ogilvy, Benson & Mather for a 
short statement of results on the Rolls- 
Royce campaign, and they referred me to 
an article in which the results were fac- 
tually reported. The article quoted the 
agency as saying: “The Hathaway cam- 
paign grew to be what it means today 
whereas the response to the Rolls-Royce 
campaign came within 24 hours. As for 
sales, they are already running far in 
excess of last year at this time, and the 
firm’s largest U.S. distributor reports de- 
finite sales increases resulting from the 
ads. In Chicago, the dealer who placec 
one of the first Rolls newspaper ads in ¢ 
mass medium says the ad sold $100,006 
worth of Rolls-Royces the first week if 
ran, and another $90,000 in the montk 
following.” 


s I maintain this is not off-beat adver, 
tising, but is a fine example of on-bea‘ 
advertising. I fail to see anything off bea 
whatever in this wonderful ad. It is per- 
fectly true it bears no resemblance what- 


manufacturers. Far be it from me te 
knock the automotive advertising out: 
pouring from Detroit, but in my humblk 
opinion this automobile ad and the Volks; 
wagen ad are several country miles aheac¢ 
of anything now being done to sell Ameri- 
can automobiles. You notice these ad 
are plainer than most automotive ads 
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There is less muss, fuss and bother abo 
them. They carry with them a belief i 
the reader’s intelligence—a belief that th 
reader is able to understand well-writte 
prose. These ads exhibit contempt fo 
word-slinging as it is practiced in off 
beat advertising, or for trickiness as it i 
practiced in much off-beat advertising 
This is just good, inspired on-beat adver 
tising. 

I am by nature a generous-hearte 
fellow. I give money away to charitie 
provided they are deductible. But I hav 
said enough good things about Doyle Dan 
Bernbach and Ogilvy, Benson & Mathe 
Now I would like to sneak in a com 
mercial for Guild, Bascom & Bonfigl 
Inc. May I offer a short film on th 
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The commercial is the payoff 
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Dutter... 


Lobster Thermidor and Baked Alaska 
are fun to eat sometimes... but you 
wouldn't want to live on them. The 
thing that puts roses in the cheeks of 
the TV sponsor is that all-important 
three minutes of tape or film that 
carries the product sell....Here at 
Ayer we know that the sponsor's 
bread and butter is our bread and 
butter. We try to make every com- 
mercial so flavorful, so packed with 
imagination and persuasion, that 
the most jaded audience palate will 
respond. N. W. AYER & SON, INC. 
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subject of Skippy peanut butter? 

It is my contention that the short film 
you have just seen is not off beat. I will 
agree it is unusual, and that it is differ- 
ent. But I will argue that it follows the 
well-established rules for creating good 
advertising. It attracts attention—retains 
interest—creates desire—and I can as- 
sure you, it generates action. 

Here is a report from the Consolidated 
Consumer Analysis for 1960. It covers 
only 21 markets. As you see, Skippy is 
No. 1 in 17 of them. You may note a 
certain product called Jif. This product 
apparently comes from Australia, be- 
cause they advertise it with kangaroos. 
I am told by people interested in arith- 
metic that the folks who stir up Jif in 
their back room spent ten times the 
money advertising Jif in 1959 that Skip- 
py did. 

There is another peanut butter called 
Peter Pan, which I guess means that the 
product never grew up. Peter Pan is al- 
leged to have spent twice as much money 
on advertising as Skippy during last year. 
So far, knock wood. Skippy is leading 
the peanut butter parade, not only in the 
markets shown here, but in all of our 
established markets throughout the U. S. 
We have not added materially to our 
sales organization. We have offered no 
gimmicks, gadgets or grommetts. We’ve 
had no two-for-one sales. The product 
is exactly the same as it has been for 
the last 20 years. So perhaps the adver- 
tising does have something to do with this 
pleasant situation. It is my firm conten- 
tion that the advertising you have just 
seen is on-beat advertising—neither off- 
beat nor beat. 


® As long as I have your rapt attention, 
I would like to run one more film for you. 
This time, on Ralston cold cereals. 

As you can see, Ralston’s increase in 
share-of-market is higher than that of 
the industry—in fact, it is more than 
five times that of the industry. I can 
tell you also that it is the highest of any 
cereal in the cold cereal business, and is 
increasing every month. 

Ralston advertising is not off-beat ad- 
vertising. It is on-beat advertising. It is 
built on a sound concept—the concept 
that adults eat cold cereals, and that it 
is very difficult to persuade an adult to 
switch brands by giving him a Buck 
Rogers Whiz Gun. But it is less difficult 
to switch him if you talk to him like an 
adult, and give him some interesting, per= 
suasive advertising. 


Uses Humor as Attention Device 

In developing on-beat advertising, our 
agency frequently makes use of comedy. 
But the comedy we employ is not gentle 
whimsy, or literate punning, or New 


Yorker type humor. It is broad comedy in . 


the tradition of Charlie Chaplin, Jack 
Benny, Red Skelton and Bob Hope. If 
our comedy copy cannot be readily ap- 
preciated by practically anyone with even 
the faintest sense of humor—if it is not 
really funny—then GB&B has goofed, 
and the ad is not on beat. Incidentally, we 
use comedy strictly as a device, to attract 
attention to the advertising and to intro- 
duce a selling message in a pleasant and 
favorable environment. 

I wish I could say that the only agencies 
which do on-beat advertising are the ones 
I have mentioned, and our own shop. 
When I was in New York a few months 
ago at the AFA convention, I saw com- 
mercials selected by a national panel as 
being the outstanding commercials of 
1959. There were some 30 of them, and 
in my book every one of them was a su- 
perb example of on-beat advertising. The 
panel must have been made up entirely of 
Republicans, because there wasn’t a sin- 
gle GB&B commercial in the whole bunch! 
Even so, these were very good commer- 
cials, and they were turned out by a 
number of advertising agencies through- 
out the country. In fact, I don’t know 
of any agencies that do not occasion- 
ally turn out some on-beat advertis- 
ing. But it is my humble opinion, and I 
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shall probably be stoned for voicing it, 
that the agencies I have mentioned, in- 
cluding ours and a couple of others that 
I haven’t mentioned, simply turn out on- 
beat advertising a little bit more consis- 
tently than do some of our competitors. 
After all, you shouldn’t invite me all the 
way to Chicago if you aren’t willing to 
listen to a short pitch. 


= I have discussed off-beat advertising 
and on-beat advertising, and would like 
to dwell for a moment on beat advertis- 
ing. I am not going to show examples of 
beat advertising, although I originally 
planned to do so. I decided against it 
for two reasons: (1) I have enemies 
enough now, and (2) the advertising has 
already run, so what’s the use of hashing 
over something we can do nothing about? 
I was going to show some ads in which 
I-would blank out the brand name to 
protect the innocent. For instance, I had 
one ad for some kind of a kid product. 
The headline said: “T is for Tuddles,”’ 
and the illustration showed a little girl 
“tuddling” her teddy bear. I think they 
are running through the alphabet. I 
suppose the next ad will be “U is for 
Ucky-ducky.” I was going to show a few 
other gems, but I thought the boys who 
turn out beat advertising have a sad 
enough life as it is. Why should I add to 
their grief? 


Too Many Ads Lean Toward Beat 

Most ads you see in respectable maga- 
zines are fairly good ads. Very few of 
them are off beat. And very few of them 
are really beat. But very few of them are 
really on beat. Very few are really great 
ads—outstanding ads. Too many of them 
are too far down the scale toward beat. 
I think this is even more true of tele- 
vision advertising. Isn’t it true that if you 
study the ads in almost any consumer 
magazine, or spend many evenings 
watching television commercials, you 
must conclude that much of what you 
have seen or heard is not very interesting 
to you, as a person? Of course if you are 
an advertising man you will say with 
fairness: “I shouldn’t judge these ads. 
I’m an adman. I’m not a typical con- 
sumer.” 

I won’t buy that entirely. Adman or 
not, you are still a consumer for many of 
the advertised products, and you are a 
person, in most cases. If you read an ad 
about a product in which ordinarily you 
should be interested, and the ad doesn’t 
communicate to you—or if you watch a 
television commercial that makes you 
want to kick in the tube—is it unreason- 
able to think that other persons, other 
consumers, may have similar reactions? 
I think most advertising which is dull, or 
“advertisey,” or stupid or insulting results 
from lack of respect for the reader, or 
viewer, or listener. The attitude of the ad 
writer seems in some cases to be: “I am 
brighter, more perceptive, more sophisti- 
cated than you who read my ads. There- 
fore, I must write to you in a lingo—in an 
adjective-studded bedtime story style. 
Otherwise you silly jerks won’t know 
what I’m talking about.” 

Yet this public, whom some ad writers 
feel they must write down to, experi- 
ences no particular difficulty in reading 
their magazines, moving their lips as 
they do so. Readership studies say they 
read the editorials in their newspapers. 
They seem capable of understanding fair- 
ly literate tv personalities, like "Ed Mur- 
row and Huntley and Brinkley. 


= I have yet to see a widely respected, 
successful advertising campaign that did 
not obviously respect the reader or view- 
er. I have never seem an on-beat ad. 
that did not exhibit good writing—writ- 
ing up to the very top level of the ad 
writer’s creative ability. 

I am willing to admit that there are 
many ads which are less than on beat 
that do a whale of a job, simply because 
they have a whale of a lot of money 
behind them. But one of the nice things 


Advertising Age, September 12, 196, 


The Creative Man’‘s Corner... 


The Mountain Moved... 


Your own Saturday Evening Post rate card will tell you how many thou- 
sands of dollars are represented by this beautifully styled, handsomely illus- 
trated, meticuously written two-color page. Physically and psychologically it 
abides by all the rules. 

Heading and signature identify the advertiser unmistakably. Heading shows 
benefit. Typography is clean, well leaded, easy to read. Action is urged by 
reference to Yellow Pages or use of coupon. 

What, then, is this department’s big beef? ‘ 


It is that the whole powerful pitch is hung on a puny and impotent premise 1 


—— 


“I’m glad to be in on SAFECO’S cash savings” 


“SAFECO'S Gold Card stands for outstanding prorecuon 
and the best in service — with a onmsiderable savings to me. | saved 
$15.17 in one year.” And, these savings* come for good reason. 
Caretul drivers have tewer clans — they deserve lower tates chan 
careless persons. As a SAFECO “Preferred Risk”, your good detving record 


sets you apart, and annual cash savings are yours fo enjoy Your 


nearby SAFECO agent is the man 0 get you started. Look 


him up in the Yellow Pages or mail this coupon coday 


SAFECO - 


+ Makin. SAPECO Iowwremce Compucs Af Ammen + 
+ AE Reschive Dap Ae Serke §. Semangron * 


—that today’s average driver will get excited about a saving of $13.17 in one 
year on automobile insurance, and that such an insignificant saving alone will 
be sufficient to induce action. 


Every teen-age aspirant to a driver’s license is aware of the financial pen- 
alties imposed on him for being under 25. These penalties, to be sure, are fully 
justified by the accident records, but they make a saving of $13.17 appear as ! 
something less than world-shaking. | 

Every adult driver who pays mounting car insurance premiums every year 
knows the score. He is accustomed to astronomieal figures, not only for in- 
surance, but for income taxes, state taxes, county and city taxes, school bonds, | 
et cetera, et cetera, et cetera, as the King of Siam so eloquently puts it. 

So he sees this sensational Safeco page, he is caught by the reference to cash | 
savings, and he gets down to $13.17. Then comes the asterisk and the six-point 
footnote, “Savings through dividends in some states.” 

Dull thud. 


What is the thoughtful driver of today really looking for in automobile in- 
surance? He knows that no matter how careful he may be, he is in dire peril 
from a less careful driver the minute he backs his car out of his garage. His 
great concern is not how can he save $13.17 if he happens to live in the right 
state, but whether—in event of an accident—he will get immediate attention 
from his insurance company. Is it prompt—and financially responsible? Has 
it a good record of claim settlement? Will it cancel his policy if he is the un- 
fortunate victim of another driver’s wildness? 

None of these sober questions are answered in this Safeco page. That sickly 
saving of $13.17 per year carries the whole burden. That is hardly enough to 
pay for five dollars’ worth of groceries in this Year of Grace, 1960. 

Horace said it, somewhere around the year 20 B.C.: “The mountains are in 
labor, and a ridiculous mouse will be born.” + 


about on-beat advertising is that it very 
often works with not so much money 
behind it. 

It seems to me that much beat ad- 
vertising results from a blind allegiance 
to certain advertising cliches or advertis- 
ing superstitions. This may be an ex- 
ample: I once had the misfortune of 


knowing very briefly a certain ad ma 
ager in the cosmetic trade. He said to 
“Guild, the only way you can make 
good cosmetic ad is to show a beauti 
dame who looks like a tart.” He used 
less polite word than tart, but I got t 
idea. He said: “you can’t excite wo 
to buy cosmetics in any other way. Y 
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Alice in Numberland 
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CHAPTER I] Humpty Dumpty 


“When I use a word,” Humpty Dumpty said... “it means just what I 


choose it to mean—neither more nor less.” 


“The question is,” said Alice, “whether you 
<r can make words mean so many 
different things.” 


Likewise, it might also be asked 
whether a product made of words— 
: @ magazine—can really communi- 
{cate when it has to be all things to 
' all kinds of readers. Further, can a 
magazine be equally exciting to a 
man in a steel mill, a man in a tool 
and die shop, and a man in a high 
volume production plant? We think 
not. , 


eh PRODUCTION’s circulation is 
y concentrated 99.1% in metalwork- 


' ing plants utilizing repetitive 

\ manufacturing techniques. Edi- 

' torial, therefore, is written to fill 

. ¥i i theneeds of this one select audience 

/ | aN WY ... an audience that purchases over 

A : | 85% of all metalworking equip- 
| ment, materials and supplies. 


Sls r w% ° Writing for one audience, PRO- 
—— = .. DUCTION editors utilize reader- 
ae z oriented techniques that provide 

- Fe > readers with useful and timely 


i information. One source is PRO- 
DUCTION’s Forum of Manufac- 


the magazine of manufacturing 


Bramson Publishing Company, Box 1, Birmingham, Michigan 


turing Interests. Here, continual 
surveys reveal the types of articles 
that will best help readers in their 
work. Another example, the PRO- 
DUCTION Round Table, has for 
over 16 years alerted readers to 
new trends and ideas for improving 
manufacturing efficiency. Adher- 
ence to PRODUCTION ’s editorial 
purpose—“. . . to recognize and to 
fulfill, the special needs of engi- 
neers and managers who are 
concerned with improved manu- 
facturing efficiency, costs and 
quality in mass production metal- 
working plants’’—will attract over 
31,000 influential and attentive 
customers and prospects to your 
advertisement each month. 


With PRODUCTION, there is no 
wonderland of superlatives, no 
frantic circulation numberland 
(and, incidentally, no 1961 rate 
increases)—just good, progressive 
publishing directed to America’s 
largest industrial market. 
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PRODUCTION 
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have to appeal to the hussy in women.” 


8 While this fellow was telling me this, 
his company was being clobbered by a 
pretty, wholesome-looking, non-tart cos- 
metic saleswoman by the name of Bar- 
bara Britton. Miss Britton appeared on 
television and she looked like a lady, she 
talked like a lady, and she sold cosmetics 
like they have seldom been sold before. 
[ am sure the company that sponsored 
her was aware of the cliché about using 
tarts in cosmetic advertising, but either 
they didn’t believe it, or they got into 
the Britton kick by accident, but at any 


rate Miss Britton proved there is more — 


than one way to sell cosmetics. And in- 
cidentally, the guy who told me this 
“clichéd” himself out of work, and his 
company behind the 8-ball. 

Our business is full of such clichés, 


half-truths, bromides and superstitions. 


If you want readership, “show a baby, a 
dog, or a recipe.” “Beer ads have to look 
like beer ads.” “Gasoline ads have to sell 
power.” “People won’t read long copy.” 
“Bank and insurance ads have to be 
dignified.” “The size of a television audi- 
ence is all that counts.” 


s These are just a few of the clichés I 
have added to my collection in just the 
past few months, and these clichés were 
quoted by fairly big people in advertising. 
I know for a positive fact that there is 
not one word of truth in any of these 
clichés, and yet every one of them is 
faithfully practiced by people in advertis- 
ing who ought to know better. 

Cliché thinking leads to cliché ad-mak- 
ing. The people who create on-beat ad- 
vertising believe in no clichés, not even 


in the ones they make up themselves. 
They believe there are no absolutes in 
advertising—there are no sure-fire for- 
mulas—and they also believe there are 
no horizons. The greatest ad has yet to be 
written. Every new ad is an adventure in 
creativity. The blank page in the ad 
writer’s typewriter is the empty canvas 
on the painter’s easel—page one of the 
new novel—the noteless staves of music 
manuscript on the composer’s desk. 


= Big hit, universal appeal, on-beat ad- 
vertising must be original from start to 
finish. It must be different from anything 
in its industry, and different from any- 
thing in all of advertising. If it is less 
than that, it is not on beat. Most of the 
creative people in good advertising 
agencies are capable of turning out on- 
beat advertising, but too many things get 
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in their way ... too many clichés, too 
many sacred cows, the philosophy of 
playing it completely safe, the fear of 
losing the account, and very often dread 
of the dreadful drudgery involved in 
developing really first-class advertising. 


s And now if I may close by climbing 
off the soap box and referring once more 
to my assigned topic, I would like to sum 
up by saying I haven’t the faintest notion 
whether off-beat advertising really sells. 
I sincerely hope I have made my point 
that much of the advertising that is 
called off beat is not off beat at all, but 
on the contrary is on-beat advertising 
I submit that on-beat advertising sells 
like crazy. The closer advertising gets to 
on-beat advertising, the better it sells, 
and the closer it gets to beat advertising, 
the worse it sells. + 


JWT Writer-Producer Urges I15-, 30-, 45-, 60-Second 
Lengths for Spot Television Commercials 


Substitution of a new system of commercial lengths in spot tele- 


vision was urged at the third annual Summer Workshop on Creativ- 
ity in Advertising by Arthur Zapel, tv group head with ]. Walter 
Thompson Co., Chicago. Present 10-, 30- and 60-second lengths do not 


make sense creatively, he said. In his original discussion of com- 


mercial lengths, Mr. Zapel showed numerous examples of tv com- 


mercials. 


By Arthur L. Zapel 
J. Walter Thompson Co., Chicago 

Length of program commercials should 
be determined by the “and” considera- 
tions. Message and nature of show. Mes- 
sage and position of commercial within 
the show. Message and special objective. 
A moment ago we saw a Schlitz animated 
live commercial for super-imposition over 
a sports show. Here the nature of the 
show determined the length more than 
the message. 

Position of commercial within the show 
sometimes influences length more than the 
message. A news show, for example, 
would not call for a two-minute commer- 
cial at the start—nor do some tense dra- 
matic shows allow a two-minute com- 
mercial in the middle. 

Then again, sometimes your commer- 
cial objective is a special one. Perhaps 
you are anxious to identify with the show 
so that there can be no question who 
makes the entertainment possible. You 
may choose to do this by using the maxi- 
mum number of commercial positions 
consistent with network or station policy. 
Commercial length then could be the 
divisor of the number of positions into the 
total allowed time. 


® Or you may, on the other hand, choose 
to use standard length commercials with 
one abbreviated enough to permit the 
inclusion of a 15- or 20-second commer- 
cial using the star of the show in brief 
association with your product. The stature 
of the star and the type of show and the 
degree of need for identification and the 
budget and the message and the client 
and so on. These are the “and” considera- 
tions that must and should determine 
program commercial lengths. 

Odd length program commercials fre- 
quently aren’t feasible owing to a heavy 
inventory of standard length commercials, 
but every show buy certainly deserves 
new consideration of commercial lengths. 


s Program commercials offer us the “pos- 
sibility for flexibility” that we would like 
to have, but how about spot commercials? 
What, if anything, can we do about the 


length of those? In short—tragically lit- 
tle. We’re victims of a jerry-built system 
of spot commercial lengths set up by 
time salesmen and time buyers, nut com- 
mercial writers and producers. Today’s 
system of commercial lengths all too often 
forces us to shoot sparrows with cannons 
and kill elephants with water pistols. 

Ours, bless it, is a dynamic business. 
None of us ever get a chance to get set- 
tled and I suppose that’s the fun of it. Just 
about the time we groove our swing an- 
other of us will come up with a better way 
of doing things that changes everything... 
for the better, usually, because all of us 
are discovering new ways of doing our 
job better every day. I sincerely believe 
our work of today compared with five 
years ago shows it. New techniques, new 
systems have evolved out of our struggles 
to make better commercials. 


Time Periods Are Wrong 

There is one area of commercial making 
in particular that has frustrated me and 
I wonder if we all share this frustration? 

How often have those of you who write 
and/or produce commercials struggled 
hopelessly to make a decent 20-second lift 
of a 60-second commercial? How many of 
you have busted a gusset trying to make 
a trim and proper 10-second lift of a 60 
or a 20? Judging from some comments 
I’ve received after advancing a plan, 
many share this frustration. Our arbi- 
trary spot commercial times today, I be- 
lieve, are unnatural to our problems. We 
are working with a “Fahrenheit” system 
when the elements of our problem are 
more carefully calculated in “centigrade.” 
More : directly, I feel that the 10-20-60 
second system of spot commercial lengths 
is an illegitimate child of our industry. It 
is a bastard heritage made up of radio, 
early tv, the FCC and the momentum of 
convenience. It did not grow out of any 
thoughtful consideration of the stuff from 
which commercials are made: words, 
music, dramatic pace. 


= Consider the 10-second commercial. It 


happened when some station or agency 
wised: up to the idea that a station could 
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tie in a brief commercial message with 
the FCC station-break requirement. Re- 
sult: a 10-second ID commercial gives you 
6% audio, 10-second video. This permits 
mentioning the product name and little 
else. To me this isn’t a tv commercial. It’s 
a second-rate poster, placed at a congested 
three-way intersection. 

Take the 20-second commercial. This 
unfortunate foster child is frequently ex- 
pected to do 60 seconds of work in one- 
third of the time. Many 20-second com- 
mercials as a result are formless—suffer 
from faulty syntax like that Lawrence 
Welk song of a few years ago: “Throw 
Mama from the Train, a Kiss, a Kiss.” 
Frequently they come out just that bad 
because some film editor was told he had 
to lift the 20 from the 60, hold the same 
mood and structure, tell the same adver- 
tising story and not exceed the 18-second 
audio requirement. 

The 60-second commercial, I have no 
quarrel with. It permits time enough for 
all production elements to work satisfac- 
torily under normal conditions. 


Suggests a New System 

Question: All right, if this 10-20-60 sys- 
tem is not conveniently workable, what 
system would be better? Answer: A sys- 
tem. with a divisor of 15 seconds. A system 
of commercial lengths: 15-30-45-60. 

Why? Answer: It’s a system compatible 
with commercial elements, not with com- 
mercial salesmen. For example, a 10-sec- 
ond station-break ID commercial would 
instead be 15 seconds. It would according- 
ly have 11% seconds audio, not 6% as 
does the 10-second spot of today. 

This would permit among other factors, 
for example, a full musical phrase. A 
musical phrase is generally one bar per 
second, at a normal tempo. One phrase or 
eight bars equals eight seconds, leaving 
3% seconds for a musical button. Accord- 
ingly a 15-second ID commercial would 
permit you to use the basic strain of your 
commercial jingle, whether out front or in 
the background of the commercial. 

Let me give you an example... 

A 15-second ID commercial because of 
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additional audio and video possibilities 
has more of a chance to be a commercial, 
not a poster. 

Under this proposed “centigrade” sys- 
tem, today’s illegitimate 20-second com- 
mercial has two possibilities for decency. 
It can become a legitimate 30 or a 45 
depending on the product, the message 
and the treatment. 

Music, of course, is only supporting 
evidence to this proposal. Copy is the 
clincher. Today’s 20-second commercial 
gives you the opportunity to mention the 
product and the slogan with perhaps a 
small bid for action. That’s enough for 
many products, but for many others it is 
pure tyranny. If, for example, your sell- 
ing message must convey qualifiers, your 
commercial becomes nothing more than 
product name, qualifier; slogan, qualifier, 
and product name. Just no room left for 
creative handling. 

On the other hand, with 30 seconds you 
have a little room for dialog, perhaps. 
Time to set up and time for a little heart 
and spirit. You can put a harp gliss here, 
a celeste arpeggio there, maybe a cute 
voice effect in between. 


= This 15-30-45-60 system, in addition to 
affording the “possibility of flexibility” 
would also offer some convenient econo- 
mies both in terms of spot buys according 
to need, and in production-dollar savings 
from increasing the possibility of com- 
mercial element lifts. 

Time doesn’t permit a discussion here 
of the spot-buy economies that may be 
possible. I have talked with members of 
our JWT time-buying department and 
they indicated that, in their opinion, these 
time increments are feasible and could 
possibly be used to advantage by some 
accounts. 

In the area of production-dollar savings 
this system makes effective “lift-commer 
cials” possible. Many commercial writers 
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CONSTRUCTION EMPLOYEES 
Circulation concentration in the top 100 counties. 


he Weekly Newsmagazine 58.8% 


Holiday 55.6% aie 


Life 54.7% 


Sports Illustrated 52.3% | 


U.S. News & World Report 51.3% : 


Newsweek 49.7% : 


Reader's Digest 49. 


Look 45.6% 


Better Homes &Gardens 44.8% - 
43.4% 


Saturday Evening Post 


Sources: Sales Management's Roy | of Buying Power” (5/10/59) and latest 
available publisher's reports: TIME (3/23/59) « ny y | (March 1957) « Life 
(10/26/59) ¢ Sports Illustrated (3/2/59) « U.S. News & World Re (3/28/58) 
e Reader's Digest (April 1959) * Newsweek (3/23/59) « L (3/18/58) « 
Better Homes & Gardens (April 1959) * Saturday Evening Post (3/14/59) 


UNDER CONSTRUCTION 


Fifty-nine percent of all construction workers 
are employed in just 100 of America’s 3,070 
counties. In those 100 boom counties, TIME 
concentrates more of its circulation than does 
any other magazine of a half million or more 
circulation. When building your advertising 
schedule, build it around the most effective 
medium, TIME. For TIME offers you concen- 
tration and coverage where it really counts. 
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and producers have long since given up on 
20-second lifts from 60-second commer- 
cials and have been custom-making their 
20s with specially shot footage. With 30- 
and 40-second increments it is possible to 
make direct video and audio lifts as I have 
demonstrated with audio tapes. The need 
for special footage and a special sound 
track is lessened. 


s Of course, everyone likes to ride a 
white horse and perhaps this small cru- 
sade for a more flexible spot commercial 
system is only a vain fancy of my own. I 
am aware that what may seem like justi- 
fiable pioneering may be merely evasion, 
or laziness—or the disinclination to sub- 
mit to discipline. I have variously been 
guilty on all counts. My only defense is 
that this system makes honest sense in 
terms of my experience and from the 
comments of my professional friends. 
What’s more, in Britain they’re using 15- 
second increments right now, and appar- 
ently with success. Commercial tv in Brit- 
ain started long after ours and perhaps 
they had time to consider our mistakes as 
well as our strengths. 

In our dynamic business, it’s never too 
late to consider a new system of spot-com- 
mercial lengths. The changeover would be 
considerably less expensive and much 
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less complicated than a normal re-tooling 
operation in most other industries. 


# Our existing commercial inventories 
would not have to be discarded. Our 10- 
second ID commercials could be expanded 
with a 5-second live tag until their use 
period either expired or the client agrees 
they can be retired from use. Similarly, 
the 20-second commercial could be given 
an additional 10-second tag during the 
interim period. 

Of course, there’s much more than 
just commercial considerations before we 
could institute a new system, as you and 
I know. Some well-entrenched routines 
would have to be out-trenched. To those 
who oppose a system of this sort we can 
only say that we can’t make an omelet 
without breaking eggs. 


s I have chosen to call this plan to your 
attention today both because I believe it 
is something that will some day happen 
and because it serves very well to call to 
your attention other considerations in- 
fluencing the length of a commercial. 

In closing may I simply remind you 
that a good commercial is like a girl’s 
dream—it should be long enough to cover 
the subject, but short enough to keep it 
interesting. # 


Committee Buying and the Downgraded Buyer 


By E. B. Weiss 


It is hardly news to the food processor 
that the food line is bought essentially by 
a committee—not by the traditional indi- 
vidual buyer. But it has yet to be com- 
prehended in merchandise lines sold 
through other out- 
lets that here, too, 
the buyer is being 
shorn of some of 
his traditional func- 
tions; here, too, 
buying by commit- 
tee is taking over. 
And it is also prob- 
able that even sup- 
pliers selling to the 
food outlet have de- 
veloped new selling 
postures appropriate 
for an era of committee buying. 

As retailers become larger, buying by 
committee becomes more common. The 
formula is just as simple as that. And, of 
course, the whole trend in retailing, as 
I have been pointing out for years, is 
toward giantism. 


E. B. Weiss 


s Naturally, this involves considerable 
change in the role of the buyer—that is, of 
the individual buyer. These changes in- 
clude the following: 

1. The actual buying decision on pur- 
chases other than re-orders will be made 
with less frequency by the individual 
buyer. 

2. The individual buyer will become 
more in the nature of a channel of com- 
munication between supplier and the buy- 
ing committee. 

3. As a link in this channel of commu- 
nication between supplier and buying 
committee, the buyer really takes over 
much of the role of the supplier’s sales- 
man. This is quite an astounding change, 
and yet it is inevitable; since the sales- 
man can seldom get into the buying com- 
mittee, and since filled-in forms seldom 
give the committee all the information it 
requires, the buyer is being compelled to 
function as an intermediary between the 
supplier, salesman and the buying com- 
mittee. To a degree, in that role, the buy- 
er really acts as a salesman for the sup- 
plier. i 

It is of course true that, for decades, 
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our traditional department stores have 
made buying subject to a limited form of 
committee procedure. When the mer- 
chandise manager, or “upstairs,” must 
confirm an order, then a type of commit- 
tee buying exists. 

But in selling to department stores, 
the supplier’s salesman has not been 
barred from “going upstairs” to the extent 
true of the modern buying committee of 
the chains. While it is entirely probable 
that the chain buying committee will, in 
time, lower its bars somewhat to supplier 
salesmen (right now, only a few major 
suppliers can win entry into some buying 
committees), this privilege will be ex- 
tended rarely. The membership of the 
buying committee is such that time is of 
the essence, and it just would involve too 
much time if the bars were lowered in- 
discriminately. 


s Now I am sure that some trade buyers 
will. deny that their authority or their 
functions have changed, or will change. 
But surely if the buyer had retained all of 
his traditional domain, there would be lit- 
tle need for the buying committee. More- 
over, it is obvious that although the buy- 
ing committee really started as a new 
products committee, it soon took under its 
wing anything in the way of a “new 
proposition,” which is precisely why it is 
seldom called the new products commit- 
tee any longer. 

Incidentally, the chain buyer’s domain 
is being further shriveled by the increas- 
ing buying authority that is currently be- 
ing given to the store manager and, in 
particular, the manager of the giant new 
one-stop store units that practically all 
chains are opening. 

Marketing men may find it imperative 
to take a new look at the trade buyer in 
the various giant chains. In particular, it 
would appear wise to determine whether 
the traditional connotations of the term 
“buyer” have much more application to- 
day than, for example, “5 and dime” has 
to the modern variety chain’s inventory. 

If, as I contend, the buying role of the 
trade buyer is waning—and if, as I also 
contend, the trade buyer is becoming a 
new type of salesman for the supplier, a 
new form of communication between sup- 
plier and the buying committee—then the 
trade selling programs and the jobs of the 


salesmen of many manufacturers must be 
adjusted accordingly. This new appraisal 
of the trade buyer and of the supplier’s 
salesman becomes even more imperative 
if it is also reasonably correct to conclude, 
as I think it is, that any “new” proposal 
will be decided upon by committee, rather 
than the trade buyer, and that the latter’s 
functions involving re-orders will be 
mapped out for him primarily by the 
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electronic data processor. 

Thus, the buyer’s domain is being nib- 
bled away by two remarkable develop- 
ments: the buying committee and elec- 
tronic data processing equipment. Yet I 
suspect that the majority of manufacturers 
continue to think of, and sell to, the trade 
buyer of giant retailers as though he were 
still high man and even the only man on 
the buying totem pole. + 


Chevy Will Build Them 


By Dick Neff 
Oat-Burner 


“Perhaps I’m peculiar,” writes Suzanne 
Armstrong, of Corn Products Co., “but I 
happened to read the enclosed [Chevy] 
ad (Time, Aug. 8) from the bottom up. 

“My hurried conclusion: There is noth- 
ing like a new car— 
but for pleasure, an 
old horse is better. 
God knows, the girl 
in the illustration is 
not ‘running off 
with’ her Chevy... 
obviously she 
doesn’t even care to 
look at it.” 

Reader Armstrong 
then icily examines 
the claim, “As much 
power and perform- 
ance as you’d ever need. (With more 
engine-transmission combinations than 
anybody!)” and comments: 

“What person (anybody) has ‘engine- 
transmission combinations?’ Sounds re- 
volting.” 

As for us, what we were “thinking 
about that Chevy hasn’t thought of” is 
a better sidesaddle, so this poor ballet 
dancer or wood nymph or sleepwalker or 
whatever she is won’t fall off that stuffed 
horse. 


Typographical Boo-Boos— 
or Are They? 

A recent issue of a Missoula, Mont., 
newspaper apologized to a local citizen 
for calling him a defective in a previous 
issue, then went on briskly to say that 
everyone knows he’s a detective on the 
police farce. 

Says our talent scout, Jim Loges, ad- 
vertising director of Amerock Corp., 
Rockford, Ill., “Being very unfamiliar 
with the ins and outs of politics in 
Missoula, Mont., I am not sure whether 
the enclosed clipping is the result of a 
personal vendetta, a ticket-plagued typog- 
rapher, or simply pure coincidence. In 
any event, it makes good reading—if you 
don’t happen to be a member of the 
Missoula police farce.” 


The Inscrutable Makeup Man 

“Here’s a juxtapositioning of ads that 
caught my peeled eye,” writes Paul H. 
Pease, account executive of Ball Adver- 
tising Inc., Palm Springs and San Bern- 
ardino, referring to the Bleuette Bra and 
Woods by Dana ads you see here. 

Ah, those French. And oh, those Cali- 
fornians! 


what could you be thinking about 
that Chevy hasn’t thought of? 
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Diogenes Finds His Man 
Some time ago Richard Payne sent us an 

S. Klein ad from a New York newspaper 

advertising an electric appliance thus: 


List Price $16.95! 
$19.99 


This seems to be a sinister trend. Frank 
G. Steudlein of John B. Goodwin Co., real 
estate, Memphis, sends us another one 
reading: 


Boys’ Cotton Knit 
SPORT SHIRTS 
Usually 59¢ 
$1 


Says Mr. Steudlein: “I realize that the 
tv investigations, charges of rigged pro- 
grams, unrealistic advertising, unsup- 
ported claims, etc., have the advertising 
fraternity quite jittery. 

“However, I believe this advertising is 
carrying the ‘telling the truth in adver- 
tising’ just a little too far!” 


Roast-Sirloin-of-Reader-Beet 
Department 

We have with us this evening two 
distinguished complaints from readers. 
The first is from Doug Weirauch, adver- 
tising manager of Commodity Products, 
Inland Steel Products Co., Milwaukee. He 
takes issue with a recent quote in this 
column by Ralph Duke, of Barnes Ad- 
vertising Agency, also in Milwaukee. Mr. 
Duke’s statement was: “These three ads 
were found on three consecutive pages in 
the March issue of Boat & Motor Dealer.” 

Asks Mr. Weirauch: “Did you check 
with Mr. Duke on how he managed to find 
two spreads and a one-pager on three 
consecutive pages? Or ask Boat & Motor 
Dealer how they accomplished this print- 
ing miracle? Other publishers would pa 
plenty to be let in on the secret, I'll bet.’ 

The other beef is from a reader who 
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I enjoy the variety of the Amer- 
can’s columns most, especially 
he bright and amusing pieces by 
sholly Dearborn.” 

Colleen Moore Hargrave, 


civic leader, 
1320 N. State pkwy. 


a 


The women’s pages are my fa- 
yorite reading. I like the recipes 
wf Mary Martensen, and fashion 
yirticles.” 

a 


Lucille Fisher, 
store clerk, 
3624 W. Division st. 
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Who reads 
CHICAGO’S AMERIC 


“I like the new front page on 
Chicago’s American. The news is 
always well presented and easy 
to follow.” 


Thomas Moffat, 
fireman, 
2717 N. Dayton st. 


“I rely on the American for the 
latest, most authoritative news 
coverage. That means sports 
news, too.” 


David L. McAndrews, 
policeman, 
4054 S. Maplewood av. 


“The editorial and feature pages 
are my favorites. They are al- 
ways thought-provoking and 
stimulating.” 


Bernard Kaufman, 
lawyer, 
188 W. Randolph st. 


“I like the change in the Amer- 
ican. The paper is more colorful 
now; the printing is much clearer 
than before.” 


Kenneth Kobukata, 
school teacher, 
1214 W. Berwyn av. 


“We do," say enthusiastic Chicagolanders 


CHICAGO’S AMERICAN 


Wholly owned subsidiary of the Tribune Company, Chicago, Illinois 
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signs his name Bo-Bo. He picks up his 
sword in defense of an ad with the head- 
line, “Mom, let’s have a nice warm 
house!”, which ran in 80-degree weather. 

“This may come as a piece of news to 
you,” he writes, but the fact remains that 
most furnaces and conversion units are 
sold in the spring and summer, regardless might’ve added “next winter.” But 
of the temperature outside. After all, shucks, let’s be a good sport and admit 
nobody wants to have a furnace installed, it: Bo-Bo caught us with our dampers 
and be without heat, in the middle of down. # 


winter. 

“The only other guy I can think of 
who would have missed that point would 
have been the Creative Man. Or maybe 
you are the C.M.—God forbid. Bo-Bo” 

Now, now, Bo-Bo—no name-calling. 

We could have suggested the ad 


Small Advertisers and Agencies Would Suffer 
Most if 15% System Goes, Says One of Them 


It has usually been assumed that the big advertisers could take care of 
themselves, and that pleas for the abandonment of the agency commission 
system of compensation have come from smaller advertisers and agencies. 
It is interesting, therefore, that the following letter to the editor of Adver- 
tising Age was written by a small agency, and expresses the viewpoint that 
smaller advertisers and agencies will suffer most if a change is made in the 
present method of agency compensation. 


By Leo P. Bott Jr. 
Leo P. Bott Advertising, Chicago 


abandonment of the system should not 
be made without due consideration of 
these consequences. 


Has anyone given any consideration to 
the confusion and economic loss that will 
ensue if and when the 15% agency com- 
mission system of compensation receives 

its death knell? The advocates of the 
co abolishment of the 15% system don’t 

seem to have considered the following 
phases. They keep talking about the large 
advertisers and the large agencies charg- 
ing a retainer in its stead. But how will 
the change affect small agencies, adver- 
tisers and publications which run a lot of 
small ads? 

According to a review of the famous 
Frey Report a few years back, probably 
the latest and most thorough investiga- 
tion of the present system: 


s The present system of payment is the 
lifeblood of the small agencies, the great 
majority of the more than 5,000 agencies 
in this country. The large agencies rep- 
resent only a small percentage of the 
thousagds of advertisers. Many small 
agencies would undoubtedly go out of 
business because most small advertisers, 
the bread and meat of their clientele, 
will not pay a retainer fee. 

It’s so easy to say they will—ultimately 
they would have to; true. But in the long 
interim, many just won’t. So the pub- 
lishers will lose a lot of revenue. Many 
small business concerns, having limited 
budgets (if any), consider advertising as 
a necessary evil and don’t feel inclined 
to pay for preparation on top of space 
expenditures. Many dislike paying for 
mechanical charges in addition to the ad- 
vertising itself. (They often decrease the 
size of the ads or their frequency to make 
up for the expenditures necessitated by 
production costs.) 

So what is apt to happen? The burden 
will be shifted to the publishers. While 
they will “save” 15%, it will cost them 
far more than that to keep to the present 
level. First of all, who will write the 
ads? Most business men have neither the 
ability nor the time, and small concerns 
can’t afford to employ a fulltime writer. 
They will have to use free lance admen, 
whose fee would probably be greater than 
the cost of the space, but would most 
likely take that fee out of their total 
budget. The publications would lose! 


“The study employed a sample of 
3,800 advertising managers, includ- 
ing 447 who handle budgets of more 
than $1,000,000. The final returns 
represent a solid segment of the en- 
tire industry and include: 70% of 
all advertisers with budgets of more 
than $1,000,000; 64% of all agencies 
billing in excess of $30,000,000; and 
55% of all agencies with billings of 
more than $5,000,000.” 


® What about advertisers spending less 
than $1,000,000? What about the “little 
fellows” who spend far less—$100,000, 
$50,000, $10,000, $5,000—and less. That 
$5,000 appropriation looms mighty large 
to a small business. What are the views 
and desires of the so-called “small fry” 
which keep the fire of advertising going? 

The advertising of most small adver- 
tisers is handled by small agencies and 
both are happy with the present arrange- 
ment. Usually it costs the advertisers 
nothing to get professional services. Be- 
cause of proper guidance and the results, 
the small advertisers frequently emerge 
as large advertisers. Which means the 
small agencies are well rewarded for 
their efforts in developing the account or 
—tragically—are frequently incubators 
for the large agencies. Meanwhile the 
publishers are happy, too, because they 
sell the space without having to contact 
the advertisers each month for copy, 
writing the ads and handling collections. 

Admittedly, the system has its faults 
and has encouraged evils, as any system 
will, although it must also be admitted it 
built the advertising profession and ad- 
vertising as it is itself today! Now in all 
the furor, there are a few angles which 
seem to have been overlooked. So the 


= So the publishers’ salesmen or repre- 
sentatives will be forced to write the ads 
to sell the space, as formerly, until the 
agencies stepped in. Accounts have been 
turned over to us by representatives to 
relieve them of the necessity of writing 
copy and keeping up the essential month- 
ly or more-frequent contacts. 

The copy will become less potent, as 
many reps will certainly not have their 
hearts in this job, even if they are good 
copywriters. They will be inclined only 
to fill up the space rather than spend a 
lot of time developing good copy and 
merchandising ideas, for which they are 
paid nothing. Many more ads will be re- 
peated until the cuts and type wear down 
badly—and smudge-looking ads as well 
as old ones or those that become out of 
date don’t invite reading . . . 

Another important angle which should 
also be considered is credit. When the 


agencies handle the accounts, they are 
responsible for payment. The publishers 
can count on most of the money due them 
almost within ten days and do business 
on that capital. Under a new system, pub- 
lishers would have to wait longer for 
their money. They would also have to 
bear the burden of losses, to say nothing 
of the costs of collecting, especially poor 
accounts. Advertisers will be prone to put 
off paying a publication as promptly as 
their agency and expect (and often get) 
longer terms. 

Since the remaining agencies would no 
longer be agents of the publishers but 
more like independent operators, their 
attitude might change and, as strictly 
representatives of their clients, who will 
be paying them for services, they would 
probably become more demanding. 


Learning from the Retail Ads... 


Advertising Age, September 12, 196 


Somebody has to take care of the ne 
advertisers and educate them. The largé 
agencies won’t do it without a huge fee 
Nor would they live with a tiny accoun 
as do the small agencies, gambling o1 
the chance they can develop the account; 
to a point where they will eventually; 
pay out for all that extra effort. 

So, other than smooth sailing amonj 
the big advertisers, I foresee considerabl 
turmoil in advertising relations if th 
present agency commission system i 
abolished. 

Let the small agencies, small adver 
tisers and publishers be heard. Every 
thing I’ve read has been the constan 
advocacy by a comparatively few larg 
advertisers and agencies and those why 
have a selfish interest in bringing abou 
such a revolutionary and radical change. 3 


The “Just Doesn't Come Off’ Ad 
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Cun the Jl Saghy 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


There are fewer good playwrights, 
dramatists, novelists, short story writers— 
than advertising writers. That’s why ad 
creators are wise to stick to their knitting 
and not attempt literary forms to which 
they are unaccustomed. 

This ad was one of a series run by a 
Home Furnishings Council in a great city 
—horizontal half pages in expensive 
space. (Very expensive when the small 
work such an ad as this does, is consid- 
ered.) 


= This ad starts off: “Yes, Sir, that’s our 
house! We’re rather proud of it. Come in 
for a minute and let me show it off. 
Mary’s always glad to have company... 
maybe she’ll fix us a snack.” 

The pictured house is a washout—not 
nearly as attractive as many thousands 
being built today in the lowest price class. 
But maybe this poor guy is proud of it. 
He’s stuck with it. The door is full height 
to the eaves, hence it is obvious no one 
could stand up upstairs. And anyone in 
the living room would have to stoop to 
look out of the bay window. 

You say: “No one will notice the house 
that closely.” 

Then it shouldn’t have immediate men- 
tion, especially favorable mention, nor 
should it have any illustration space. 

The conscientious, professional ad cre- 
ator strives always for verisimilitude. This 
ad makes no such attempt. The monolog is 
in what man’s vernacular? Certainly no 


THE CORNER °©=* 
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oud dove to dine with. Mow! 


Consider a chair — think of the, combor 
and comvenione a new chair could add to 
your scheme of living. Shop voor faverise 
home furnishings desler, consul with the 


man’s I have ever heard “Fin 
we’d rather have a party here than g 
out on the town...” 

The kind of party you could have in th 
hen coop would be fun to watch. And 
“the kids invite their friends over’ it 
because this is a playhouse. | 

The ad winds up with a discussion of 
chair. “Consider a chair—think of th 
comfort and convenience a new chaj 
could add to your scheme of living. She 
your favorite home furnishings deale 
consult with the salesmen [sic], see t 
many handsome styles they have toda} 
in a complete range of prices.” 

There. are always difficulties in doir 
cooperative ads that intend to help wide] 
disparate stores. But a job that is difficu 
to do should not be done unless reasonab} 
good solutions are found for the toughe’ 
problems. 


s If this ad had talked of the better tast} 
the better designing, the better construt 
tion, the interesting innovations, the mof 
uniform quality, the more enduring, mom 
practical fabrics, et cetera—that are avail 
able in chairs today, I believe the 4 
could have pulled a big load. 

But taking up most of the copy sto# 
with a phony monolog keeps most readef 
from getting to the weak conclusion whid 
is still the only possible payoff in the al 

This is not to criticize the ad creato® 
but everyone concerned with arriving | 
and approving halfway solutions to a¢ 
vertising problems. Perhaps the entil 
setup and effort for this cooperative aj 
piration was so complex that it is a mir 
cle any ads—even weak ones—ever af 
peared. # 
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ILLUSTRATOR: Robert Addison, a sound traditional draughtsman known for magazine cover 


an 


When you advertise in America’s national magazines you buy space ... but you 

get time. You get precisely the amount of reader's time that your advertisement 

can command ...a second, many seconds, a minute, many minutes . .. depending 
on the interest of what you say and how you say it. You buy the privilege of 
stopping and holding the attention of the reader . . . by every device of art and 
language .. . for as long as you can. Fast readers may catch your message and 
decide to act on it with the speed of a turning page. Slow readers will ponder, 
digest, reread before they reach a firm decision to look or buy. Your advertisement 
in a national magazine adapts itself to the reader's pace like a good salesman 

who times his pitch to the prospect's reaction time. 


designs and industrial illustrations, is associated with Stevens-Gross Studios, Chicago. 


After making fine photoengravings for more than a 
quarter century . . . for national advertisers and 
agencies from coast to coast... we have good 
reason to believe that there is no substitute for 
salesmanship in print. We have used magazine 
advertising to promote our own business and we 
use it here, in cooperation with well-known maga- 
zine artists and photographers, to contribute a 
few words of appreciation to America's national 
magazines. 


COLLINS, MILLER & HUTCHINGS, Inc. 


America’s finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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Tyler Picks Ten for July ... 


The substi of ix 


Creative Men Pick Print Campaigns 
As Best of Past Decade on 


By William D. Tyler head, and Jack Gillett, the art director. 
The ten leading campaigns of the past The ad brought sizable orders within A 


The shapes it takes 


decade, as selected by “creative directors ours of its appearance. 

of 100 leading agencies,” according to 

News Front Magazine, occasioned surpris- Rath Black Hawk Ham 

ingly little controversy. That was because One of the best-noted advertisements 
the ten campaigns in Reader’s Digest was a very un-Digest-y 
were widely recog- ad. It was a poster-type color page for 
nized as highly suc- Rath Packing Co. with very little copy. 
cessful and each had The idea, however, was an attention 
previously received getter. It consisted of a ham on a table 


Steuben Glass 


Te we e know about tomorrow: 


much favorable surrounded by artifacts. The window anni ARAN mnnnnnnn 
trade publicity. behind, rain-streaked, carries the head- will HH ) 
But there was one line: “Tastes like a cook-out rain or shine » SUU HT ) HHH 
point that should ‘cause it’s hickory-smoked.” Not much of Sond mares tne Hip tonnt hee vuuUUl 
have been the sub- a plot, maybe, but just enough for the inn oni i \ 
ae ject of a lot of com- reader to get his mind around and feel mH WHIT THT ! i WU il | 
' ment, and wasn’t. a sense of participation. Idea and copy are AV AHMAMANVARVAUT AGU VTAVOAERUTUTTUAVH HUTT HH HI 
William D. Tyler This past decade Florence Murdoch’s, and Earle Ludgin’s yuu 
was a television Portia Allen art directed. 
decade, yet every one of the campaigns 
selected was a print campaign. I could Steuben Glass 
give you several profound and weighty A really tremendous ad was the eight- mettre oh 
opinions on why this is so, but I think pager in The New Yorker some months 
you’d prefer your own interpretation of ago, which I most regrettably have just 
this provocative paradox. Be my guest. gotten around to reporting here. It was a 
Now, on to the picks of the month. critique by Louis Redmond entitled, “En- ; BOOK-IN-BED READERS LOVE 
joying Steuben Glass.” It treated the sub- nnn inna Ann Ann inn in THE BEAUTYREST ADJUSTABLE BED 
Band-Aid Plastic Strips ject as a culture which one needs to study HIN HHH Hil i} Hil i niin i iy eee some of & Her th sari mt bedi 
Joe Giordano of Young & Rubicam in order to appreciate, and the ad set out HH | } HI HI | i "imme 
turned a reasonably bum pun into a bril- to instruct. Lead: “A Persian poet wrote, SONU \ WOU UN nn 


liantly memorable ad with the aid of art 
director Arthur Cady and photographer 
Howard Zieff. The pun: “None left—the 
unkindest cut of all.” The illustration: a 
wonderful photograph of a more clinically 
curious than filially sympathetic young- 
ster observing his father’s cut finger as 
he holds the empty Band-Aid box. Not a 
product-selling ad; just a gentle but un- 
forgettable reminder not to be out of 
bandages at this popular time of year for 
cuts and scrapes. 


Fetch Dog Food 

Down from Canada came tales of a 
somewhat novel introduction of a new 
National Biscuit dog food. Since the 
Dominion is less noted for humor and 
daring in advertising than for soundness 
and safeness, this was news indeed. The 
message is directed to dogs instead of 
owners, promises to rid them of “Canine 
Fatigue or, as it’s more popularly called, 
Pooped-out Puppy.” It is said to put “new 
authority in your bark, new zing in your 
step, new etc. The sooner you get... 
Fetch, the sooner you’ll be your old bon 
vivant, laugh-a-minute self.” Oh yes, and 
one symptom of C.F. is when “your lady 
human can look you right in your beauti- 
ful soft brown eyes and still order you off 
the furniture.” J. Walter Thompson’s Tom 
Hicks of Toronto was the copy group 


None left—the unkindest cut of ail 


‘If you have two loaves of bread, keep 
one to feed your hunger. Sell the other, 
and buy flowers for your soul.’ Steuben 
glass is both bread and flowers .. .” The 
article points out that machine-made 
glasses are identical—that “Steuben 
glasses vary by perhaps an eighth of an 
inch. This...marks the difference be- 
tween science and art. It is the crafts- 
man’s humanity asserting itself.” Oh, this 
boy writes good. Ogilvy, Benson & Math- 
er’s art director Bert Wells is responsible 
for the editorial format. 


Spalding Golf Balls 

Maybe it delivers’no earthshaking mes- 
sage about the New Distance Dot that will 
revolutionize sales, but I defy you to find 
me a much more pleasing ad for golf 
balls than this little conceit by Young & 
Rubicam’s John Blumenthal, showing a 
dozen balls in an egg carton and headed, 
“Birdies-to-be!” Ed Bowie was the art 
director. Bless their souls. 


Westinghouse Research 

Institutional advertising has to be twice 
as good as product advertising to register 
its message, because it’s all “us” and no 
“you.” This ad for Westinghouse got 
through to me. The wavy lines are used 
te symbolize sound waves. Each row is in 
a different color in this magazine page. 


Westinghouse 


Birdies-to-be! 


No other golf ball can bold a candle to the NEW DISTANCE 
ovr"! [t's the brightest, whitest ball that ever bouned down 
» fairway or curled into a cup. There's never been « golf hall 
that stayed so white so long. Discover what real distance can 
de for your golf game! NEW DISTANCE DOTS are now num- 
bered 1 through 8, Sold at gulf professional shops. Remember, 
DISTANCE DOTS are now available in Canada, (oo. 


© spot 


A. G. Spalding & Bros. 


Our compliments 


to the chef 


Mealtime wait cas —ben what bom of a mothers 
day really 6? Ne wonder Seow sm such 
demand. helping shone along works ces 
with the coumrys tap paper products 


The better the paper. the surer ws Seow £2) 
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Simmons Co. 


Tastes 
like a 
cook-out 
-.. rain 
or shine 


TERE edetene oath cacted you know.) 
Rath Packing Co. 
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NEW ENGINEERING knowledge is the constant pursuit of 32,000 
technical management readers who study Metal Progress at home 
each month. Some are deeply concerned with the critical phases 
| of arc welding on stainless steel (above); others are seeking better 
ways of heat treating, casting or finishing—all of them know that 
Metal Progress delivers authoritative editorial on vital metals engi- Met al I ro ere —h—) 
neering subjects. Unique in its field, Metal Progress is the magazine wee ASEMGAN BOCITY POR mETALS 
to use to sell an engineered product to the metal industry. METALS PARK * NOVELTY, OHIO 
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Gene Hunt’s copy is tucked between 
them. It says: “Sound waves like these 
will wash dishes, disperse fog... Ultra- 
sonic waves can weld one metal to an- 
other ...make mayonnaise [that] won’t 
separate...ultrasonics is a major re- 
search and development area at Westing- 
house.” An impressive and thought-pro- 
voking ad that helps increase Westing- 
house stature. Tom Ross of Ketchum, 
MacLeod & Grove is responsible for the 
layout. 


Scott Paper Products 

An institutional campaign with a high 
batting average is the one that appears in 
Sunday supplements in behalf of Scott 
products as a boon to overworked moth- 
ers. Two great ones have appeared re- 
cently. One shows a small slob generously 
spread with assorted jams and _ jellies, 
alongside Wilson Seibert’s headline: 
“Our compliments to the chef.” The other, 
a fetching nude with, “No wash! No 
wear! No work!” by Thompson’s Helen 
Klintrup. In each case, the copy story is 
contained in the subhead. Example: “A 
more conventional way of saving wear, 
wash, and work is with Scott Paper prod- 
ucts—world’s most efficient disposable 
work and laundry savers.” Art director is 
Fred Kettel. 


Beautyrest Adjustable Bed 

Here in a half-page magazine format 
is a quick visual demonstration of the 
advantages of this new Simmons product. 
The young lady reads, the young lady 
dozes, the young lady corks off. Norm 
Robbins’ good body copy sells other ad- 
vantages of the three stages of Beauty- 
rest life, such as tv-viewing and break- 
fasting in bed. Bob Wall of Young & 
Rubicam made the layout. 


General Electric Lamps 

Not a flashy ad, but a real solid one, is 
headed, “How long does it take him to 
replace one lamp?” It’s addressed to 
business-manager types on the subject of 
E light bulbs. A diagrammatic illustra- 
ion shows the six steps it takes a main- 
enance man to replace just one burned- 
put bulb. Bill Furnas’ copy points out 
hat this takes 20 minutes, on the av- 
erage. Promise: “GE Plan can save you 
6 hours labor on every 100 lamps you 
se!” It consists of making wholesale 
replacements on a regular schedule to 
avoid the waste of individual changes. 
ou may use up a lot more bulbs this 
ay, the copy fails to say, but look at the 
saving in time, labor and work interrup- 
tions. A highly skillful sale from begin- 
ing to end. Jack Clellan is the art direc- 
or, of BBDO, Cleveland. 


Se 


Pillsbury Cake Mixes 
An ad with some of the strong simpli- 


mploye Communications... 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) : 
The August issue of “The Quill,” the 
pfficial magazine of the journalism fra- 
ernity, Sigma Delta Chi, reports the 
results of a study made of headline slant- 
ing of political stories. The study was 
ade actually in 1956, but the conclu- 
ions drawn from it seem applicable to- 
Gay. 
According to Samuel S. Talbert, chair- 
Ziman of the department of journalism at 

Mmthe University of Mississippi, the study 
a of front pages of typical newspapers in- 
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city that has characterized the best of 
Pillsbury advertising over the years, 
bears the headline, “Moistness? You said 
a mouthful!” It was written by Leo 
Burnett’s Draper Daniels. His copy lead 
has an easy-going quality about it, too: 
“As soon as that fork gets to where it’s 
going, you’re going to find out what 
moistness does for the way a cake eats.” 
Powerful layout by Neil McBain. The 
signature is a pick-up from Don Tennant’s 
tv jingle: “Nothing says lovin’ like some- 
thing from the oven...” A strong, un- 
complicated ad. # 
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Little Political Slant in Headlines? 


dicates that “frequently not even an ex- 
pert in public opinion is able to connect 
a newspaper’s editorial stand with its 
treatment of headlines.” 


= Newspaper editors, of course, have long 
contended that their news departments 
are free of political prejudice, but press 
critics have been known to claim that 
they can spot a publisher’s political party 
after only a quick glance at page one. 
The Talbert report indicates that the press 
critics, in spite of their claims, aren’t that 
good. 

All of the headlines under study, 
the author explains, related to the 1956 


Presidential campaign and appeared dur- 
ing September of that year. They were 
taken from 12 newspapers, mixed and re- 
produced with typewriter type, and the 
378 headlines were then submitted to the 
panel of experts and non-experts. News- 
papers chosen, it seems to us, were rep- 
resentative—for example, the New York 
Herald Tribune; St. Louis Post-Dispatch; 
The Christian Science Monitor; Portland 
Oregonian; Daily Journal, Tupelo, Miss. 
Five of the newspapers selected supported 
the Democratic ticket and seven the 
Republican. All members of the expert 
part of the jury supported Adlai Steven- 
son that year. 

There is a lesson in the Talbert con- 
clusions, it seems to us, for the company 
that feels any mention of a political topic 
in the company press is dangerous. Too 
many craftsmen recognize the timidity of 
their own managements in discussing 
anything political, on however broad a 
base. “No matter how carefully we might 
write a story,” one communicator said in 
a questions-and-answers meeting recent- 
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ly, “the management feels we would be 
unconsciously exposing a bias.’’ Thus the 
lid of political censorship has been 
clamped on many journals for employes, 
on the ridiculous premise that the slightest 
mention might show managerial preju- 
dice. On that score, the more reluctant 
managements might refuse to urge em- 
ployes to vote, in the belief that it would 
be an invasion of privacy. 


® The seasoned communicator knows that 
copy in employe papers doesn’t need to 
be slanted to be persuasive. He knows 
from experience that, simply by setting 
forth the facts, he builds audience con- 
fidence. He is well aware that a company 
which seeks to slant its appeal in order 
to build faith in its own viewpoint often 
invites trouble. If the company is union- 
ized, you can count on one of the eagle- 
eyed officials of the union to drag out a 
misstatement or a half truth and openly 
brand it fraud. The seasoned communica- 
tor doesn’t care to run that risk, and he 
knows that it isn’t necessary. # 


Clients Unfair to Small Agencies 


By Kenneth Groesbeck 
Advertising Agency Consultant 


I realize that headline sounds like a 
placard borne by a striking picket. It is 
so intended. That sort of thing penetrates 
where politer language lands on deaf 
ears. 

Yet, too, it has its 
disadvantages. I re- 
cently wrote a let- 
ter to the New York 
Times headed, 
“Don’t trust the 
Russians,” which 
was politely de- 
clined by the old 
gray lady. I should 
have said, “Author- 
itative sources in- 
dicate the undesir- 
ability of too quickly 
accepting statements made by the Soviet 
Union.” 

Diplomatic language. Ain’t it some- 
thing! This very morning, desiring to 
tell Mr. K. that his statement justifying 
the shooting down of our RB-47 recon- 
naissance bomber was a lie, we say 
“willful misinterpretation and misstate- 
ment of fact.” 

Ah, well, I’m off the track as usual. 
What I started to answer were plaints 
contained in two letters from a small 
New York agency specializing in sales 
promotion devices, displays and printed 
matter. Our friend finds, as do so many 
in this highly competitive field, that he 
has to spend hundreds of dollars on spec- 
ulative sketches and copy in order to 
receive any consideration; that he lands 
“one out of two, three, or four submis- 
sions”; that prospects often “shop our 
ideas and sketches around for lower 
quotations”; that “the small advertising 
service cannot afford to sue the prospect 
if a basic idea is utilized and produced 
elsewhere.” 

So, he asks, what to do about it? “I 
find no way,” he writes, “to amortize the 
cost of these submissions over the whole 
profit picture, or to allocate it to more 
profitable accounts. It simply increases 
the over-all cost of solicitation, inflating 
the factor assignable to overhead to a 
non-competitive point.” 

This, you readily see, is a thoughtful 
and intelligent person. His problem is one 
common to all small operations, where, in 
actuality, the prospect takes advantage 


Kenneth Groesbeck 


of the size of his supplier to demand from 
him free services for which he should 
pay. 

Should this small agency continue the 
policy it has been following? I am inclined 
to say no. Completely speculative presen- 
tations, while frequently used in our 
business, can only be afforded by large 
and well-heeled agencies. Even then, 
they are usually mostly wasted money. 


= It would seem that the small agency 
needs a definite and clearly stated policy 
which can be submitted in writing to any 
prospect. This should say, in effect, “Con- 
sultation free, as is usually expected in 
any solicitation. From this the prospect 
must decide whether or not the agency 
looks smart enough to be evidently of 
value to the advertiser. Any sketches or 
copy necessary to visualize a_ selling 
idea, charged at cost plus 15%, ownership 
therein to pass to the advertiser.” 

Our inquirer will make two rejoinders 
to this suggestion. He will say, “Prospects 
will not pay for such material.” My 
answer is, they will if they expect some- 
thing of value, the idea behind which 
they then own. Also our friend will point 
out that in this way he may give up, at 
small profit, an idea of great value. I 
think he must risk this, and if his idea is 
really outstanding, he should provide for 
its protection in advance by including an 
additional charge for the idea, if the 
prospect accepts it. 

While this suggested procedure is 
harder to sell than giving away some- 
thing for nothing, the agency will find 
that the prospect will have far more 
respect for the seller who refuses to work 
for nothing than for one who gives his 
stuff away. What is needed here is cour- 
age. Also, of course, the procedure is 
predicated upon the assumption that this 
agency does a really excellent job. Let’s 
have one remunerative assignment with 
terms settled in advance as against several 
on which we lose money. 


# Our inquirer anticipates this solution 
in his letter, saying, “I would be willing 
to forego ownership and control of an 
idea or a sketch, rather than to work 
speculatively. I am willing to sell my 
proposals at out-of-pocket cost, even if 
I do not capture the order.” Yes, but as 
suggested above, add 15%. Cost is loss, 
remember that. Because almost never do 
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we include our time and other hidden or 
overlooked expenses. 

Our inquirer’s other letter concerns the 
advisability of an agency acting as banker 
for the client, advancing credit, utilizing 
its own capital to finance client expendi- 
tures, a procedure particularly undesir- 
able on large printing orders which may 
tie up thousands of dollars over the long 
period of time needed to finish the job. 

“Is it feasible and acceptable to secure 
one-third to one-half cash advances on 
contracts, to be paid by the client after 
approval of proofs or constructions?” 
Answer, yes it is. 


= Query: “Is it reasonable to expect bills 
to be paid in ten days?” Answer, that is 
pretty fast and contrary to most practice. 
I would say 30 days, unless you offer a 
cash discount for earlier payment. But no 
60 to 90 days, as mentioned in the inquiry. 

“It does not seem businesslike to try to 


borrow money from banks and money 
lenders in order to finance the client’s 
commitments,” concludes the letter. “The 
better way would be to secure whatever 
financial aid is needed on specific orders 
and campaigns directly from the client, in 
the form of cash advance or deposits. To 
try to secure such working capital from 
lending institutions would obviously place 
the agency’s financial status, earnings in 
past years, stability (or instability) as a 
single proprietorship under close scrutiny 
by the banks.” 


s Brother, how right you are. I’ve been 
saying this less eloquently for more years 
than I like to remember. But again, what 
is needed for any of these sound financial 
procedures is courage. Easy to recommend 
and hard to practice. But I submit, it is 
better to be brave than to be busted. 

Copy of the above by maii to my in- 
quirer with all good wishes. # 


What's Doing on the Legal Front... 


Advertising Copy and Freedom 
of the Press 


By Sidney A. Diamond 
Member of the New York Bar 


People sometimes are puzzled by the 
seeming inconsistency between govern- 
mental control over advertising and the 
constitutional guarantee of free speech and 
a free press. This issue was raised sharply 
in a recent Federal 
Trade Commission 
case, and the com- 
mission gave a 
forthright answer: 
“There is no consti- 
tutional right to dis- 
seminate false or 
misleading advertis- 
ing.” 

The unusual cir- 
cumstances that 
brought this ques- 
tion up were that 
the FTC had challenged the advertising 
copy for a book. There was no attempt 
by the commission to halt the publication 
of the book itself; that clearly would have 
been a violation of the author’s and pub- 
lisher’s rights of freedom of expression 
under the first amendment to the consti- 
tution. How, then, could the commission 
suppress advertisements for the book? 


Sidney A. Diamond 


® The particular book involved was the 
phenomenally successful “Arthritis and 
Common Sense,” written by Dan Dale 
Alexander and published by Witkower 
Press Inc., a corporation of which Alex- 
ander is president. This book presents 
Alexander’s method for relieving arthritis 
by a specific dietary regime, whose most 
important elements are cod liver oil and 
orange juice. The FTC did not quarrel 
with Alexander’s right to put his views 
before the public in book form. The trou- 
ble arose because the advertising used by 
Witkower Press, as the commission sum- 
marized it, “offered the book as an effec- 
tive and reliable treatment for arthritis 
and related conditions and for correcting 
their underlying causes and relieving the 
aches, pains and symptoms thereof.” 
Alexander is not a doctor, and the FTC 
was satisfied from the evidence that the 
scientific theories and opinions set forth 
in his book are not supported by any 
“probative clinical evidence.” The com- 
mission took pains to point out that its 
cease-and-desist order does not prohibit 
truthful nondeceptive statements ex- 
pounding Alexander’s ideas. What it does 


forbid are representations that the au- 
thor’s opinions are anything more than 
unproved and scientifically untested the- 
ories. 


® The distinction made here basically is 
the familiar one between a statement of 
opinion and a factual claim. The FTC 
phrased its conclusion in terms of the 
constitutional issue: “Full enjoyment of 
First Amendment rights does not con- 
template a license to engage in false and 
deceptive advertising.” 

The case might have been a harder one 
to decide were it not for the fact that the 
claims of therapeutic merit for the book 
were accompanied by misrepresentations 
about the author’s background and quali- 
fications. 

For example, the book jackets read, in 
part, “For his work, Dan Dale Alexander, 
Ph.D., is now being recognized by colleges 
and recently he was awarded another 
honorary degree.” The Federal Trade 
Commission found-that the Ph.D. degree 
was “unearned.” It was issued by “St. 
Andrew’s Ecumenical University College” 
of London, England—an institution Alex- 
ander never visited—after he had sent 
them a check for $100. The “honorary 
degree” mentioned in the blurb was a 
“Doctor of Arts and Oratory” conferred 
by Staley College of the Spoken Word, of 
Brookline, Mass., following receipt of a 
thousand dollar contribution from Alex- 
ander. 


s Promotional literature for the book also 
stated that Alexander, “as guest of the 
Army and Navy General Hospital of Hot 
Springs, Ark., had further opportunity to 
observe results of therapeutic treatment 
employed by the services.” It turned out 
in the trial, however, that Alexander was 
a self-invited guest who, in his own 
words, “just browsed through the hos- 
pital” for the “best part of the day” on a 
single occasion while on his way home 
after being discharged from the Army. 

In addition, the advertising copy claimed 
that “the author experimented with his 
own body by introducing an arthritic 


condition and then effecting the cure 
through his corrective diet regime.” As to 
this, the commission’s opinion states that 
“Alexander’s professions in the advertis- 
ing respecting ability to self-induce ar- 
thritis are completely refuted by the med- 
ical testimony.” 
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Advertising Age, September 12, 1960 


What Chey’re ( Really ) Saying... 


—By W. H. Everett 
“But first—if I may borrow a quaint phrase—a word from my sponsor!” 


Arthritis is something of a medical mys- 
tery and it might seem that the FTC had 
a rather hot potato on its hands. How- 
ever, the FTC went so far as to say, “We 
think the record conclusively established 
that respondent’s dietary regimen has no 
therapeutic value for correcting arthritis 
and related disorders or relieving their 
symptoms.” And there is precedent un- 
der the even stricter postal frauds statute 
for the legal proposition that a medical 
claim is fraudulent if there is a “univer- 
sality of scientific belief that advertising 
representations are wholly unsupport- 
able.” 


= Many people must be troubled by the 
thought that Alexander just possibly 
might be right, in spite of the impression 
of shenanigans created by such trouble- 
some details as the “unearned” degrees 
and the self-invited visit to the hospital. 


Salesense in Advertising ... 


Jottings from My Notebook 


By James_D. Woolf 
Creative Consultant 


The lack of sales-producing distinctive- 
ness in the trade names of products is 
amazing. I have, for instance, a book 
which lists the names of more than 2,000 
food products, and I find in it only a 
handful of names 
that are suggestive, 
meaningful, distinc- 
tive and memorable 
—for example, 
Cream of Wheat, 
Palmolive soap, Log 
Cabin syrup,” Land 
O’Lakes butter, Sun- 
kist oranges and 
Libby’s Deep Brown 
beans. 

In my list are only 
a few names that 
emphasize a special point of merit in the 
product. The name Cream of Wheat for a 
cereal suggests the smooth, creamy tex- 


James D. Woolf 
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The constitution gives Alexander the 
right to proclaim his theories in a book 
or by any other medium of communica- 
tion. All the Federal Trade Commission 
insists upon is that they be advertised 
clearly as theories, and not promoted as 
a cure—at least until such time as they 
may have acquired respectable scientific 
backing. 


= Over half a million copies of “Arthritis 
and Common Sense” had been sold up to 
the date of the trial of the Federal Trade 
Commission proceeding last year. With 
such a record of commercial accomplish- 
ment, it is not unlikely that the recent 
FTC decision (which affirmed the ruling 
of its own hearing examiner) now will be 
appealed to the federal courts. It never- 
theless remains clear that the constitu- 
tional right to freedom of expression does 
have some legal limitations. # 


ture of the product, which is one of its 
distinctive characteristics. Softasilk for 4 
cake flour is ve-y suggestive and so ig 
Rice Krispies for an exceptionally crisf 
rice cereal. Another fine suggestive namé 
is Tender Leaf tea. But such good name 
are rare. 


I don’t have too much faith in short 
haul copy testing. Often a test of, say, twd 
or three ads in a newspaper, may not pro 
duce conspicuously good results. But of 
ten over the long haul they may be ver 
resultful. Few advertisers have either thé 
time or the patience to wait a year o 
more for conclusive answers. It usuall 
takes a long, long time for an idea td 
sink in. 


It is my sincere belief that most people 
are interested in good merchandise. The 
want to know what the advertised prod 
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_ Somewhere 
/ west of 
<* Madison 


Somewhere west of Madison Avenue there's a household- 
‘running, family-raising girl who can tell you all about 
‘The Ladies' Home Journal. 


m™ Ihe truth is, the Journal is edited for her. When the Journal 
mspeaks, she listens. 


It's written to her. Intelligently, out of respect for her 

intelligence. Directly, because she has no time for indirection. 
Me telpfully, because with kids in her arms and on her back and 
under her feet and rarely off her mind, she can use help. 


It's made for her. Paced for the girl who can't stand pat. 
Tailored for the girl who can't stand fat -- especially in 2 
memagazine. (But fashioned, gratefully, for the girl with a 
m™ little meat on her bones, who appreciates same in her reading. ) 


mohe may have an eye for the Guggenheim -- but she can shop the 
mmcrocery store blindfolded. She may have a taste for good art-- 
but she devours good advertising. She and her family wear out 
memore clothes and take out more insurance and pick out more 
mrurniture and try out more cereals and shell out more money 
than almost anyone else you can think of. 


min her house, it's the woman who pays == and pays and pays and 

pays. She's got the wherewithal Sasa readers are richer. ) 
mache'll find plenty to do with it (Journal readers are younger 
me-- and more acquisitive. ) 


mcomewhere west of Madison Avenue, there are 6,300 ,000-plus of 
mner. On the mainland. In the mainstream. Where, when you're 


| an Dy » you're really in. 


- Fd 


, When the Journal speaks-women listen 
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uct is, what it is made of, what it costs, 
how it works and—especially—what it 
will do for them. I believe advertising 
should address itself seriously to adults 
and should be written in terms that re- 
late to their needs, their problems, their 
security, their daily comfort and their 
contentment. 


* * * 


Important to remember is that language 
—and most especially folk language—is 
a living thing. The adman who seeks the 
common touch must keep his ear tuned 
to the ever-changing voice of the people. 
A fresh and pungent word, a new and 
forceful figure of speech, a novel and more 
vivid idiom, and a grammatical by-pass 
are constantly being introduced into our 
language—and the orthodox grammarian 
is sometimes years behind the parade of 
popular communication. 


Words of wisdom from “Sparks Off My 
Anvil,” by James R. Adams: “If I can 
avoid it, I never write a headline that has 
more than a dozen words in it. Eight is 
better—and so is six. In fact, the shorter 
they are, the better I like them. I like to 
mention the name of the product in the 
headline, or at least get the name dis- 
played so it can be seen with the head- 
line at a single glance. I like the word 
‘you’ in the headline wherever possible.” 


The purpose of advertising is to make 
sales. It is profitable or unprofitable ac- 
cording to its actual sales—eventually or 
immediately. “The purpose of advertis- 
ing,” said Claude Hopkins, is not merely 
that of keeping your name before the 
public.” 


Said Jim Young to a young writer: “You 
say the man went down the street. But 


ART & COPY 


how did he go? Did he run, walk, amble, 
sidle, limp, hurry, saunter, caper, trip, 
jog, stumble, stagger, swing, dash, etc.? 
With one verb you can make me see the 
mood as well as the action of the man— 
provided, of course, that you first saw him 
accurately yourself.” 


According to Will Rogers, the “The fel- 
low that can see a week ahead is always 
popular, for he is looking with the crowd. 
But the one that can see years ahead, he 
has a telescope but he can’t make any- 
body believe he has it.” The wise execu- 
tive spends at least 25% of his time plan- 
ning for the future. His telescope is 
constantly aimed at distant horizons. 


Do's and Don'ts for Broadcast News Writers 
‘Make Sense for Ad Writers, Too 


A series of “do’s” and “don’ts” for news writers, recently released as part 
of a revised style book of WAVE and WAVE-TV, Louisville, makes some 
points which seem to be equally applicable to writers of advertising copy, 
print or broadcast. The WAVE admonitions are presented here, 


Do's 
Avoid Clichés. 

Rather than YOU: SEE, use UN- 
DERSTAND. 

Rather than KIDS, use CHILDREN. 

Rather than FOLKS, try to avoid 
direct greeting, or else use a word de- 
scribing the target of the message, such 
as HOMEOWNERS, MOTHERS, FATH- 
ERS, etc. 

Rather than CONTACT, use SEE 
(contact means to collide with). 

Rather than YOU KNOW, use RE- 
MEMBER. 

Rather than LIKE SO, use FOR EX- 
AMPLE. 

Rather than HI THERE, use HEL- 
LO (or better still, try to avoid any 
greeting). 


Avoid teen-age expressions, or other’ 


expressions from an insular source. 
Avoid .delaying words and phrases 
such as YES, WELL, BUT FIRST, 
AND NOW, OF COURSE, etc. 


Avoid ponderous words. 
Instead of PRECIPITATION, RAIN, 
use SNOW or SLEET. 
Instead of GUBERNATORIAL, use 
GOVERNOR'S. 


Keep your sentence average short. 
Obviously, for variety’s sake, some 


sentences will run longer than others. 
But studies show the most successful 
writers average less than 20 words to 
a sentence. 


Prefer the simple to the complez. 

If the only right word is a big word, 
use it, but in a way it cannot be mis- 
understood. If a shorter word will do 
the job, use it. 


Prefer the familiar word. 
The average listener has a 10th grade 
education, with a vocabulary of from 

10,000 to 15,000 words. 


Put action in your verbs. 

Simple, direct verbs, in the active 
voice, avoiding gerunds and participles, 
have the most force for selling or tell- 
ing your listener. 


Write the way you talk. 
Keep away from stilted, flowery 
prose, and use natural sequence and 
cadence. 


Use terms your listeners can picture. 
Avoid abstractions. For example, in- 
stead of writing, “In industrial com- 
-munities the chief motivation for the 
purchase of curtains is practicality,” 
write, “In factory towns housewives 


buy curtains that wash well.” 


Tie in with your listener’s experience. 
Write it the way you would best un- 
derstand it if you were the listener. 


Make full use of variety. 
If time and format allow, look for a 
different way of saying it each time. 


Write to express, not impress. 

The good writer, writing for mass 
media, should have only one literary 
goal: to get his message across in the 
clearest, simplest way. 


Write with nouns instead of pronouns. 
Unless you’re getting boringly re- 
dundant, use nouns whenever possible, 
since spoken pronouns have a way of 
confusing the ear. 


Revise and rewrite. 
When time permits, try to say it 
better. 


Avoid the use of unneeded qualifiers. 
If a qualifier is needed, by all means 
use it; but unneeded ones fog things up. 


Use orthodox spelling. 
Maybe the announcer went to a dif- 
ferent school. 


Make sure the listener knows who is 
speaking. 
This requires clear and skillful han- 
dling of direct and indirect quotes. 


Use figures of speech sparingly. 
The listener might not have heard 
that one. 


Avoid foreign languages. 
The listener might be having trouble 
enough with English. 


What They Were Saying 25 Years Ago... 
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Advertising Age, September 12, 1960 


Prefer the standard to the off beat. 
However, don’t let this prevent you 
from finding a fresh and different way. 


Handle humor with kid gloves. 
If appropriate and well-handled, hu- 
mor is sure-fire; if not, it backfires. 


Don’‘ts 


Don’t use unneeded words. 
Take time to think out your points 
before you write, and organize your 
details. Make your writing direct and 
concise. 


Don’t overwrite. 
Watch that purple prose. 


Don’t affect an overly breezy manner. 
We’re being conversational, not flip- 
pant. 


Don’t explain too much. 

Use only explanations that are es- 

sential; you can bog your listener down 
with details. 


Don’t construct awkward adverbs. 
As Art Carney says, “At my burial, 
please don’t say funeralwise.” 


Don’t use dialect unless your ear is good. 
And even if your ear is good, the 
announcer’s native tongue might not 
be. 


Don’t inject opinion. 
Leave editorial writing to the in- 
formed on all subjects. 


Don’t take short cuts at the expense of 
clarity. 
If in doubt, ask someone else if he 
understands it. # 


G. Munro Hubbard, president of Dore- 
mus & Co., New York, addressing the Fi- 
nancial Advertisers Assn. at its conven- 
tion in Atlantic City (AA, Sept. 16, 1935): 

“There is no such thing as a security 
that is secure. Every banker takes this for 
granted. Yet nine of ten salesmen selling 
a bond are likely to say it is safe as a 
church. Every salesman asked whether a 
particular investment is safe should be 


.trained to reply, ‘Not on your life’.” 


Mme. Yolanda Mero-Irion of New 
York, advisory chairman of the Women’s 
National Radio Committee, addressing the 
Women’s Christian Temperance Union at 
its convention in Atlantic City (AA, Sept. 
23, 1935): 

“The enemy of good radio is the adver- 
tising agency. It produces most of the pro- 
grams which cultured people object to 
and writes out the continuity they find so 
boring. If it were up to the radio com- 
panies themselves, I think the job of re- 
forming would be much easier.” 


Paul Armstrong, general manager, Cali- 
fornia Fruit Growers Exchange, in an in- 
terview with Advertising Age (AA, Sept. 
30, 1935): 

“It costs a lot to educate the consumer 
to want your product. It’s expensive to 
develop a habit such as drinking orange 
juice for breakfast among millions of con- 
sumers. That, incidentally, is how 70% of 
oranges are used. Thus it is to our interest, 
as marketers, to maintain a fairly level 
price situation, and to keep distributors 
satisfied with a stable market and as few 
fluctuations as possible.” 


J. M. Koch, vp of Quaker State Oil Re- 
fining Co., addressing the National Pe- 


troleum Assn. at a meeting in Atlantic 
City (AA, Sept. 30, 1935): 

“The failure of oil companies to pro- 
mote the sensible and logical practice of 
crankcase draining at regular intervals 
...and, in some cases, the direct adver- 
tising by manufacturers to consumers en- 
couraging the longer use of oil without 
draining has cost the industry two drains 
per year for every car in the U. S.—a loss 
of 62,500,000 gallons. 

“We can tell the public ‘you don’t need 
to change our brand of oil when winter 
comes,’ and vice versa. And then we have 
destroyed a market for our dealers esti- 
mated at $3 in the fall and $3 in the 
spring for every car in the U. S., an ag- 
gregate loss of business to the industry of 
$150,000,000 a year.” 


Headlines in Advertising Age 
Sept. 23, 1935): 

“Ford Motor Co. to Sponsor World Se 
ries.” 

“Lord & Thomas Gets Frigidaire.” 

“Package Liquor Dealers Create Pri 
vate Brands.” 


(AA 


Maleolm P. McNair, professor of mar 
keting, Harvard Graduate School of Busi- 
ness Administration, speaking at the Bos- 
ton Conference on Distribution (AA, Sept 
30, 1935): 

“From 1910 to 1930 perhaps the domi- 
nating factor in consumption was the au- 
tomobile—we all became interested ir 
‘going places.’ To a large extent the perioc 
was one of virtual neglect of the home. 

“With the application of inventive gen- 
ius to the housing problem, it is very pos; 
sible that the next 15 or 20 years will se 
quite a different set of consumption hab/ 
its in America.” # 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 


Metropolitan Oakland (Alameda County) is a market- has. Our merchandising people tell me that Oakland and 
er’s paradise. Your families enjoy an income level some its adjacent East Bay cities make up one of the most 
11% higher than the U.S. average and this is reflected in alert, responsive markets in the U.S. 

the area’s retail sales level, which is about 16% above JOSEPH L. KILLEEN, President 
the national average on a household basis. But these FITZGERALD ADVERTISING AGENCY, INC., 
cold facts mask the most important attribute your city ; New Orleans 


YES, it is important to recognize Metropolitan Oakiand's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


Tribune 


COVERS METROPOLITAN OAKLAND* 


Greatest Home Delivered Circulation *Two out of three of the more than 250,000 

in Northern California families in Metropolitan Oakland (Alameda 
Go BIG..BE BIG Cc ty) Tribune subscribers 

National Representatives: in the TRIBUNE... ounty) are u 


CRESMER & WOODWARD, INC. Member Metro Sunday Comics Network~ 
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Wat} | Dale's Restaurants to Luckie | K&E Promotes Hickey 

| Dale’s Restaurants, Birmingham,| John P. Hickey, media buyer in 
Ala., has appointed Robert Luckie| the Detroit office of Kenyon & 
& Co., Birmingham, to handle ad-| Eckhardt, has been promoted to 
|vertising and public relations for|media supervisor. Mr. Hickey, 
|its restaurant operations in Bir-| with K&E since 1954, will work on 
mingham, Huntsville and Panama|the Mercury, Comet and Lincoln- 
City, Fla. Mercury dealers accounts. 


149 Advertising 
Agencies Placed | 


NORTH NE AVENUE 


WLORADO 


VADA 
NORAD SPRINGS 


A Little Learning is 
a Dangerous Thing 


CHANNEL 9 


WNCT 


GREENVILLE, N. C. 
CB@S + ABC 


But you're safe in the growing Greenville- 
Washington Market. Thirty Colleges and Uni- | 
versities and more than 350,000 students 
mean a lot of learning and a lot of buying 
power in this market dominated by WITN 
and WNCT. Consider that educated idea when 


you're planning your next campaign. Avails— 
and details are yours for the asking. 


Washington, N. C. 


“ONE OF THE TOP 100 MARKETS” | 
Well over 1,000,000 Population — Set Count 200,000 
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KITTENISH—Brauer Bros. Shoe Co., 
successful “Why Are the Paradise Kittens So Happy?” contest of 
1959 again this year. Announcement of the 1960 contest appeared 
in the August Ladies’ Home Journal and a two-color ad will run 
in the September issue. Everyone who enters receives a full-color 
reproduction of the three-kitten picture above, Fifteen complete 
shoe wardrobes will be awarded for the best answers to the ques- 
tion. Roman Advertising Co., St. Louis, is the agency. 


St. Louis, is repeating its highly 


New York, Sept. 7—Interna- 
tional Telemeter Co. expects its 
pay tv system in the Toronto sub- 
urb of Etobicoke to be operating at 
a profit by winter. 

The $10,000,000 which the Para- 
mount Pictures division has in- 
vested in the cable pay-as-you- 
see operation so far is “within the 
company’s projection and control,” 
Louis A. Novins, president of Tele- 
meter, told ADVERTISING AcE. The 
great success of the operation has 
insured that the installations in 
Etobicoke are -there to stay, he 
added. 

Mr. Novins stressed that its pay 


Telemeter Calls Canada Pay TV Test 
Success, Studies Locations in U.S. 


tv system is being conducted from 
a long-range point of view. Tele- 
meter currently is having discus- 
sions for the installation of the 
system in four or five other sites 
in Canada, including London, Ont., 
and Vancouver, B.C. Telemeter is 
tempted to try pay tv in a non- 
metropolitan area, Mr. Novins said, 
so that comparisons might be made 
with the Etobicoke results. 


= Telemeter is looking at several 
locations in the U.S. for introduc- 
tion of the system in this country. 
Mr. Novins would not reveal when 
he expects the system to be 


BIG NEWS from BIG “D”... 


The exciting new Dallas Times Herald Sunday Magazine 
Starts October 2 


After all, one out of every nine Texans lives in metropolitan DALLAS. Come 
October 2, in DALLAS, more people will read SUNDAY than any other magazine. 
Tops in circulation. Economical full-color. Fills that “gap” in Sunday gravure 
coverage in the Southwest. End of argument! 


Member Metropolitan Sunday 
Newspapers, Inc. 
Represented nationally by 
The Branham Company 
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launched here. Observers expect 
a U.S. test soon—by 1961 at least. 
Queens and a suburb of Los An- 
geles are two areas under consid- 
eration. 

Etobicoke was chosen as the 
initial site for many reasons, Mr. 
Novins said. The fast-growing 
community is strategically located 
near Toronto. There are ABC, 
CBS, NBC and CBC affiliates in 
Toronto and an independent sta- 
tion in Hamilton so that a compet- 
itive test of pay tv vs. plenty of 
free tv could be made. 

Canada was chosen because 
Famous Players Canadian Corp., 
the largest motion picture theater 
chain in Canada, felt the shrinking 
box office and wanted to do some- 
thing to boost the distribution of 
motion picture films. Paramount 
Pictures, which owns International 
Telemeter, also owns 51% of the 
stock in Famous Players. Famous 
Players holds the Telemeter fran- 
chise in Etobicoke. 


# Another reason for choosing 
Canada was to avoid the political 
situation in the U.S., the Tele- 
meter president said. The problem 
of pay tv vs. free tv offers many 
stumbling blocks in this country. 
Canadians have entertainment 
tastes similar to U.S. citizens, but 
Canadians are felt to be more 
conservative, so they offered a 
stronger test of the system, Mr. 
Novins added. 

Telemeter reached its first tar- 
get—coverage of 50% of Etobi- 
coke’s population—far ahead of 
schedule. The company expected 
its installations to reach 6,000 of 
the town’s 12,500 population by 
the end of 1960, but this goal was 
achieved by mid-June. “We could 
have reached 50% saturation two 
eeks after installations began” if 
cables and installations could have 
been made that rapidly, Mr. Nov- 
ins pointed out. 

“Every test made to date has 
shown that the people continue to 
xe satisfied with the system,” both 
he programming and the price, 
Mr. Novins said. Up to the present, 
mthe fare has been almost entirely 
meature films, with only four or 
five sports events and one or two 
ther features. But now that Tele- 
meter has achieved a sizable audi- 
ence, it will initiate a variety of 
new shows. 


The company already has taped 
Minoti’s opera “Consul,” and plans 
o tape other operas, Broadway 
shows and entertainment features 
built around top artists. More 
sports events, which are blacked 
put on commercial tv, will be 
added. 

“We seek the kind of programs 
which the present format of com- 
ercial tv does not permit, except 
with an occasional one-shot,” Mr. 
Novins emphasized. He explained 
hat most sponsored tv shows 
bither make it or fail in the first 
exposure, but Telemeter isn’t par- 
ticularly interested in the first 
showing. “We seek a cumulative 
rating,” he said. 

The Telemeter executive said it 
as been difficult to tell what per 
cent of the subscribers view each 
program because of the constantly 
increasing number of subscribers. 
Now that the base is being held 
constant for a time, Telemeter will 
be able to conduct some research 
ito determine such things as realis- 
tic prices for various types of 
shows, the number of homes 
watching each show, and the 
amount spent per home per month. 
‘The company should be able to 
draw some valid conclusions in 
this respect by December of this 
year, he added. 
So far, Telemeter has been pro- 
gramming only evenings, plus 
Saturday and Sunday matinees. 
Films have been running for sev- 
eral consecutive nights at a cost 
of $1 per night. Special children’s 
fmovies have been priced at 25¢. 


theaters in Etobicoke showed no 
evidence of a drop in box office as 
a result of pay tv, Mr. Novins said. 
Two of these theaters belong to the 
Famous Players chain. 


s Previous theater exposure 
doesn’t seem to affect the audi- 
ences for pay tv. After the “10 
Commandments” had been shown 
six times in Toronto theaters, it 
still captured 50% of pay tv’s sub- 
scribers. 

Mr. Novins said that a drop in 
pay tv’s audience is experienced 
when an exceptionally good pro- 
gram is shown on one of the com- 
mercial channels. 


Some of the most interesting 
reactions to the system have come 
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from agency people, Mr. Novins 
noted. Many have said that pay tv 
is inevitable, and although some 
adjustments must be made be- 
tween pay tv and commercial tv, 
they said they felt the two were 
compatible. Some even said that 
pay tv “will be a hell of a good 
thing for free tv” in improving the 
caliber of programming, Mr. No- 
vins reported. 

No commercials will be accepted 
on any of the system’s paid pro- 
grams; the company’s policy is to 
write into its franchise agreements 


Reach Your Typographic Level 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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As of last month, the three 


WLOS-TV... 
King of the Carolina Triad! 


THE CAROLINA TR > 


MESS 


WLOS-TV reigns supreme in this rich, six-state 
area .. . ranks first in every day part! 

Every day of the week, from 9 a.m. to midnight . . . 
an average of 34,000 homes per quarter-hour! 
That’s what WLOS-TV delivers, according to the 
March ARB for Greenville-Asheville-Spartanburg. 
And that’s 108.6% more homes than station “C” and 
21.4% more than station “‘B’’! So if you’re looking 
for coverage, for audience, for impact, make sure 
your message goes out to the Carolina Triad from the 
South’s highest tower, WLOS-TV. Get the 

complete story from your PGW Colonel. 


WLOS-TV 


Serving 


GREENVILLE — ASHEVILLE — SPARTANBURG 


A Wometco Enterprise 


Represented by Peters, Griffin, Woodward, Inc. 
Southeastern Representative: James S. Ayers Co. 
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Telemeter Calls Canada Pay TV Test Success... 


(Continued from Page 155) 

a stipulation against accepting 
commercials on a paid show, Mr. 
Novins said. Telemeter would not 
be able to control, however, what 
a franchised operator does with 
any of the programming he offers 
free on the system. 

Telemeter has been working 
since 1953 on a system of pay tv 


Appliance Service * 


is big, Business 


For facts about this fast growing | 
industry ask for your copy of | 
Market File “A”. 


ex 2 gerry Sa tO Pill 


505 N. LaSalle St. Chicago 10, il. 


to be transmitted over the air. 
This system is in the advanced 
stages of development, Mr. Novins 
revealed, but the company is in no 
hurry to establish it because. the 
cable system has more advantages 
at present. For one thing, the air 
system would require the approval 
of the Federal Communications 
Commission in the U.S., but the 
cable system does not need such 
sanction. # 


Campbell's Beans & Franks 
Goes into National Distribution 
Campbell Soup Co., Camden, 
N.J., has begun national distribu- 
tion of its Beans & Franks, after 
successful test marketing of fhe 
product in 13 markets (AA, Feb. 
1). Newspapers and television will 
be used to support the introduc- 
tion of the product. In addition, a 
special introductory offer provid- 
ing refund of the full purchase 
price to consumers sending in a 
label from a Beans & Frank can, 


MS 


is being offered by the company. 
The offer, which will expire Nov. 
30, is limited to one refund per 


family. Batten, Barton, Durstine | 


| 
| 


& Osborn is the agency. 


Lewis Agency Adds Two 
Lewis Advertising Agency, 
Newark, N.J., has been named to 


handle advertising for two sub-| 
sidiaries of Faradyne Electronics | 


Corp.: Investment Casting Co., 
Springfield, N.J., and Manso] Cer- 
amics Co., Belleville, N.J. Lescar- 
boura Advertising, Ossining, N.Y., 
formerly handled Mansol; Invest- 
ment Casting did not have an 
agency previously. 


‘L.A. Herald’ Names Hayzlett 

Robert Hayzlett has been ap- 
pointed business manager of the 
Los Angeles Herald-Express, fill- 
ing the vacancy created when 
George R. Hearst Jr. was ap- 
pointed publisher last May 6. 
Most recently, Mr. Hayzlett was 
production manager of the News- 
Press, Savannah, Ga. 


“ABIL 


That's Montgomery and Central-South Ala- 
bama . . . where a million people have a 
billion dollars to spend. And you can reach 
this market with just one buy, since 
WSFA-TV covers the area like no one else. 


OLLARS 


CHRISTMAS DECORATION—George Borkin, display and exhibit manager 
for Bulova Watch Co., designed this patented gift box which can 
also be used as a window display or hung from a Christmas tree. 
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40% of Home Buyers 


Decide in Less Than 
90 Days, ANPA Says 


| New York, Sept. 6—A survey of 
| house-hunting habits among recent 
home buyers has been issued by 
the Bureau of Advertising, Ameri- 
|can Newspaper Publishers Assn. 
| The survey was conducted by 
|Market Research Service for the 
| Assn. of Newspaper Classified Ad- 
| vertising ‘Nranagers and is based on 
|100 telephone interviews in each 
| of ten major markets. 

Some highlights: 
e About 40% of the respondents 
reported buying new homes, while 
|some 60% bought previously oc- 
cupied houses. 
e One-half reported they were 
first-time home owners. 
e Real estate brokers handled 
home purchases for five out of ten 
of those surveyed, while three out 
of ten bought through a- builder or 
developer. 
e Some 40% had been actively 
house-hunting three months or less 
before purchase. Another 40% had 
spent a year or more looking for 
houses. 


® In addition to details on home- 
buying, the survey includes data 
on classified advertising reader- 
ship, plus influence of ads on pur- 
chase of homes and household 
items. The report, conducted last 
spring, has been incorporated into 
a presentation for use by individ- 
ual newspapers. # 


Warner Buys Laros Lingerie; 
Names Toby Marketing Head 
Warner Bros. Co., Bridgeport, 


manufacturer of foundation gar- 
ments, has completed negotiations 
for the cash purchase of all stock 
of Laros Inc., Bethlehem, Pa., lin- 
gerie producer. The two companies 
said the acquisition resulted from 
their mutual desire to coordinate 
designing, advertising and selling 
of bras and girdles with lingerie. 
They will, however, also continue 
to make and sell merchandise in- 
dependently of each other. 

Laros management will remain 
the same except for the addition of 
Robert D. Tobey, who will join the 
company as marketing exec vp. 
With Warner since July 1, he was 
formerly head of the lingerie di- 
vision of Chadbourn Gotham. Gil- 
bert Advertising is the Laros agen- 
cy. This is the second company 
Warner has acquired within a 
week. Last week the company 
agreed to buy the assets of C. F. 
Hathaway Co., Waterville, Me., 
maker of men’s and women’s 
shirts. Ogilvy, Benson & Mather 
will continue as the Hathaway 
agency. 


Buchen Names Two Directors 

J. Wesley Rosberg, senior vp and 
director of research of Buchen Co., 
Chicago, and Emery Dobbins, man- 
aging vp, eastern division and head 
of the agency’s New York and 
South Orange, N. J., offices, have 
been named to Buchen’s board of 
directors. 


Norfolk Daily Boosts Keete 

L. Rawlings Keefe has been ap- 
pointed manager of general adver- 
tising of the Virginia-Pilot & Ledg- 
er Star, Norfolk. Mr. Keefe was 
formerly assistant to his predeces- 
sor, Stanley H. Leonard, who has 


retired. 


NINE..... 
TEN eames 


IN NASHV 
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THE NASHVILLE TENNESSEAN = 
MID-STATE GAINS NEW PLANT 


Morning @ Sunday 


The Broadcasting Co. of the South 


Represented by Peters, Griffin, Woodward, Inc. WIS-TV Columbia, South Carolina 


: Evening ; an : 
a INTING CORPORATION, Agent 
NEWSPAPER PRINTING C ATION, Agent 
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What does it 
take to 
move people? 


; You won't miss the bus if you remember one thing: themore you gets 37% more exposure to the average reader than the same ad 
/repeat a message, the more you drive the message home. That’s _ in the other big weekly. # You meet the right people, too. Your 

why frequency is so important to advertisers. You get anadded Post ad page is seen three million more times by readers in 
; measure of frequency in The Saturday Evening Postatnoextra larger families (3 or more members). Your Post ad page is seen 

| cost. # That’s proved by Ad Page Exposure. This new study of half a million more times by readers in the $4,000-and-over 
‘media effectiveness counts the times a reader ——~—e  nouseholds that spend two-thirds of all durable- 
‘turns to your ad page. (Take Pepsodent in this eee and package-goods dollars. = The Post is the 


‘ week’s Post. Their ad on page 5 plus the reader . fastest-moving advertising vehicle you can 
:on page 5 equals one Ad Page Exposure.) Now, . take, because... 
‘ your ad page in a single issue of the Post gets 9iNEAINE ee §=READERS TURN AND RETURN TO YOUR AD PAGE 


} more than one exposure per reader. Actually, it IN THE POST...THE Hi- FREQUENCY WEEKLY! 
r Note: Total Ad Page Exposures to the readers of one issue: Post—30,861,000... Life—30,110,000 .. . Look—30,702,000 
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Belleville Bank's Ads Show Bankers in 
Striped Pants—but in Light Cartoon Style 


BELLEVILLE, ILt., Sept. 6—As 
more and more banks move to- 
ward ending the stock image of 
the banker as a stiff and old-fash- 
ioned curmudgeon and of banks 
as cold and unfriendly, the Belle- 
ville National Savings Bank looms 
as a pioneer in the informal-im- 
age field. It has been using this 
approach for three and one-half 
years and is now running a week- 
ly cartoon ad in the Belleville 
News-Democrat and Daily Advo- 
cate. 

Created by Seelig & Co., St. 
Louis, the three-column ads made 
their initial appearance in Febru- 
ary, 1957, and have been running 
consistently ever since. 

Said Leon Seelig: “In 1957 the 


Belleville National Bank and the | 


Belleville Savings Bank merged 
into the Belleville National Sav- 


ings Bank. Joseph C. Hauser, vp | 
‘cate the public on the fact that 


in charge of advertising, wanted 


an ad which would announce the 
merger, and continue thereafter 
to establish individuality and re- 
membrance for the bank.” 


s In presenting the idea for car- 
toon type ads, a new version 
each week, Mr. Seelig pointed out 
three basic weaknesses in most 
bank advertising: 


e Most bank advertising is the 
same old hackneyed stuff—and is 
overlooked by a big percentage of 
busy newspaper readers because 
it has low attention value. 


e Most bank advertising has no 
individuality, and therefore, low 
remembrance value. 

e The general public’s image of a 
bank is that of an overly dignified, 
not-quite-human group of officers. 
Most bank advertising does noth- 
ing to dispel this myth and edu- 


Advertising Age, September 12, 1960 


We More Than Welcome 
Lady Depositors! 


te as 6 depenitor, we roms sale deposit 
bon fore imam tor Gmewesnl avis or 0 
take ctvenege of cay of cor honking 
Sell 


[3% INTEREST ON TIME CERTIFICATES | 


Member of Federal Deposit ineerance Corporation 


BELLEVILLE NATIONAL 
SAVINGS BANK 


Public Square . 
The Banking Center of Belleville 


They'll Be Safe . . . 


Practically every day you rend in the fore wormado and other dangers—by keep 
eerapapers about burglors entering homes ing them ins Salety Dgpout Box @ our 
tod sealing valuables They seem to know big modern, burglerproct Vault. The 
jem where © loch —~ ne matter bow well cot & surprisingly letle ~And we have 
vetuabies ere bution Whats more quite Sefety epost Bones © enous mess at 
ten fire destroys stacks, bonds, tw various prices, 

ence pultcame recespts tor pent bulla «ills 

po ie Same 2 nt om 0 Sty Beet Bes 
Make cure your vihubinn and important — and start keeping them safely a our 
papers are amtety protected against thei Vault — tartay’ 


A tip on the 
custom-home 
construction market 
RP ae 
F. W. Dodge 
Corporation 


SESE ae epee ope 1 <a iage O oN 


them. 


more to get it! 


ture easy. 


fw. oooce F. Ww. DODGE 

fi] CORPORATION 
Other Dodge publications and services: 
Architectural Record * Sweet's Catalog Service 


* Dodge Reports * Dodge Construction Statistics. 


And this core of custom-home planners is 
the “cream” of the market because they buy 
what they want and spend an average of 35% 


But these “one-time” buyers are your pros- 
pects just once—and for just a very short time. 
Because only Dodge can find them during this 
critical time, only Dodge could “custom-build” 
a medium for reaching them. 

Dodge’s GUIDE TO HOME-PLANNING 
LITERATURE is an attractive folder that 
describes leading manufacturers’ literature on 
products for building, furnishing, equipping or 
servicing new custom homes. It is mailed on a 
day-to-day basis to these qualified prospects, 
as they are discovered. You can reach each 
prospect for about the price of a postage stamp 
apiece. A return card makes requesting litera- 


cars 


Only F. W. Dodge, with a field staff of over 
1,000 construction news reporters, can find 
verify and reach the families who are planning 
to build their own homes—the way they want 


, 


See for yourself the outstanding results this 
new medium has achieved for a wide variety 
of companies. WRITE TODAY for a copy of 
the GUIDE, verified test results, and descrip- 
tive literature. Next closing is October 15. 
Standard agency commissions apply. 


F. W. Dodge Corporation 
Construction News Div., Dept., ADA70 
119 West 40th St., New York 18, N. Y. 


~ nS 


” BILLION DOLLARS 


(the ‘cream’ of this year’s new-home building market) 


will be spent by families... 


DON’T TAKE THESE “ONE-TIME” BUYERS FOR GRANTED! 


( 


ree 
et ese pero oh 


: . 
+ pounce ‘ | 

Get the facts 2efore you buy! I 
4 


City. 


Zone. State 


|beginning the ads raised a con- 


bankers are human, friendly and | 
easy to deal with. 


coats on the ad’s cartoon bank 
characters, the money image of a 
bank is maintained, and the hu- 
man touch is injected through ac- 
tivity of the cartoon characters in 
each ad. 

Mr. Hauser said that from the 


siderable amount of comment, not 
only from bank customers but | 
from other banks. 

With the permission of the. 
Belleville National, the Seelig | 
agency has syndicated the pro- 


gram and is now offering the same 
type of cartoon ad for use by banks 
in cities outside the Belleville area. | 


Beth Atkins of Mathes | 
Named ‘What's New’ Editor 

Mrs. Beth Atkins, librarian, J. | 
M. Mathes Inc., New York, has 
been named editor of What’s New 
in Advertising & Marketing, pub- 
lished by the ad division of the 
Special Libraries Assn., New York. 
She succeeds Pauline E. Lybeck, 
of the Television Bureau of Ad- 
vertising. Business manager for 
1960-61 is Frances C. Ford, li- 
brarian, Fuller & Smith & Ross, 
New York. New publicity director 
is Margaret Clark, business li- 
brarian at Miles Laboratories; Elk- 
hart, Ind. 

The editorial board members, all 
from New York, are Mrs. Julia 
Keggi, assistant librarian, Comp- 
ton Advertising; Dorothy L. Mc- 
Gowan, research librarian, Sperry 
& Hutchinson Co.; and Mary M. 
Richardson, reference librarian, 
Union Carbide Corp. 


Borden Sets Cheese Drive 

Borden Foods Co. has launched 
a major ad program for its fall 
and winter “all family cheese 
festival,” using a series of 500- 
line ads in 140 newspapers, color 
pages in magazines and Sunday 
supplements, point of sale material, 
plus dealer and consumer premi- 
ums and other support. Young &| 
Rubicam, New York, is the agency. 


Bowen Joins Kohler 

A. Vernon Bowen, formerly copy | 
supervisor on Frigidaire at Danc- | 
er-Fitzgerald-Sample, has joined | 
an agency in his home town—Al-_ 
bert A. Kohler Co., Old Green- | 
wich, Conn. Mr. Bowen is credited | 
with having originated the Ram- 
bler automobile cartoon campaign 
when he was a copywriter with 
Geyer Advertising (now Geyer, | 


| Morey, Madden & Ballard). 


Steve Mason to Ralston 

R. S. (Steve) Mason, formerly 
with General Mills, has joined the 
Ralston division of Ralston Purina 
Co., St. Louis, as assistant to the 


cereal advertising manager. 


s By putting top hat and frock) 


VE 
YOU 


SEEN 
THIS 
AD 


SOME- §& 
WHERE § 
BEFORE? § 


Sure you have! You 
saw our bus-driver 
friend on the preceding 
page. The purpose of 
this little experiment: 
to show how millions 
of readers see your ad 
page twice in a single 
issue of The Saturday 
Evening Post. (And 
you pay no extra fare 
forthe extra frequency [| 
of exposure!) 

Your ad page in the | 
Post gets seen 37% 
more times by the av- 
erage reader than the 
same ad in the other 
big weekly. And when 
men and women see 
your ad a second time, 
they learn more about 
your product. Respond 
faster. That’s why the 
frequency you get in 
the Post really sells. 
(Ask Sylvania. One ad 
...one time in the Post 
...one million dollars b 
in sales.) 


Want this kind of fre- 
quency’? These repeat 
sales calls? Transfer to 
the Post! 
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}, You won’t miss the bus if you remember one thing: the more you 
‘repeat a message, the more you drive the message home. That’s 
why frequency is so important to advertisers. You get an added 
f measure of frequency in The Saturday Evening Post at no extra 
‘cost. # That’s proved by Ad Page Exposure. This new study of 
“media effectiveness counts the times a reader 
» turns to your ad page. (Take Pepsodent in this 
f week’ s Post. Their ad on page 5 plus the reader 
“on page 5 equals one Ad Page Exposure.) Now, 
' your ad page in a single issue of the Post gets 
/ more than one exposure per reader. Actually, it 


What does it 
take to 
move people? 


PLENTY OF ROOM IN THE | 


The Saturday Evening 


POST 


THE INFLUENTIALS’ MAGAZINE 


Note: Total Ad Page Exposures to the readers of one issue: Post—30,861,000.. 


gets 37% more exposure to the average reader than the same ad 
in the other big weekly. = You meet the right people, too. Your 
Post ad page is seen three million more times by readers in 
larger families (3 or more members). Your Post ad page is seen 
half a million more times by readers in the $4,000-and-over 
—~—~—e_,- nouseholds that spend two-thirds of all durable- 
and package-goods dollars. = The Post is the 
fastest-moving advertising vehicle you can 
take, because... 
READERS TURN AND RETURN TO YOUR AD PAGE 
IN THE POST...THE HIi- FREQUENCY WEEKLY! 


. Life—30,110,000 . .. Look—30,702,000 
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Shopping Center Book Issued 
The fourth annual “Directory of 
Shopping Centers” in the U. S. 
and Canada has been published 
by the National Research Bureau 


Merchandising Ideas 


Inc.; 415 N. Dearborn St., Chica- | 
go. It contains information on 3,- | e Anew Chicago 
976 shopping centers and sells for|C&NW Opens & North Western 
$29.50. The 500-page directory is 'Rainstick Jct. Railway commu- 
available for 10 days’ free inspec- | ter “station’— 
tion. | Rainstick Jct—was_ established 
| last month in the railway’s down- 
|town Chicago terminal. Rainstick 
| Jct. is an assortment of unclaimed 
"umbrellas from the road’s lost and 
|found department. When there’s 
|an unexpected shower in Chicago, 
|C&NW commuters caught without 
|a bumbershoot can borrow one at 
_Rainstick Jct. The road is relying 
'on the honor system—nothing to 
| sign; no deposit. Riders are asked 
to flash their commuter ticket to 
an attendant, then help themselves 
to a rainstick. A tag inside the um- 
| brella reminds riders to return it. 
Copies of a yellow flyer an- 
|nouncing the service were distrib- 
‘uted to the 40,000 commut 


NOW 
MEMPHIS 


12 * 


In Population 
among all U.S. cities 


Attention Admen! 


it type 


Tens of thousands of artist, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or cirect. 
Money-back guarantee! 


HABERULE 


Box AA 245, Wilton, Conn. 


2nd IN THE SOUTHEAST 
Behind only New Orleans 


5th IN THE SOUTH 
Behind New Orleans and the Texas cities 
of Houston, Dallas and San Antonio. 


MEMPHIS gained 24.2% in population between 


1950 and 1960, according to U. S. Census Bureau. It 
climbed from the 26th largest to the 2Ist largest city in 
the country! 


Write for: EMPHASIS ON MEMPHIS 


—a brand new marketing study which com- 
pares Memphis with other markets in the 
Southeast. 


MEMPHIS CONSUMER 
PANEL STUDY 


—the newest copy of a continuous panel sur- 
vey—now in its 15th year—which records the 
pulse-beat of sales in 46 Grocery and 15 Drug 
Classifications. 


*Source. 1960 U. 8S. Census Preliminary Figures 


THE 
MMERCIAL APPEAL 


MEMPHIS _ 
PRESS-SCIMITAR | 


SCRIPPS-HOWARD NEWSPAPERS 


F. V. Koval, director of commuter 
and passenger services, said Rain- 
stick Jct. is part of the “new look” 
accompanying the railroad’s mod- 
ernization of its suburban service. 


e Pennzoil Co is 
Pennzoil Cartonofiering motorists 
Is Safety Devicea new night safe- 
| ty device with a 
multi-purpose carton designed to 
hold two cans of motor oil. The 
carton.has a 
warning em- 
blem of reflec- 
tive material 
that can be seen 
at night as far 
away as 2,500 ft. 
Carried in the 
trunk of an 
automobile, the 
carton can be 


€FS- | set out on the road to warn other 


drivers of a disabled vehicle. The 
reflective stripes gleam in the 
headlight beams of oncoming cars. 
The original contents hold the car- 
ton in place, or the motorist can 
use a stone, gravel or dirt as 
weight if he has used the motor oil. 


e Outdoor Ad- 
OAI, Bud Join vertising Inc. has 
in Promotion teamed up with 

a top outdoor ad- 
vertiser, Anheuser-Busch, in a 
sales promotion to advance the 
“Pick-a-Pair”’ theme. The member 
plants of the outdoor advertising 
industry have distributed to key 


PAIR—These mugs, used in a pro- 
motion by Anheuser-Busch and 
Outdoor ‘Advertising Inc. feature 
the Anheuser-Busch emblem and 


slogan’s “Where There’s Life 
There’s Bud—Where There’s Out- 
door Advertising There’s Sales.” 


wholesalers and retailers of Bud- 
weiser beer a pair of handcrafted 
ceramic mugs. These mugs when 
nested together form the Bud- 
weiser emblem shape, suggesting 
the “Pick-a-Pair” theme. The mugs 
were designed by Contemporary 
| Ceramics, Chatham, N. J. 


Ash Trays 


new officesin 
downtown St. Louis, Business In- 
teriors, St. Louis, which installed 
the office fixtures, threw an “ash 
tray-cocktail party” for executives 
of Business Interiors and Winius- 
Brandon. Each guest received in 


alized ash tray for his desk. 


| 
‘Rocket Pushes 
‘Free Press’ 
from the Detroit 
Free Press. The mailer included a 
7” plastic rocket which contained a 


|miniature copy of the Free Press. | 


|The accompanying card suggested 
| that the recipient learn more about 
|/the advertising space in the De- 
|troit Free Press by studying the 
‘miniature Free Press to “see why 


=! 
e “Be a space 
man!” invited a | 
promotion piece | 


e When Winius- | 
Brandon Adver- | 
Highlight Party tising Co. opened | 


addition to refreshments, a person- | 
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PERCE RET TH UMBRELLA | 


PL ERROW TOMORROW / ene 


RAINSTICK JCT.— 
Chicago & North 
Western Railway 
commuter Jean- 
nine Janssen, 
Wonder Lake, 
Ill., was the first 
“customer” at 
C&NW’s new 
suburban station, 
Rainstick Junc- 
tion, established 
in the railroad’s 
downtown Chi- 
cago terminal. 
Commuters may 
borrow from this 
collection of un- 
claimed umbrel- 
las. Borrowers 
are asked only to 
return the bum- 
bershoot the next 
day. 


Te ey 
= OMRO — 
7 Te 
7 AWN 
ae 


| Free Press ad space reaches more 


readers than any other.” 

An Official Space Man card also 
was included which grants “all the 
authority, privileges and honors 
justifiably accruing to all Official 
Space Men.” The reverse side of 
the mailer was illustrated with a 
two-color drawing of a rocket and | 
was headlined, “Free Press circu- | 
lation rockets upward.” 


eCream of 
Cream o’ WheatW heat Corp., 
Sells by Record which has taken 

to the airwaves 
with song commercials, is using 
words and music also to tell the 
food trade how it scored a beat on 
the competition. A _ four-color 
eight-page booklet produced by the 
Cream of Wheat agency, Batten, 
Barton, Durstine & Osborn, con- 


x 


re 
7s 
wi 


Fs on’t get caught 


Do you want to get 
more of your signs “up” 
at the Point-of-Sale? 
Naturally! The big question 
... bow? Hundreds of 
leading national and regional 
Point-of-Sale advertisers have 
found the best answer in years 
...in Meyercord’s Pressure 
Sensitive Decals and DRI-MARK 
Films. The convenience and speed 
of waterless application make Pressure 
Sensitive Decal Signs popular with 
fieldmen and retailers alike. It's simply 
a few seconds’ task to install Meyercord 


Pressure Sensitive Decals or DRI-MARK 


Pressure Sensitive Films on windows, 


doors or any surface. DRI-MARK is the new 


Meyercord development that identifies a 


variety of new materials and appearance factors 
. .. Mirro-Cals, Mylar, Vinyl-Mylar, Laminates 
| and others. One or more of these new signs will 
find a welcome and effective place in your 
Point-of-Sale advertising programe Drop us a 
line . . . let a Meyercord salesman show you how 
leading advertisers are using DRI-MARK to 
promote the “new look” at the Point-of-Sale. 


No obligation, of course. 


the MEY 


“promot 


Dept. R-201, 5323 West Lake Street, Chicago 44, Minois 


we 


product at the 
point-of-sale 
with 


MEYERCORD 


Pressure 
Sensitive 


\ DECALS ana} 


wide 


ERCORD co. 
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tains not only the story with illus- 
trations, but also a plastic record 
that reproduces some of the suc- 
cessful commercial songs and gives 
a preview of the fall and winter 
campaigns: 

Cream of Wheat salesmen will 
take the booklet, ‘““Music to Sell 
Cream of Wheat by,” on their gro- | 
cery trade calls, equipped with a | 
transistor record player on which | 
to spin the plastic record. The rec- 
ord was produced by BBDO, Min- 
neapolis, and manufactured by 
Rank Audio Plastics, New York. 


eWesting- 
Total Electric house Electric 


Home in Ads Corp. has re- 


Shulman, Los Angeles architec- 
tural photographer, to photograph 
each of 16 specially designed To- 
tal Electric Homes being built in 
different sections of the U. S. 
Westinghouse began its “total 
electric home” program in 1959, 


when it invested $2,500,000 in a 
program 


public information to 


PRESS KIT—Westinghouse Electric 

Corp. is distributing this press kit 

as part of its $3,000,000 Total Elec- 
tric Home program this year. 


acquaint consumers with the trend 
toward “total electric living.”’ The 
, 1960 program involves a $3,000,- 
. 000 expenditure to show that the 
“total electric homes can be built 
in any style, size, price range or 
geographic location,’’ Westinghouse 
says. Mr. Shulman’s photographs 
} will be used to illustrate the ‘“‘elec- 
tric living’ concept in the compa- 
, ny’s public information program. 


e Charles E. 
t FrosstIssues Frosst & Co. 
Weather Guide Montreal, phar- 
r maceutical man- 
. ufacturer, has begun a new serv- 
- ice for all Canadian medical prac- 
titioners, a four-page long-range 
‘weather forecast folder. The 
.“Frosst Forecaster” is designed 


fan analysis of weather for the 
+major geographical areas, linked 
-with individual forecasts for all 
‘major cities. Published in both 
; English and French, the forecast- 
er presents a summary of weather 
; conditions expected during the 
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i 
Bi! FORECASTER—This monthly weather 


+ forecast folder is being mailed to 
’ Canadian physicians by Charles E. 
? Frosst & Co. 


tained Julius) 


t specifically for Canada and gives | 


month and a run-down on condi- 
tions likely to be experienced dur- 
ing the second and third months 
ahead. Charles W. Moore, Frosst ad 
manager, and Ronalds Advertising 
Agency developed the project. + 


e A slide-rule 
Color Matcher size color match- 
Boosts Ink er, an 11x21” 

chart that folds 
into a 2x11” flat envelope, is be- 
ing distributed by Kohl & Mad- 
den Printing Ink Corp., Chicago 
and New York, for its Rocket Set 
offset inks. To withstand the re- 
peated folding the chart will have 
to take, it was printed on Texo- 
print, a plastic coated and im- 


| pregnated printing paper made by 
Kimberly-Clark Corp. Thirteen! 
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standard colors which can be 


everyone. Hooking up with Trans- TCA flight tickets and score cards 
mixed to give 142 colors are fea- 


Canada Air Lines, Douglas Air-|from some of the overseas golf 
tured in the first chart of the color | craft Co., A. G. Spalding & Bros.) clubs on the schedule. 
matcher series. The company |of Canada Ltd. and General Mo-| Wood’s salesmen worked as 
plans to issue future charts that |tors of Canada Ltd., Wood played | foursomes—each with a captain. 
will provide a total of nearly 400 /its most recent campaign high, | Awards were made to the winning 
colors that can be mixed with|wide and handsome. The sales|teams in each of the individual 
Rocket Set inks. Copies of the col- |drive, ‘“Wood’s world-wide golf|nine weeks the campaign ran. 
or matcher may be obtained from | sales campaign,” included such |Special prizes were awarded for 
Kohl & Madden sales representa-|elements as “round-the-world” |the salesmam booking the largest 
tives and branch offices. | golf games via TCA, daily mail-| order (described as a “hole in 
|ings to homes of the 150 sales- one”), and for the salesman book- 
e Geoffrey H. men and many sales aids for dis-| 
Wood Uses Wood, president tribution to customers. Before the | - 
Golf Theme and general man- program, more than 300,000 for- | Give Teer Senenes Cree 
ager of G. H./eign coins were purchased from | from leads through advertising: 38.4 
Wood & Co., Toronto, maker of |the countries included on the) 
industrial sanitation products, be- |schedule. These were put up in| 
lieves that sales campaigns should | special souvenir envelopes and dis- 
be designed to catch the atten- | tributed by the salesmen to cus- | 
tion and arouse the interest of tomers. The salesmen were given 


orders from leads after literature is 
sent VS 9.2 on cold calls. WE BUILD 


BARRAGES TO BOLSTER SALES! 


pe Soles Wott ‘ SL 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


<eweeee 


KABC-TV sells her on buying ...and 7 million South 


TS eee 


TOIT 
Bee i. : 
PAE 


t- 


rn Californians ! 


just like her are watching ABC’s Flagship in the West. It takes great | 


strides to keep 


Ghee 


has what it takes... You can b 


- 7 7 


one step ahead of America’s busiest market. KABC-TV 
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ing the largest contract (an “al-|jet at the Douglas Aircraft plant | 


batross”). Publicity pictures were |in California (on the ground). 
shot with Mr. Wood at the con-|Everything involved in the cam- 
trols of a chartered TCA DC-8/paign was real—the DC-8, the 
Spalding golf clubs, the General 
Motors convertibles, etc.—but the 
actual travel around the world. 


“ae §=This was left to the imaginations 

see SHINGLES of Woods salesmen and customers. 
CUSTOM MADE i wes tek a 
— 6S —— Salesmen in Norge _ salesmen 

Red Coats will sell home 


i —w—__— 


appliances this 


T iominn 
=: —R—|The coats were unveiled and 
i ns awarded at a series of 18 meet- 
a6 3 ings concluded the end of Au-_| 
ee gust. Each coat, called a ven 
—t | Trophy coat, carries a Viking | 


on ‘crest on the breast pocket and 
*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle | 


Mill to move your product or win loyalty for your | coats ( with a retail value of $50) | 
staff | 


station. 
SWINGLES are so good, 800 top advertisers and 


| were awarded to Norge 
Stations have bouant over 10,000 of them, with and | salesmen and salesmen of 87 dis- 
4 98% re- weer renee. 63 | tributors who had sold at least 20 
Put this record to work for you. Write, wire orcall.; home laundry units in a 30-day 

eriod. Also in order to qualify, 
THE JINGLE MILL A a ce 


Saree Ot. 1. v. SES Made Oban distributors were required to put 
on four special promotions in 


JACKSON AUTOS 
JUMP 82% 
IN 10 YEARS 


Along with every other economic indicator, 
vehicle registrations in Jackson, Mississippi 
have grown dramatically since the last cen- 
sus. There is now nearly one vehicle for 
every two persons! . . . no wonder Jackson 
and its 16-county retail trade zone rank as 
a major market. As a unit, this area ranks 
7th in the nation in gross farm income, too. 


The Jackson area shows dramatic growth. 
So, it’s no wonder dramatic sales results 
come from advertising in the Clarion-Ledger 
and Jackson Daily News. 


“ pera 


Co-Owners WJTV (TV) WSLI (Radio) 


fall garbed in bright red coats. | 


imame of the salesman inside. The | 


Advertising Age, September 12, 1960 


\ y 4 


bt 


Coddington 

RED COATS—Judson Sayre, chairman of the Norge division of Borg- 

Warner Corp., is fitted out in a Norge red Viking trophy coat by 

Bill Coddington, Norge division manager. Dan Dougherty, Norge 

sales manager, and Jack S. Pettersen, director of marketing, admire 
the fit. 


Dougherty 


Pettersen 


dealer stores. Norge is expecting |fect on Norge sales during the 


|the idea to have a stimulating ef- fall. 


BRIGHT EYES—Republican convention hostesses for Murine Co. pack 
plastic squeeze bottles of Murine in convention kits for newsmen 
arriving in Chicago. The company provided about 7,000 five-dram 
bottles of Murine to news, magazine, radio and tv representatives 
attending both the Democratic and Republican national conventions 
in a good will promotion. The company reports the gifts were en- 
thusiastically received in both smoggy Los Angeles and windy Chi- 
cago. 


Ad Clinic #16 


(a transparent device to get 
you to read this Sheraton ad) 


by Sam St. Cyr 


Avoid overstatement 


. 
th. YOU CAN 
| GET FREE, 
104-PAGE 
HOTEL BOOKLET 


Who ever heard of 
anybody — much less 
a hotel company — 
offering a 

104-page brochure? 
And free, yet. 


This ad must be 
promising more than 
it can deliver. 


SHERATON HOTELS 


Beg pardon, sir. You can indeed get this 104-page, fact- 
packed brochure — free. Contains dope on all 54 Sheraton 
Hotels, how to get a confirmed room reservation anywhere 
in 4 seconds with Sheraton’s electronic RESERV ATRON, 
ete. To get booklet (and to prove you read this ad), write: 
Sheraton Corp., Ad Age Ad #16, 470 Atlantic Ave., Boston, 
Massachusetts. 


‘Publishing Methods 
Require Fundamental 


‘Revision: Blossom 


Los ANGELEs, Sept. 6—The pres- 
lent revolution in education is de- 
veloping a “great new type of pub- 
lishing industry,” Sumner Blos- 
‘som, president of Crowell-Collier 
Publishing Co., declared at a press 
luncheon here ‘last week. 

He said, “If you think of Crowell- 
Collier as a publisher in terms of 
| the printed word, it is a misnomer.” 
|In his opinion, the printed word 
will become “less and less impor- 
tant as we go along.” 
| Mr. Blossom said it has been 
| predicted that within the next 15 
|years there will be a doubling of 
lall the knowledge we have 
acquired from the beginning of 
time until today. This means, he 
|said, that “no one can keep up 
| with developing knowledge; yet it 
|must be obtained somewhere.” He 
thinks it is the job of Crowell- 
|Collier and -similar companies to 
|get this knowledge to where it is 
needed and can be used. 

He foresees the time, not too far 
off, when educational institutions 
and individuals will depend on 
audio and visual materials in the 
form of “boxes, cartridges, tapes 
|and wires for knowledge.” Actual- 
ly, he said, such aids are possible 
| right now. 


|# Mr. Blossom said that as knowl- 
ledge grows, and the degree of 
|specialization increases, not even 
|trade journals can keep pace with 
| current developments. 

“Even ADVERTISING AGE, with all 
|that it prints, can’t cram every- 
|thing in that an individual may 
need to know,” he said. 

For individuals seeking such 
specialized knowledge, help will 
come in the form of “a package 
that can be stored like a record.” 
Asked by AA if this meant that 
Crowell-Collier would offer admen 
a service of this kind, or if he 
thought that ADVERTISING AGE 
should, Mr. Blossom said he didn’t 
know the answer, but, he said, the 
need exists, and someone will fill 
it. 

To indicate the scope of what he 
considers a publishing company 
of the future will encompass, Mr. 
Blossom pointed out that in ad- 
dition to its encyclopedia division, 
Crowell-Collier has three radio 
|stations and is now acquiring a 
fourth in Washington, D. C.; it re- 
cently acquired a controlling in- 
terest in the Macmillan Co., and 
is planning audio-visual “encyclo- 


pedias.” # 
Keystone Adds 15 Affiliates 


Keystone Broadcasting System, 
Chicago, has added 15 new affil- 
iates. They are KCLF, Clifton, 
Ariz.; KZOW, Globe, Ariz.; KGLU, 
|Safford, Ariz.; KRCK, Ridgecrest, 
Cal.; WIRV, Irvine, Ky.; KMIS, 
Portageville, Mo.; KVAS, Astoria, 
|Ore.; . KWVR, Enterprise, Ore.; 
|WFIS, Fountain Inn, S.C.; WBNT, 


‘Oneida, Tenn.; KMCO, Conroe, 
'Tex.; KLUE, Longview, Tex.; 
WFLS, Fredericksburg, Va.; 


WBOY, Clarksburg, W. Va., and 


WXMT, Merrill, Wis. 


Gates Renames Storm 

Miriam Gates Inc., San Juan, 
P.R., padded “bra” stylists, has 
reappointed Storm Advertising, 
Rochester, to handle its advertis- 
ing. Storm is presently planning 
the most extensive ad campaign 
in Gates’ history for 1961. Full 
color ads, featuring Miriam Gates 
“surgical bra,” will appear in na- 
tional fashion magazines, trade 
magazines and medical journals. 


} 

|'McCarty Names Rhoads 

Eleanor Rhoads, formerly with 

‘Donahue & Co. and Michel-Cath- 

ler, has joined McCarty Co., New 
| York, as controller. 
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Manufacturers at Work on Variety of 
Specialized Electric-Powered Cars, Trucks 


was built in 1892 by William Mor- | 
rison of Detroit. Electric cars ex- | 
perienced their peak before the | 


Cuicaco, Sept. 9—After a 60- 
rear lull, the electric car is being 
groomed for a comeback on the 
American motoring scene. 

The combined interest of bat- 
ery and utility companies has 
parked new experimentation, and 
2 number of companies indicate 
heir desire to put an electric car 
yn the road again in some sort of 
rolume. 

It has been estimated that util- 
ties alone could use at least 10,- 
)00 electric passenger cars for 
irban meter readers, collectors 
and service employes. This market 
vould provide a testing ground for 
he autos before marketing them 
o consumers. 

The Eureka Williams Corp., 
3loomington, Ill, has produced 
he Henney Kilowatt. Some 30 
ower companies have shown 
nough interest in the car—which 
ises the body of a Renault Dau- 
yhine—to order one or more for 
est purposes. 

The Henney is powered by 36 
wo-volt batteries with a 12-volt 
aattery for operating the turn 
ignals, windshield wipers, horn, 
madio and lights. 

bs. and sells for $3,500. 


Ana, Cal., has three models in the 
esting stage—a roadster, a hard- 
op and a station wagon. Its bat- 
ery power offers a 50-mile driv- 
ng range, and it will provide 100 
maniles of travel at a cost of about 
30¢, according to the builder. Esti- 
nated price is $1,195. 

» Cleveland Vehicle Co. 
ng forward to a market for elec- 
ric trucks. 
About is estimated to cost $2,800. 


eries, weighing 528 lbs.; 
icle’s total weight is 1,900 lbs. 

Stinson Aircraft & Tool Engi- 
meering Co., 


‘harles, which has a 75-mile 
ange. The Charles Motor Co. 
»oks forward to an annual output 
f 10,000 electric cars, but is eye- 
ing the possibility of importing its 
uto bodies from lower-cost labor 
1arkets such as Germany or Ja- 
an. 

Armstrong, Fenton & Vinson 
vas appointed to handle adver- 
ising for the Charles. 


Research in the battery field is 
roducing some possibility of us- 
hg a nickel-cadmium battery, more 
xpensive to produce but requir- 
ng only about 20% of the space 
sed by the conventional battery. 
‘his would cut down the total 
ehicle weight as much as one- 
hird. 

f American Motors Corp., Detroit, 
ast year began a study of produc- 
ig an electric car with Sonotone 
forp., Elmsford, N. Y. Sonotone 
5s one of the companies taking a 
lose look at the nickel-cadmium 
pattery. 

The Henney, the Nic-L Silver, 
ihe Charles and the Charles Town- 
,»bout are all home-charging types, 
whose batteries can be recharged 
't night from an electric outlet, at 
n off-peak time, which is a point 
vith the utility companies. 


Some researchers are giving at- 
ention to an electric power plant 
Sanat would recharge from a small, 
high-powered auxiliary engine 
yhich would drive a generator. 
}tephen P. Kish, president of Nu- 
Vay Co., Lansing, Mich., is test- 
Pg a two-passenger model which 
ould extend its limited range by 


high- powered auxiliary engine | 


Ising the auxiliary engine part of 


| pointed assistant manager of the 


It weighs 2,245 | 


Nic-L Silver Battery Co., Santa 


is look- | 
Its Charles Town- | 
t is powered by four large bat- | 


the ve- | 


San Diego, Cal., is) 
rorking with pilot models of the | 


ihe time to recharge the batteries. | 


Mr. Kish is anticipating produc- 
yon of 500 cars yearly in the near 


aveen $1,500 and $1,800, it is esti- 
pated. 
The first battery-powered car 


iture. The Kish car will cost be- | 


turn of the century. In 1901, gas- 
oline-powered cars surpassed elec- 


trics in sales, but electric cars sold | 


well until World War I. Battery- 
powered passenger cars were pro- 
duced until 1923 and trucks till 
1933. 

Electric cars have never van- 
ished completely from the Ameri- 
can scene. They have been in use 
inside factories, and battery-pow- 
ered carts have become a big 
business on golf courses. + 


Humble Boosts Wilbourn 
J. Case Wilbourn has been ap- 


marketing department of _ the 
Humble division of Humble Oil & 


Refining Co. (Del.), Houston. He 
was formerly manager of the New 
Jersey sales division of Esso} 
Standard division of Humble. 


Ces te de 
re 


_ 
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| Donald Wert Joins L&F 

Lambert & Feasley, New York, 

‘has named Donald L. Wert, for- 
|merly with Ted Bates & Co., a mar- 

| keting assistant on Fizzies. 

| 


| NEWSLETTER ON DIRECT MAIL 
ADVERTISING 


Keep up-to-date with newest 
“ |f developments in direct mail 
field. Learn latest ideas, tech- 
niques, methods to improve your 
results. Unique FREE service 
tells where and how to get facts 
and articles you want. To get 
this newsy direct mail guide 
regularly, without cost or obli- 
gation, send your name and 
address NOW to: 


EVERYBODY WEARS ‘EM—This photo, reversed, originally ran in the Jan. 
5 New York News. It illustrated an editorial feature called “Crisis 
in Commuterville.” Now it’s being used by Daniel & Charles in the 
Sept. 24 New Yorker as a Londontown Mfg. Co. ad for London Fog 
raincoats. Advertising will also appear in the New York Times and 


< . tani The Reporter of Direct Mail 
in business publications. Photo at Scarsdale station was made by | 


Advertising 


Pat Candido of the News. 258 Seventh St., Garden City, N. Y. 
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“I do remember a couple sitting here yesterday afternoon who sounded like advertising people!” 


WANT TO CARVE OUT A NAME for yourself in the Cincin- 
nati area? Use the Cincinnati Enquirer, and you get to the 
people who make the difference in this great metropolitan 
market .. . the hunting, wanting, trying, buying families 

. the solid market-that-matters that looks to The Enquirer 
for news, features and advertising that matters. Result: 
You're in SOLID in Cincinnati when you're in the Cincin- 
nati Enquirer. Need some further help with your thinking? 
Call The Enquirer's Research Department for your copy of 
the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 
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‘Yachting’ Goes West 
Yachting, published by Yachting | 
Publishing Corp., New York, will | 


MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 


and consumer magazines — a complete 

bianketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 


tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, 
accuracy. 
* BUSINESS * FARM 
* CONSUMER 


Send for Booklet No. 59 
“Clippings Benefit Business” 


BACON'S CLIPPING BUREAU 


14 E. Jackson Bivd., Chicago 4, Illinois 
WA bash 2-8419 


| 
! 


serve 13 western states, including 
Alaska and Hawaii, with a west- 
jern supplement from January, 
1961. The b&w page rate in the 
supplement will be $450, and the 
frequency earned in Yachting will 
be allowed in western Yachting 
rates and vice versa. 


Ford Instrument Boosts Two 

Ford Instrument Co., division of 
Sperry Rand Corp., Long Island 
City, N.Y., has boosted Joseph 
Purcell and Richard Chiafalo. Mr. | 
Purcell, an engineering writer, 
has been named sales promotion 
supervisor of the company. Mr. | 
Chiafalo, a technical artist, has 
been named art coordinator in the | 
pr department. 


Singelis Moves to Clearing 
Theodore Singelis, advertising 
vp with U.S. Industries, New 
|York, has been named vp in 
charge of marketing services of 
‘the company’s Clearing division, 
|\Chicago, manufacturer of me- 
chanical and hydraulic presses. 


KOSA-TV 


LEADS | 


386 to 79" 


a 
oO 
7) 
> 


A-TV 
KOSA-TV 
KOSA-TV. 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 
KOSA-TV 


LEADS IN 386 
QUARTER-HOURS 


LEADS IN TOTAL 


EL PASO 
DELIVERS 3 OF 


i 


1950- 


Rank in Rank in 
Texas USS. 


Odessa-Midland ist 13th 
El Paso 2nd 14th 
Amarillo 8th 39th 


*Television, Feb. 1960 
QUALITY STATIONS 
QUALITY MARKETS 
Jack C. Vaughn, Chairman of the Board 


Cecil L. Trigg, President 
George C. Collie, Nat. Sales Mgr. 


a eee ne 


On Sees 


IN 386 OUT OF 465 RATED QUARTER-HOURS 
(ARB, MARCH 1960) 


@ KOSA-TV 
ODESSA-MIDLAND, TEXAS 


KROD-TV KVII-TV KOSA-TV 
AMARILLO ODESSA-MIDLAND 


FASTEST-GROWING TV. MARKETS 


NATIONAL REPRESENTATIVE 
THE BOLLING COMPARY, INC. 


| modore, 


ee Bere i aie 


Coming 
Conventions 


*Indicates first listing in this column. 
Sept. 13. Premium Advertising Assn. of | 


| America conference, in conjunction with 
|the New York premium show (Sept. 12- 


15), Hotel Astor, New York. 
Sept. 14-16. Newspaper Advertising Man- 


agers’ Assn. of Eastern Canada, annual | 


convention, Mount Royal Hotel, Montreal. 
Sept. 15-16. Region 5, Public Utilities 


Advertising Assn., Tampa Terrace Hotel, 


| Tampa, Fla. 


Sept. 16-19. Mail Advertising Service 
Assn., annual convention, Sheraton Cadil- 
lac Hotel, Detroit. 

Sept. 19. Associated Business Publica- 
tions, annual session on ‘‘sales how,” 
Roosevelt Hotel, New York. 

Sept. 
tions, annual session on 
Sheraton Cleveland Hotel, 

Sept. 21. 
tions, annual session on 
Sheraton Towers, Chicago. 


“sales how,” 
Cleveland. 


“sales how,” 


20. Associated Business Publica-| 


Associated Business Publica- | 


Sept. 21-23. Life Advertisers Assn., an- | 


nual meeting, Essex House, New York. 
Sept. 

America, 10th District, Little Rock, Ark. 
Sept. 28. Magazine Publishers Assn., 


| 


22-24. Advertising Federation of | 


annual fall conference, Hotel Pierre, New | 


York. 


| 
Sept. 28. Assn. of National Advertisers, | 
Workshop on Advertising Management, 


Ambassador Hotel, Chicago. 

Sept. 28-29. CBS Radio Affiliates Assn., 
7th annual convention, Waldorf-Astoria 
Hotel, New York. 

Sept. 29-30. Assn. of National Advertis- 


| ers, advertising management seminar, Am- 


bassador Hotel, 
Oct. 2-4. 


Chicago. 
Advertising Federation of 


America, 7th District, Chattanooga, Tenn. 


Oct. 3-4. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston. 

Oct. 3-5. National Newspaper Promo- 
tion Assn., Western Regional Workshop, 
Stardust Hotel, Las Vegas. 

Oct. 4-5. Advertising Research Founda- 
tion, 6th annual conference, Hotel Com- 
New York. 

Oct. 9-13. Direct Mail Advertising Assn., 
43rd annual convention, Americana Hotel, 


Bal Harbour, Fla. 
Oct. 10-11. National Business Publica- 
tions, Chicago regional conference, Am- 


bassador East Hotel. 

Oct. 12-15. Affiliated Advertising Agen- 
cies Network, annual meeting, Mountain 
Shadows Resort, Phoenix. 

Oct. 12-15. National Newspaper Promo- 
tion Assn., Southern Regional Workshop, 
Phoenix Hotel, Lexington, Ky. 

Oct. 13-14. National Assn. of Broadcast- 
ers, fall conference, Biltmore Hotel, At- 
lanta. 

Oct. 13-14. American Assn. of Advertis- 
ing Agencies, central region annual meet- 


| ing, Ambassador West Hotel, Chicago. 


| tising Assn., 
| Hotel, Pittsburgh. 


STATION “B” 
STATION “B” 


STATION “B” 


LEADS IN 79 
QUARTER-HOURS 


*KOSA-TV ODESSA-MIDLAND 


HOMES. REACHED 


THE NATION‘’S 


1959* 


POEL eae 


| tel, 


Oct. 13-15. Junior Panel Outdoor Adver- 
annual convention, Hilton 
Oct. 


13-15. Pennsylvania Newspaper 


Publishers’ Assn., annual convention, Penn | 


Harris Hotel, Harrisburg. 

*Oct. 13-15. Mutual Advertising Agency 
Network, national meeting, Bismarck Ho- 
Chicago. 

Oct. 14-15. Northwest Daily Press Assn., 
Hotel Normandy, Minneapolis. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Clubs, Sheraton 


| Towers, Chicago. 


Williamson Booth 


Coste 


Boyd 


OUTDOOR PATTERNS—New findings on outdoor reach and coverage were 
presented by Wilbur Smith Research, New York, at the Atlanta 


gathering organized by Outdoor 


Advertising, New York. Among 


those who heard the report were Mrs. Lysle P. Williamson, research, 


Tucker Wayne & Co., 
Telephone & Telegraph Co., 


Atlanta; Harvey Booth, vp, Southern Bell 
Atlanta; Felix W. Coste, president, 


Outdoor Advertising Inc., New York; and M. L. Boyd Jr., vp, D’Arcy 


Advertising Co., 


Atlanta. Wilbur Smith Research studied traffic 


patterns of over 2,000,000 vehicles in 15 markets over a four-year 
period. 


Oct. 16-17. Texas Assn. of Broadcasters, 


fall convention, Sheraton-Dallas Hotel, 
Dallas. 
*Oct. 16-17. Advertising Managers Bu- 


Oct. 30-Nov. 3. Financial Public Rela- 
tions Assn., 45th annual convention, Hotel 


| Statler-Hilton, Boston. 


Nov. 1-3. Point-of-Purchase Advertising 


reau, New York State Dailies, fall meet-| Institute, 14th annual symposium and ex- 


ing, Hotel Syracuse, Syracuse. 
Oct. 16-18. 
annual meeting, Drake Hotel, Chicagu. 


| hibit, New York Coliseum. 
Inland Daily Press Assn., | 


Nov. 2-3. American Assn. of Advertis- 


|ing Agencies, eastern region annual con- 


Oct. 16-19. American Assn. of Advertis- | ference, Biltmore Hotel, New York. 


ing Agencies, western region annual con- 
vention, Hotel del Coronado, Coronado, | 
Cal. 

Oct. 17. New England Newspapers Ad- 
vertising Bureau, 23rd annual meeting, 
Hotel Statler-Hilton, Boston. 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston. 

Oct. 17-18. Agricultural Publishers Assn., 
annual convention, Advertising Club of 
New York and Hotel Biltmore. 

Oct. 18-19. National Assn. of Broadcast- 
ers, fall conference, Sheraton-Dallas Hotel, 
Dallas. 

Oct. 18-21. National Assn. of Educational 
Broadcasters, annual convention, Jack Tar 
Hotel, San Francisco. 

Oct. 19. Educational clinic co-sponsored 
by Associated Business Publications and 
American Assn. of Advertising Agencies, 
Hotel Commodore, New York. 


Oct. 19-21. Audit Bureau of Circula- 
tions, annual meeting, Biltmore Hotel, 
New York. 


Oct. 20-21. National Assn. of Broadcast- 


ers, fall conference, Mark Hopkins Hotel, | 


San Francisco. 


Oct. 22-26. National Newspaper Promo- | 
central regional convention, | 


tion Assn., 
Sheraton Towers Hotel, Chicago. 
Oct. 24-25. National Assn. of Broadcast- 


ers, fall conference, Denver Hilton Hotel, | 


Denver. 


Oct. 27-28. National Assn. of Broadcast- | 


ers, fall conference, Fontenelle Hotel, 


|; Omaha. 


se nngy wd) meesy 


Aepey pormerey <1 myers 


WINSTON-SALEM 


JOURNAL ~~ SENTINEL 


. . because the Journal and Sentinel not only deliver over 100% pene- 
tration in the Winston-Saiem metropolitan area but also offer over 70% 
penetration in an important 11-county trading area. Nothing else covers 
this area like North Carolina’s COLORACTION newspapers—the Journal and 
Sentimel. Published morning, evening and Sunday. Combined daily circu- 
lation 108,617. National Rep., Kelly-Smith Co. 


Nov. 
tisers, 


13-16. Assn. of National Adver- 
annual meeting, The Homestead, 


| Hot Springs, Va. 


Nov. 14. National Business Publications, 
San Francisco regional conference, Jack 
Tar Hotel. 

Nov. 14-15. National Assn. of Broadcast- 
ers, fall conference, Statler Hilton Hotel, 
Washington, D. C. 

Nov. 14-16. Broadcasters’ Promotion 
Asesn., annual convention, Sheraton 
Charles Hotel, New Orleans. 

Nov. 14-16. Southern Newspaper Pub- 
lishers Assn., 57th anniversary conven- 
tion, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 16. A iated Publica- 
tions, fall conference, Hotel Ambassador, 
Chicago. 

Nov. 16-18. Television Bureau of Ad- 
vertising, annual meeting, Waldorf-As- 
toria, New York. 

Nov. 17. National Business Publications, 
Los Angeles regional conference, head- 
quarters to be announced. 


Ruei 


Nov. 18-19. Advertising Federation of 
| America, 8th District conference, Holiday 
|Inn, Madison, Wis. 

Nov. 21-22. National Assn. of Broadcast- 
| ers, fall conference, Edgewater Beach Ho- 
tel, Chicago. 
| Nov. 28-29. National Assn. of Broadcast- 
| ers, fall conference, Biltmore Hotel, New 
York. 

Nov. 30. American Assn. of Advertising 
Agencies, east central region annual meet- 
|ing, Statler Hilton Hotel, Detroit. 

Dec. 13. Assn. of National Advertisers, 
workshop on “Gaining Sales Force and 
Trade Support for Your Promotional Pro- 


gram,” The Plaza, New York. 

Dec. 28-30. American Marketing Assn., 
winter conference, Coronado Hotel, St. 
Louis. 

Jan. 15-18, 1961. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 


Jan. 19, 1961. Assn. of National Adver- 
tisers, Workshop on Advertising Evalua- 
tion, Plaza Hotel, New York. 

March 2, 1961. Associated Business Pub- 
lications, winter conference, Hotel Roose- 
velt, New York. 

March 12-17, 1961. Associated Business 
Publications, management seminar, Arden 
House, Harriman, N. Y. 

March 26-30, 1961. National Business 
Publications, annual spring meeting, El 
Mirador, Palm Springs, Cal. 

May 4-6, 1961. Associated Business Pub- 
| lications, spring meeting, The Homestead, 
Hot Springs, Va. 

May 21-24, 1961. National 
Promotion Assn., annual convention, Wal- 
dorf-Astoria Hotel, New York. 

June 19-21, 1961. American Marketing 
Assn., 44th annual conference, Ambassa- 
dor Hotel, Los Angeles. 

July 9-12, 1961. Newspaper Advertising 
Executives Assn., Statler Hilton Hotel, 
Detroit. 

Oct. 6-9, 1961. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
New York. 


'Schenley Boosts Yatta 

Lawrence Yaffa has been 
|/named national general sales man- 
ager of Schenley Import Co. and 
| has been elected a director and vp 
‘of both Schenley Import and 
|Schenley’s Dubonnet Wine Corp. 
|He was formerly eastern division 
manager for Schenley Import. 


} 
| 
| 
| 
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U. S. Couple Settles in Amsterdam, 
Combines Ad Business with Showbiz 


AMSTERDAM, Sept. 6—A young |smuggle home through customs— 
American advertising-oriented|souvenirs including a bust of 
couple has made the long leap into | Beethoven with a built-in hearing 
show business here, producing the | aid, and a handful of sand per- 
only English-language revue in | sonally collected from the navel 
Europe, virtually with one foot in fea an Egyptian belly dancer. 
an agency and the other planted 
firmly on the stage. # The show’s running in the black 

Two years ago Jack and Jill | this year, thanks in part to the 
Lardis came to Amsterdam from |help of most of Holland’s top ad- 
Detroit on their honeymoon. They | vertisers. # 
fell under the spell of the Dutch | 


moon and decided to stay. Mr. 
Lardis had been a free lance com- | Insurance Sold in N. Y. Subway 


mercial artist, his wife a copy- | Mutual of Omaha has installed 


writer. 'a booth inside the subway station 

Mr. Lardis found a job starting ¥ id . 5 
in the art department in the newly ing accident reporter at 50¢ 
opened branch of J. Walter weekly for a $10,000 policy. If the 
Thompson Co. in Amsterdam, and first booth is successful the com- 
his wife discovered Holland. The | Pany said it would open additional 


only thing she missed from back | booths in the future. 


at Grand Central, New York, sell- | 


: | : Pe 5-4 


“ 


the Continents only mesic 


IW BNELISH 


JACK & Jitt—The hard-working, “madly Dutch” Lardises, posed with 
a poster for their initial, and unique, English-language musical. 


| Becton, Dickinson Tells 
| Facts About Fever 


Becton, Dickinson & Co., Ruth- 
erford, N. J., thermometer manu- 
|facturer, entering its first con- 
|sumer campaign this fall (AA, 
| June 13), will distribute through 
drugstores more than _ 1,000,000 
| copies of an educational booklet, 
“Facts About Fever.” R. S. O’Neil, 
|Becton advertising manager, said 
|the booklet fills a gap “since sur- 
|prisingly large numbers of people 
|misinterpret the significance of 
|fever, and many don’t know how 
to use or read a thermometer.” 


|Moore-Cottrell Boosts 
Alexander Lieb to VP 

| Moore-Cottrell Subscription 
| Agencies, Philadelphia, a wholly 
owned subsidiary of Curtis Pub- 
\lishing Co., has promoted Alex- 
‘ander D. Lieb from assistant gen- 
eral manager to vp and general 
|manager. He succeeds Chester K. 
| Hoffman Jr., who died July 5. 


home was the New York theater | 
—and, as she explained, without | 
the sense to know it was impos- | 
sible, she decided to open an Eng- 
lish-language theater in this city | 
of 900,000 Dutchmen—most of) 
whom speak English nearly as | 
fluently as their native tongue. 


s “I went to travel agencies and | 
hotels for backing—all the biggest | 
advertisers,” Jill Lardis said. “But | 
I found there are no angels in this 
country with money for the thea- | 
ter.” 
She got her promotion across | 
the hard way—knocking on about | 
150 doors—to be turned down by | 
hard-headed Dutch business men, | 
many of whom said, “If you get| 
the money, come back.” | 
Finally, with the backing of 
some of the country’s leading ad- 
vertisers—KLM Royal Dutch Air- 
lines, Heineken’s Brewery, Hol- 
land-American Line, Amstel Brew- 
sry, the National Tourist Office 
and the Amsterdam Tourist Office 
—and $2,500 of the Lardis’ own 
Savings, they opened their first re- 
mvue, “Going Dutch,” at the 245-seat 
Bellevue Theater in June, 1959, at 
a cost of $10,000. 
Jack worked days at the agen- 
*"y and nights at the theater— 
1elping with the production in the 
two-hour revue. Jill sold ads con 
he program; Jack did the layouts | 
and artwork when necessary. (The 
900k has now grown to 24 pages, 
loaded with ads). 
Playhouse International, headed 
ip by its hep young agency pair, 
took “Going Dutch” on a tour of 
he Middle East—Iran, Saudi Ara- 
xia and Bahrain—where it played 
o American and English oil camps 
his spring. 


And the second edition of the 
revue, “Going Madly Dutch,” 
ypened at the Bellevue last June 
24. The publicity-minded pair 
added another first to their thea- | 
er—the only stage in Holland) 
(and one of the few in all of 
jurope) with air conditioning. 
Director of this year’s witty, | 
fast-moving revue is Britisher | 
Maurice Browning, a refugee from 
the commercial art field. The cast | 
»f eight and the Lardises, all in| 
heir 20s, have a hit on their 
hands, performing two shows 
nightly to an assortment of inter- 
hational tourists, American busi- 
ness men and soldiers, and the 
Mutch audience. 

The revue consists of two hours 
bf skits, songs and dances, telling, 
For instance, of the difficulties a 
Rourist encounters with the mul- 
Sti-lingual Dutch; how to avoid be- 
ing clobbered by a bicycle; the 
perils of attending a male fashion 
show in Paris; what Little Nell 
really does behind the “Old Cur- 
Rosity Shop” in London; the prob- 
ems of the gay ‘90s belle whose 
Hdmirers fill her slippers with | 
thampagne (“Damp Shoes’); and. 
ivhat the typical tourist tries to 


@@Mrs. Hope Borows, my personal secretary, is an important part of our organization,” says 
Irving Rossman, President, Pentron Sales Co., Inc., Chicago, Ill. “She orders all office supplies 
and selects office equipment. She’s even contributed to the color and styling of our Pentron 
tape recorder units!®® The modern secretary's a vital part of the management team. Especially 
when it comes to the selection of office products. If you sell office equipment, furniture or sup- 
plies, you'll want to advertise in the secretary's own magazine—TODAY’S SECRETARY. It’s the 
only publication reaching a nation-wide paid circulation of secretaries in business and training. 
145,000 subscribers, plus 345,000 pass-along redders monthly, look to TODAY'S SECRETARY 
for the latest information on office equipment. It’s the key medium for selling these influential 
women. Phone or write for Fact File on TODAY'S SECRETARY and the secretarial market. 


TODAY’S SECRETARY 


--.the magazine that selis the secretary — selis the boss 


A GREGG-McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET, NEW YORK « LONGACRE 4-3000 
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In EDEN PARK with 
the DORSEY BAND | 
._or ANYWHERE 


Of all the folks you see 
from ABC Cincinnati... 


CINCINNATI 


POST 


_ TIMES-STAR 


*B. L. Schapker Market Research 


Total ABC circulation, the largest 
daily in Cincinnati history... 
273,148 


The Newspaper that 
Spends the Evening 
with Almost 
1,000,000 Readers 


ROBERT K. CHANDLER 
Manager ,General Advertising Department 
* 


Represented by 
The General Advertising Department 
SCRIPPS-HOWARD Newspapers 


ad | Versatile Adman... robert v. Walsh 


|}ing workshop, there to engage in 


| produces and directs shows. 


| Two Join ‘House & Home’ 


THESPIANS—Three Walshes appear in this scene from “Medea 
Ruth (right). 


the after-work roles of Robert V. 
Walsh, vp and director of radio 
and television at VanSant, Dug- 
dale & Co., Baltimore’s largest 
agency. 

At the end of his work at the 
agency, in which he directs oth- 
ers in the writing and perform- 
ing advertising arts of radio, tele- 
vision’ and films, Bob Walsh is 
likely to head for an amateur act- 


one of his hobbies—the stage. 

He has played a variety of stage 
roles, ranging from modern com- 
edy to Greek tragedy. He also 


Or, he may spend the evening 
directing or narrating a program 
|}in connection with some civic or 
| public service project, such as the 
/one he has just completed on nurse 
recruitment for the Baltimore city 
hospitals. 


® Acting is a family affair with the 
Walshes. Bob and his wife, the for- 
mer Ruth Lawson, met when they 
were both on the staff of WJIM, | readings—together and separately | 
Lansing, Mich., radio station, and —for the playshop which, in co-| 
did a regular show together called | °Peration with WITH-FM and the | 
“Lawson & Walsh.” They contin- Enoch Pratt Library, records these | 
ued to work as a team in Clarks- |'and makes them available for use | 
burg, W. Va., where they helped /on educational fm stations all over | 
found a little theater. the nation. 

Both the Walshes are members | Last year, the family acting | 
of the Vagabonds, oldest little the- | troupe included nine-year old son, 
ater amateur group in the U. S.| Eric, who made his debut in the 
Currently they are active in pro-| John Hopkins production of “Me- | 


SINGING COMMERCIAL—I” a recording studio, adman Walsh (second 
from right) listens as the “Music Makers” record a commercial. 


|Selover Joins Clevite Transistor 

Arthur F. Neumann, formerly! John L. Selover, formerly an 
with Volume Feeding Manage-|account executive with Wyman 
;ment,. and William B. Toulouse,|Co., San Francisco, has _ been 
formerly with Monsanto Chemi- | named supervisor of advertising 
cal Co., have joined the eastern | and sales promotion for Shockley 
sales office of House & Home,'|transistor unit of Clevite Tran- 
'New York. ‘sistor Co., Palo Alto. 


”: Bob (left), son Eric (on one foot) and 


is Bob Walsh’s speaking voice and recently licensed lay reader in the 
‘acting ability have taken him into | Episcopal Church, and frequently 

Actor, writer, director, speaker | ductions of the Johns Hopkins Uni- | still other fields. He has often| |helps with services at the church 
and church lay worker are among | versity Playshop. They have done|spoken for the United Nations | |which his family attends. 


POST-SERVICE—Lay reader Walsh (left) and Rev. Charles Danner greet congregation members as they 
leave the Chapel of the Holy Comforter, Lutherville, Md. 


ON LOCATION—Adrian Walsh dis- 

cusses a forthcoming shot with an 

actress in the course of filming a 
tv commercial on location. 


Assn. of Maryland, of which he is 
a member of the board of direc- 
|tors, and has just finished a se- 
|ries of television appearances in 
connection with this organization’s 
| program. After addressing a Mary- 
‘land UN meeting jointly with Mr. 
Walsh recently, Eleanor Roosevelt 
wrote in her syndicated “column: 
“Bob Walsh made an appeal for 
members that was one of the best 
presentations I have ever heard.” 

Probably the most important use 
of his vocal talent, in Bob’s opin- 


” ion, is his relatively new function 


in the ecclesiastical field. He is a 


“America looks to the South 
for economic growth, and 
the Jackson TV 
market area 
leads that 
growth.” 


Past President, 
U.S. Chamber of Commerce 


BOYD CAMPBELL 


Pres., Mississippi 
School Supply 


WIV Ie 


repens enn a aati oe eee 
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BEEF STEW—Libby, McNeill & Libby 
vill launch a new push for its beef 
stew with full color ads like this 
yne in Sept. 11 issues of Parade, 
This Week Magazine and True 
Story. Tatham-Laird, Chicago, is 
the agency. 


aloid Queries 
Agencies on ‘If 


When’ Basis 


It’s Planning 1 to 5 
Years Ahead; for Now It’s 
Pleased with Hutchins 


ROCHESTER, Sept. 9—Haloid-Xe- 
ox is engaged in lining up “fu- 
ure” agency prospects. 

Just before Labor Day William 
N. Hesketh, manager of advertis- 
mg and sales promotion, asked a 
number of agencies to fill out a 
juestionnaire, at the same time 
xplaining that the company re- 
farded its present agency, Hut- 
hins Advertising Co., as having 
one “an outstanding job for us.” 
The reason for the agency 
earch, Mr. Hesketh wrote, was 
hat rapid growth of Haloid-Xerox 
miight mean “our present agency 
annot fully satisfy our needs on 
ll product lines,” and future ac- 
uisitions might mean _ conflicts 
vith accounts now handled by 
qutchins. 

The agency problem was placed 
a the future—“We are planning 
ne to five years in advance.” 
*resent space billings are $500,- 
00, Mr. Hesketh said. 

Agencies were then asked to fill 

a 12-point questionnaire two 
nd one-half pages in length. They 
vere asked about their ownership; 
vhether they had merged; about 
five-year record of billings in the 
J. S. and abroad; and what pro- 
ortion of their billings originated 
1 branch offices, by office. 

They were asked what accounts 
hey had in the reproduction or 
opying equipment field, in gen- 
ral office equipment, in data pro- 
kessing equipment, in photograph- 
ct or photocopy products. 

They were asked for propor- 
ionate billings of offices, and for 
sercentages of total billing, by of- 
ices, in 12 media. 

Agencies were also asked for an 
rganization chart; for summaries 
f the backgrounds of their offi- 
ers, department heads, account 
upervisors and other key person- 
el. They were asked how many 
mployes they had; how many in 
lach office; and to divide them by | 
kepartments and function within 
he agency. 


1 Mr. Hesketh, reached by ADVER- 
IsING AGE, satd he regarded the) 
aatter as confidential, and indi- 
ated that it was an attempt to 
uuild a future file on the agency 
husiness. He reemphasized that 
Ialoid’s present agency knew of 


Age, September 12, 1960 


he questionnaire. # 


California Body 
Rules Utilities 
May Increase Ads 


San Francisco, Sept. 8—The 


‘California Public Utilities Com- 


mission, which last year criticized 
the Southern Pacific Railroad for 
what it considered failure to ad- 
vertise adequately (AA, March 23, 
59), has paved the way for in- 
creased advertising by two of the 
gas companies it regulates, South- 
ern California Gas Co. and South- 
ern Counties Gas Co. 

In a hassle between the com- 
mission’s own staff and the gas 
companies, it turned down a staff 
request for a 25% ($2,500,000) cut 
in the amount of advertising 
chargeable to the companies’ rate 
bases. Then it went on to in- 
crease the chargeable amount by 
5% more than last year—a figure 
somewhat below the amount re- 
quested by the companies. 

In overruling its staff the com- 
mission did not limit the total 
amount either company might 
spend on advertising, but, for rate 
making purposes, it permitted the 
expenditure of $9,650,000 as a 
chargeable expense. 


es Last year the two companies, 
clients of the Los Angeles office of 
McCann-Erickson, spent $9,102,222 
on advertising and sales promo- 
tion. Thus the commission granted 
$547,778 more than was spent in 
1959, but $408,000 less than the 
two companies had proposed in 
budgets presented at public hear- 
ings. 

During these hearings, Victor M. 
Martin, an associate utilities en- 
gineer on the commission’s San 
Francisco staff, was critical of the 
two gas companies for “spending 
too much money on promotion.” 

Commission member C. Lyn 
Fox, onetime political editor of the 
San Francisco Call-Bulletin, in 
turn criticized Mr. Martin, as well 
as commission attorneys, for “in- 
temperate and improper discus- 
sions of sales promotion costs” in 
briefs presented during the lengthy 
public hearings. 


= “It is most unfortunate,” Mr. 
Fox declared, “for engineers to in- 
vade areas other than those of 
engineering activities. Briefs pre- 
sented during this case by innuen- 
do attempted to besmirch the ap- 
plicants. 

“They also attempted to accuse 
hundreds of California newspapers 
of efforts to coerce the commission 
and intimated that newspaper op- 
position to staff recommendations 
was for pecuniary reasons other 
than honest disapproval of the in- 
vasion by staff engineers of fields 
beyond their legitimate sphere.” 

Commissioner Fox’s reference to 
newspapers resulted from wide- 
spread support California newspa- 
pers gave to the gas companies. # 


Pillsbury to Mark 
90th Anniversary 
in Its Advertising 


MINNEAPOLIS, Sept. 8—Pillsbury’s 
90th anniversary year ad campaign 
kicks off this month, spearheaded 
by a 1,000-line ad to run in more 
than 800 newspapers. 

The newspaper ads will pro- 
mote the 36 Pillsbury products and 
premium offers, including coupons, 
two-for-one sales and silverware. 


s The anniversary sale will also 
be mentioned on the company’s 
network tv shows during Septem- 
ber and October, and in magazine 
ads running during the two-month 
period. Spot tv is also scheduled. 

Leo Burnett Co., Chicago, is 
handling the anniversary promo- 
tion. # 
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Last Minute News Flashes 
Brantford Coach, Eaton Unit Shift to Walsh 


Toronto, Sept. 9—Brantford Coach & Body Ltd. and the mail order 
division of Eaton Co. of Canada have awarded their advertising ac- 
counts to Walsh Advertising Co. Brantford Coach, whose account is 
estimated to bill about $50,000, had been looking for an agency for 
about three months, ever since MacLaren Advertising Co. resigned the 
account. Eaton, which had been at Crombie Advertising, is the largest 
department store in Canada. 


ABC Drops Rule Halting Reporting of Free Copies 

CLEVELAND, Sept. 9—The board of directors of Audit Bureau of Cir- 
culations today killed a rule to eliminate all reference to unpaid dis- 
tribution from ABC publishers’ statements and audit reports for busi- 
ness publications. The board, which approved the rule at a meeting 
three months ago (AA, June 27), instructed its business publication 
marketing services committee to prepare some alternative proposals 
for reporting of business publication circulations in time for the next 
board meeting, set for Oct. 19 in New York. (For other news of the ABC 
meeting, see stories on Pages 3 and 10.) 


AFA Opens ‘Local Legislator Liaison’ Drive 


New York, Sept. 9—Advertising Federation of America—convinced 
that advertising’s detractors are mostly politicians and “their misguid- 
ed advisers’”—is enlisting its affiliated clubs in a “local legislator liai- 
son” campaign aimed at “selling state and federal legislators on the 
necessity of maintaining an unfettered, ‘hamstringless’ ad industry.” 


Irish Tourism to De Garmo; Other Late News 


e Irish Tourist Office has appointed deGarmo Inc., New York, to 
handle its advertising, with a new four-color magazine campaign 
breaking next month “to make Ainerican tourists as conscious of the 
unique peaceful excitement and scenic beauty of Ireland and her 
people as they are of the already highly promoted ‘gaiety’ of France, 
‘romance’ of Italy and ‘traditional dignity’ of England.” Caples Co. is 
the previous agency. 


e Don Kemper Co. has named Robert E. Johnson, formerly an ac- 
count executive with Grant Advertising, an account executive in 
Kemper’s New York office and Searle D. Draper, formerly merchan- 
dising manager of Family Weekly, an associate account executive in 
the Chicago office. 


e Wallace Silversmiths, Wallingford, Conn., will feature its Grande 
Baroque pattern during November in a ten-page ad section in Coronet, 
a three-page ad in House Beautiful and fractional pages in Glamour, 
House & Garden, Living for Young Homemakers, Mademoiselle, The 
New Yorker and Vogue. Grey Advertising is the agency. 


e Sports Illustrated, New York, has named George Trescher, pre- 
viously merchandising manager, to the new post of advertising promo- 
tion director; William Scherman, formerly ad promotion manager, to 
be associate ad promotion director; and Robert Hughes to succeed Mr. 
Scherman. 


e Upjohn Co., Kalamazoo, ethical drug producer, decided this week 
to stop publication of “Scope,” its weekly newspaper for physicians, 
effective at the end of 1960 or early in ’61. “Scope” is produced by 
Physicians News Service, affiliate of William Douglas McAdams Inc., 
the Upjohn agency. Upjohn’s annual budget for “Scope” is an esti- 
mated $1,500,000. 


e Maxon Davis has resigned as vp and account supervisor at Sudler 
& Hennessey. An ethical drug account man, Mr. Davis joined the 
agency Jan. 1. He was formerly with McCann-Erickson and William 
Douglas McAdams Inc. 


e Young & Rubicam, New York, which in the past has made a num- 
ber of unorthodox broadcast buys for its clients, may be responsible 
for the first weekly feature movie network series, if talks now going 
on between NBC-TV, Y&R and 20th Century-Fox prove fruitful. The 
deal calls for a number of Y&R clients to be slotted in the two-hour 
post-’48 movies, to be carried Saturday nights. Possible starting date: 
January, 1961, or later—after the first casualty lists of the season 
are in. 


e Charles L. Roehm has been named advertising manager of Ward’s 
Automotive Yearbook, Detroit. Most recently national ad manager of 
the F.T.D. News, he also was with Campbell-Ewald Co. for 10 years. 


e Charles E. Hires Co., Philadelphia root beer marketer, has named 
Theodore W. Prescott to the new post of vp, marketing. He formerly 
was with N. W. Ayer & Son, Chicago, as supervisor of advertising and 
marketing services for Armour consumer products. Before that he 
worked on the Hires account from Ayer’s Philadelphia office. 


e Foote, Cone & Belding, Chicago, has added three merchandising 
supervisors: Edwin Brunst, formerly with Young & Rubicam; Robert 
Moore, previously with Marshall Field & Co.; and Dan Baumle, for- 
merly with Procter & Gamble. 


e Burny Bros., Chicago baker with 57 retail outlets, has named Henri, 
Hurst & McDonald, Chicago, to launch its first heavy campaign. Ini- 
tial drive will be b&w and four-color newspaper ads. Burny said the 
account probably will bill more than $100,000. The bakery also plans 
to open “from 30 to 50” more outlets next year. Fred C. Kenline & As- 
sociates has in the past handled some ad assignments for Burny. 


e Martin Sherwin, formerly on the advertising staff of Simplicity Pat- 
tern Magazine, has been named advertising director of Modern Miss 
Foods, and Modern Teacher Foods, new home economics quarterlies 
to be published by Simplicity Patterns Co. next February. 


e Allan Clark, vp and copy director of D’Arcy Advertising Co., St. 
Louis, has been transferred to the agency’s Chicago staff. His move is 
part of a planned expansion, because of the recent acquisition of Amer- 
ican Oil Co., subsidiary of Standard Oil Co. (Ind.), and Turtle Wax 
Inc. 


e Wellington-Walker Ltd., Prescott, Ont., has awarded the advertising 
accounts of Wellington and Hathaway shirts to Ogilvy, Benson & Ma- 


ther, Toronto, effective immediately. The account formerly was han- | 


dled by the Montreal office of Stanfield, Johnson & Hill. 
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Ciba Scraps TV 
Show for MDs 
After AMA Kicks 


New York, Sept. 9—Ciba Phar- 
maceutical Products has scrapped 
its plans for an open-circuit tele- 
vision program for doctors because 
of objections by the American 
Medical Assn. 

The AMA told Ciba that the 
proposed program would represent 
a “dangerous precedent,” ADVER- 
TISING AcE learned. 

Ciba, Swiss-owned chemical and 
ethical drug producer, had already 
placed an order with National 
Broadcasting Co. for a 15-minute 
network program scheduled to be- 
gin on Sunday afternoon Oct. 30 
(AA, Aug. 29). 


= The AMA reportedly ruled that 
it would be an unwise move to pre- 
sent a strictly medical program on 
open-circuit time, when the gen- 
eral public would be able to tune 
in. 

Ciba is, of course, not bound by 
AMA policies, but in view of the 
association’s position in the medi- 
cal field the drug company will 
abide by the ruling. 

The AMA position did take Ciba 
by surprise. The company tested 
this program on four local sta- 
tions last year, working with coun- 
ty and state medical societies and 
with the television committee of 
the AMA itself. 


= However, AMA told ApvERTISING 
AGE that members of its staff 
warned Ciba and producers of the 
tv show last February that the 
show would not be acceptable to 
AMA. 

AMA’s principal objection to the 
show was the advertising of ethical 
drugs over a medium beamed to 
the general public, and the medi- 
cal group felt the show would set a 
bad precedent. AMA also had 
some fears that the public might 
tie in the product advertised to 
whatever the medical discussion 
was on any particular day. 

Ciba said its local station tests 
showed that even though the gen- 
eral public could watch, “the tech- 
nical language and subject matter 
restricted the audience almost en- 
tirely to physicians and other 
health specialists.” 


= “This Week in Medicine,” the 
proposed Ciba program, would 
have featured a worldwide sum- 
mary of medical news and a film 
on some aspect of research, clini- 
cal medicine or surgery. It would 
also have carried commercial mes- 
sages for Ciba’s prescription drugs. 
Sudler & Hennessey was pack- 
aging the program for Ciba. # 


FTC Slates Meeting 
to Inform Business 
Men on Ad Honesty 


WaAsHINGTON, Sept. 9—The Fed- 
eral Trade Commission announced 
today that it is holding a meeting 
in Cincinnati Sept. 28 to familiar- 
ize business men with their respon- 
sibility to advertise honestly. 

While the commission has held 
meetings for specialized trade 
groups in the past, the Cincinnati 
meeting will be the first where 
the commission staff has gone into 
an area to provide a briefing for 
the entire business community. 


= Over 2,000 Cincinnati area busi- 
ness men have been invited to the 
Sept. 28 session. The Cincinnati 
Better Business Bureau is serving 
as host. 

FTC Chairman Ear! Kintner said 
the meeting is a “pilot operation.” 
If it is successful FTC will sched- 


|ule similar briefings elsewhere. + 
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Prices Rise as Frustrated Investors 
Vie for Smaller-Market TV Stations 


(Continued from Page 1) 
competing applicants for the same 
station or buy into stations already 
on the air. It was a wild atmos- 
phere. In many cases speculators 
nabbed valuable construction per- 
mits, then sold them to the highest 
bidder. Prices were in a state of 
flux because nobody was sure of 
the potential of the industry. 

When the smoke cleared, the tv 
station lineup was much more 
firmly drawn. In many major mar- 
kets buyers were left committed 
for years to come because return 
on the high price tag and deprecia- 
tion were slow in materializing. 


= In contrast to the ’50s, when 
speculators figured in many deals, 
Howard E. Stark, of New York, 
probably the top grosser in the 
business of selling stations, thinks 
most tv sales today are made to 
people who are in the business to 
stay. 

In the early days, Mr. Stark says, 
people bought just to get into tv; 
now it’s a matter of station owners 
trying to upgrade their list, or, if 
they have the capital, to expand 
their station holdings to the maxi- 
mum number permitted. 

The turnover has been slowed, 
he believes, by the fact that there 
aren’t enough stations in the first 
25 markets to go around. 

Most other brokers also feel that 
the only place left to turn is the 
smaller markets. William T. Stub- 
blefield, a tv-radio management 
consultant in Washington, ex- 
plained to ADVERTISING AGE that 
there’s just as much money 
around, but there are also two 
buyers for every seller. He said in- 
vestors searching for smaller mar- 
kets—the 60th to the 150th—will 
eventually force prices to spiral at 
a faster rate than in the larger 
markets. 


= Joseph M. Sitrick, of Blackburn 
& Co,, Washington radio, tv, and 
newspaper broker, pointed out that 
in tv there isn’t much opportunity 
to trade up because the higher 


markets are already saturated. The 
tv business will open up and op- 
erate more like radio, he said, if 
and when it’s possible to build sta- 
tions in small markets and run 
them inexpensively. 

“Most of the operators we know 
want to buy more stations,” Mr. 
Sitrick said, “but we have to tell 
them they’re just not available.” 


s If the Federal Communications 
Commission decides to switch over 
to uhf channels in the next 10 or 
15 years, Mr. Sitrick believes the 
move will reduce the value some- 
what of large market vhf’s. 

Although he conceded that new 
stations will probably jump into 
the major markets, Mr. Sitrick 
pointed out that the three-network 
setup, with “not much prospect for 
a fourth,” makes it economically 
unfeasible for expansion in the big 
cities. “There are very few inde- 
pendents making out right now,” 
he told AA. 

The medium markets will catch 
the brunt of the expansion, Mr. 
Sitrick maintains. Since the uhf 
signal just won’t stretch into areas 
now served by the big city vhf 
stations, he explained, the medi- 
um markets will take on an added 
attraction to advertisers anxious 
to maintain mass coverage. 


= Howard W. Gross, vp of Howard 
S. Frazier Inc., Washington, said 
that although the first ten markets 
are static, there will always be 
turnover in other markets. He 
pointed to the “volatile” trading of 
the film companies to back up his 
contention. 

(In one of the largest tv station 
sales of the year, National Theatres 
sold WDAF-TV, Kansas City, to 
Transcontinental Properties for 
$10,000,000. The transaction was 
handled by Mr. Stark and repre- 
sented his biggest single-station 
deal.) 

Ray V. Hamilton, of Hamilton- 
Landis & Associates, Washington, 
thinks that tv prices are reaching 
a plateau, yet is skeptical of any 


TV Station Sales 


First Eight Months of 1960 


Bakersfield, Cal., KBAK (tv): purchased 
by Reeves Broadcasting and Develop- 
ment Corp. in August from San Francis- 
co Chronicle for $850,000, plus $250,000 in 
obligations (FCC approval pending). 


Charleston, W. Va., WCHS (tv and ra- 
dio): purchased by Rollins Telecasting 
Inc. in July from Tierney Co. for $3,000,- 
000 (FCC approval pending). 


Danville, I1., WDAN (tv): purchased by 
Plains Television Corp. in June from 
Gannett Publishing Co. for $75,000 (ap- 
proved by FCC in August). 


Decatur, Ill., WTVP (tv): purchased in 
January by Metropolitan Broadcasting 
Corp. from Prairie Television Co. for 
$600,000 (FCC approval pending). 


Duluth, KDAL (tv and radio): purchased 
in August by Chicago Tribune’s WGN-TV 
from Red River Broadcasting Co. for 
$3,300,000 (FCC approval pending). 


Eldorado, Ark.-Monroe, La., KTVE: pur- 
chased in June by Washington real estate 
operator William H. Simon, husband of 
the late ex-FCC Commissioner Frieda 
Henning, from Arkansas-Louisiana Tele- 
vision Co. for $1,100,000. Mr. Simon sold 
an 80.6% interest in the station to Vet- 
eran Broadcasting Co. for $531,000 in July. 


Eureka, Cal., KVIQ: purchased in Febru- 
ary by Carl R. and Leah McConnell from 
Carol R. Hauser and Shasta Telecasting 
Corp. for $83,472 (approved by FCC in 
June). 


Fairbanks, KFAR (tv and radio), KENI-tv 
and radio, Anchorage,: purchased in Feb- 
ruary by All-Alaska Broadcasters from 
Midnight Sun Co. for $1,200,000 (approved 
by FCC in March). 


Fargo, N.D., WDAY (tv and radio): 55% 
purchased in June by Fargo Publishing 
Co. from E. C. Reineke for $900,000 (ap- 
proved by FCC in August). 

Fort Worth-Dallas, KFJZ (tv): purchased 
in May by NAFI Corp. from Texas State 
Network for $4,000,000 (FCC approval 
pending). 


Great Falls, Mont., KFBB (tv): purchased 
by KFBB Corp. in January from Wilkins 
Broadcast for $616,000 (approved by FCC 
in February). 


Hartford, WHCT (tv): purchased in April 
by RKO General’s Phonevision Co. from 
Capitol Broadcasting for $900,000 (ap- 
proved by FCC in June). 


Kansas City, WDAF (tv): purchased in 
May by Transcontinent TV Corp. from 
National Theaters and TV Inc. for $9,750,- 
000 (FCC approved in July). 


Madison, Wis., WKOW (tv and radio): 
purchased in August by Midcontinent 
Broadcasting Co. from Monona Broad- 
casting Co. for $925,000 (FCC approval 
pending). 


Panama City, Fla., WJDM (tv): purchased 
in May by Herald Publishing Co. from 
Mal Wheeler for $340,000 (approved by 
FCC in July). 


Peoria, Tl., WMBD (tv): purchased in 
March by owners of WCIA, Champaign 
from WMBD Inc. for $1,750,000 (approved 
by FCC in June). 


Salinas-Monterey, KSBW (tv and radio) 
and KSBY: purchased by WKTV, Utica, 
N.Y. in March from Salinas Valley Broad- 
casting Corp. for $3,100,000 (FCC approval 
pending). 


Shreveport, KSLA (tv): purchased by 
KSLA-TV Inc. in February from Shreve- 
port Television Co. for $3,400,000 (ap- 
proved by FCC in June). 


St. Joseph, Mo., KFEQ (tv and radio): 
and KLIK, Jefferson City, Mo,: pur- 
chased in August by Connie B. Gay from 
Jesse D. Fine and Associates for $1,850,- 
000 (FCC approval pending). 


Weston, W. Va., KFBB-TV: 50% pur- 
chased in February by off-air WENS, 
Pittsburgh from Beacon Co. for $100,000 
(FCC spproval pending). 

Yakima, Wash., KNDO (tv): purchased by 


Columbia Empire Broadcasting Corp. from 
Ralph Tronsrud in assets-for-stock agree- 


ment (FCC approval pending). 
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Stations Changing Hands Twice or Oftener 


Station Ist Sale 2nd Sale 3rd Sale 
KBAK Sheldon Anderson sold 51%% con- Chronicle became 971445% owner by Chronicle sold station to Reeves 
Bakersfield, trol of tv & radio stations to San purchasing minority interests in Broadcasting & Development Co. for 
Cal. Francisco Chronicle for $85,000 in 1954. $850,000 in 1960. 
1953. 
WCHS Capital TV Inc. sold 40% to Tier- Tierney Co. sold station to Rollins 
Charleston, ney Co., increasing stock to 100%,  Telecasting for $3,000,000 in 1960. 
W. Va. for undisclosed sum in 1957. 
WTve Shellabarger & Assoc. sold station Bolas sold station to Metropolitan 
Decatur, to George A. Bolas for $525,000 in Broadcasting Co. for $600,000 in 
mW. 1958. 1960. 
WHCT General Teleradio sold station to CBS sold to Edward D. Taddie & Taddie sold to RKO General's 
Hartford, CBS for $650,000 in 1956. Associates for $250,000 after CBS Phonevision Co. for $900,000 in 
Conn. took station off air in 1958. 1960. 
WDAF Kansas City Star sold WDAF ty- National Theatres sold stations to } 
Kansas City, radio to National Theatres Inc. for Transcontinent TV Corp. for $9,750,- 
Mo. $7,600,000 in 1958 in compliance 000 in 1960. it 
with govt. anti-trust consent decree. feat 
KFEQ Barton Pitts sold KFEQ radio-tv to Sold by Brown-Crosby along with Fine sold KFEQ radio-tv, radio KLIK 
St. Joseph, Kenyon Brown-Bing Crosby Group radio KFEQ to Jesse D. Fine for Jefferson City, Mo., to Connie B 
Mo. for $750,000 in 1955. $841,091 in 1957. Gay for $1,850,000 in 1960. 
WJDM 96% sold by J. D. Manly to Mal Wheeler sold station to Herald Pub- 
Panama City, Wheeler for $60,000 in 1957. lishing Co. for $340,000 in 1960. 
Fla. 


talk of reduced trading, even in the 
biggest markets. 

He said prices have hit their 
peak and are leveling off because 
the return on an owner’s invest- 
ment looks paltry when it’s put up 
against today’s sky-high prices. 


® For instance, earnings of $300,- 
000 a year might have seemed a 
good return when a station was 
valued at $1,000,000, Mr. Hamilton 
pointed out, but the balance sheet 
doesn’t look quite as appealing af- 
ter the station sells for $3,000,000; 
the return has dropped off from 
30% to 10%. 

Mr. Hamilton predicts that there 
will always be enough “distressed 
tv properties” around to liven up 
trading in even the biggest mar- 
kets. Three out of seven stations in 
Los Angeles are said to be losing 
money. 


= During the first eight months of 
this year, 21 tv stations changed 
hands—from Kansas City and Los 
Angeles to Fairbanks, Alaska, and 
El Dorado, Ark. Seven had been 
sold at least once before. Prices 
sometimes jumped several hundred 
thousand dollars in a couple of 
years. For instance, WTVH, Peo- 
ria, Ill., sold for $200,000 in 1954, 
went for triple that amount in 
1960. 

Brokers list several reasons for 
selling. The initial reason, accord- 
ing to Mr. Frazier, is to take ad- 
vantage of capital gains opportuni- 
ties. 

A second reason is depreciation, 
which increases earnings possibili- 
ties of newly purchased stations. 
When the depreciation potential of 
the station runs out, it gives own- 
ers a special reason to put their 
stations up for sale. 


= However, Internal Revenue 
Service has ruled that neither the 
station’s license nor its network 
contract has a “determinable life.” 
This ruling is being resisted by 
Westinghouse, but, if it sticks, it 
will greatly reduce owners’ oppor- 
tunities to recoup investment 
through depreciation. 

IRS decided that both assets are 
intangible, even though the license 
runs for a definite three-year pe- 
riod. In a revenue ruling in 1957, 
it held that since the Federal Com- 
munications Commission doesn’t 
ordinarily turn down license re- 
newals, the FCC grant is actually 
for an indeterminate time. 

A third reason for selling is to 
improve a multi-station owner’s 
competitive position by trading up 
to a bigger market, Mr. Frazier ex- 
plained. 


= Multiple ownerships provide a 
stronger foothold in the business, 
he pointed out, because (1) the 
costs of promotion are split among 
the stations; (2) one national sales 
representative can serve all the 
stations in the chain, and (3) film 


costs are lower because the same 
film makes the rounds at lower 
rates. 

Also mentioned as an advantage 
of multiple ownerships is the sta- 
bility these stations enjoy as net- 
work affiliates. Some multiple 
owners established in strategic 
markets accrue so much bargain- 
ing power that they’re able to talk 
back to the networks. 

A study prepared for a client of 
the Frazier company by Checchi 
Co., Washington consulting econo- 
mist, provided extensive insight 
into tv selling prices. 

Examining 76 tv sales contracts 
from 1956 to 1959, they found sev- 
en factors which influenced price: 
National minute spot rate; network 
hourly rate; fixed assets; annual 
gross revenue; earnings; cash flow 
(profit after taxes, plus deprecia- 
tion and’ amortization); and mar- 
ket size, called tv circulation (sta- 
tion dollar value per year to each 
family). 


s Although these correlations rep- 
resent solid values, often the price 
tag is influenced by uncharted fac- 
tors. Mr. Frazier admitted that in- 
flation, good management, growth 
of the market, effective promotion, 
improvement in station ratings, 
and multiple ownerships are oth- 
er elements that combine to boost 
the price of tv stations. 

Mr. Frazier pointed out that 
1954-’58 was a period of rapid 
growth in tv set ownership and 
believes that now most markets 
have started reaching the set sat- 
uration point; 90% saturation is 
considered practically a ceiling. # 


Standard Oil Runs Roto 
Insert in ‘Chicago Tribune’ 

Standard Oil Co. (Indiana) ran 
a rotogravure insert Sept. 11 in 
the Chicago Sunday Tribune to 
present details of its heating com- 
fort plan. The insert, a first for 
Standard, aims to promote recog- 
nition for Standard’s American 
brand of oil and to promote a 
package home heating plan. 

The supplement opens a fall 
drive scheduled for Chicago news- 
papers, tying in with a radio and 
tv campaign, a “get ready for 
winter” insert for rural publica- 
tions, a mailing to credit eard cus- 
tomers and fuel truck bumper 
strips. D’Arcy Advertising Co. is 
handling the drive. 


Art Metal Names Aitkin-Kynett 
Art Metal, New York, manufac- 
turer of metal office furniture, has 
appointed Aitkin-Kynett Co., Phil- 
adelphia, to handle its advertising 
and publicity. Merrill & Anderson, 
New York, is the former agency. 


Huddleston Joins Ferguson 

Darrell Huddlestor has joined 
Ferguson-Miller Associates, Tulsa, 
as an account executive. He for- 
merly was an account executive 
of Keefe Advertising, Tulsa. 


William O'Neil, 75, 
Builder of Empire in 


Tires, Stations, Dies 


AKRON, Sept. 6—William F 
O’Neil, 75, co-founder and boarc 
chairman of General Tire & Rub 
ber Co. and a noted exponent o 
business diversification, died o 
heart trouble at his home her 
Sept. 4. 

Mr. O’Neil had suffered from | 
heart ailment for some time anc 
last year turned over the presiden 
cy of his sprawling company to : 
son, Michael. 

Known to his associates as W. O. 
Mr. O’Neil worked briefly in hi 
father’s businesses—a textile mil 
and an Akron department store— 
during and after his graduatior 
from Holy Cross College in 1907 
He started west after developin; 
symptoms of tuberculosis. But h¢ 
got only as far as Kansas City, 
where he teamed up with W. E 
Fouse in the tire business. They 
started as Firestone dealers anq 
then branched out into tire acces. 
sories. 

By 1951 Mr. O’Neil was ready tc 
go into the tire manufacturin; 
business. He returned to Akror 
and started General Tire, whict 
was to become one of the big five 
in the rubber industry and was tc 
provide the capital for expansior 
into any number of unrelatec 
fields. The General Tire empire 
now is spread out over 41 compa- 
nies and affiliates here and abroad 


= Among the company’s majo# 
subsidiaries: RKO General, a com- 
bine comprising the old RKO Pic- 
tures, and the 12 Teleradio stations 
one of the country’s most formid 
able broadcast groups; and Aero- 
jet-General, which makes rocke? 
propulsion systems for ‘several o 
the U. S. missile projects. His sor 
Thomas, vice-chairman of Genera 
Tire and president and chairmar 
of RKO General, was largely re- 
sponsible for the company’s emer- 
gence as a big station owner. A 
third son also is associated with 
his father’s business—John, whc 
is financial committee chairman off 
the company. A fourth son, Wil4 
liam M., owns WSKP, Miami. # 


Wedig Named Promotion Head 

R. A. (Rollie) Wedig has been 
named to the new post of promo- 
tion manager of the Rocky Moun- 
tain News, Denver. He formerly 
was appliance manager in the gen- 
eral advertising department and 
an account executive in the retail 
advertising department. 


Waters Joins Lowenstein 

Abe Waters, formerly with Rie- 
gel Textiles, has joined M. Low- 
enstein & Sons, New York, as a 
merchandiser of synthetic fabrics 
for the men’s and boys’ wear 


trades. 
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The unexpected twist, and why KaE sweats for it 


It’s our advertising judo. It’s the secret weapon. It’s the | un-commonplace, it is not because we want to show off 


way a lean advertiser can topple his fat competition. our cleverness. It is because we do not want our product 
So, again and again, Kenyon & Eckhardt’s Book of _to be lost in the gray mass of mediocrity. 
Creative Standards emphasizes the necessity of originality. “To be imitative in this business is to court oblivion. 
One page is headed “Do it differently.” It reads: To be provocative is to court an audience.” 
“When we urge you to strive for the un-usual and the What better reason for the unexpected twist? 


One of a series based upon the Kenyon & Eckhardt Book of Creative Standards. 
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THE GOOD Life—Four Roses Distill-| 


ers Co. will use ads like this in a 

campaign being kicked off this 

month. Young & Rubicam is the 
agency. 


Four Roses Ads 
Switch to New 
‘Good Life’ Theme 


New York, Sept. 7—Four Roses 
whisky, long distinguished for its 
sophisticated advertising, is break- 
ing into a new ad campaign this 
month to point up the slogan “The 
good life includes Four Roses.” 

The new campaign by Four Ro- 
ses Distillers Co., the House of 
Seagram family member, marks 
one of the company’s rare changes 
in the “line” it sells, and is only 
about the third theme-change in 
about 10 years. 

Featuring sophisticated art treat- 
ment, the campaign had a tryout in 
the New York Post last week and 
in Life last month. The response 
was so encouraging, the company 
reported today, that it intends to 
hold to the theme for a long time, 
with only the usual seasonal lapses, 
such as at Christmas when topical 
advertising is the rule. 


s Four Roses full-color ads will 
appear five times in Life from now 
through November, and four times 
in Look. 

Plans call for ads in newspapers 


throughout the country. But this | 


schedule depends on current’ ne- 
gotiations aimed at persuading 
publishers to reduce their r.o.p. 
color minimum size requirements 
from 1,000 lines to 500- and 700- 
line units (AA, Aug. 15 et seq.). 

Some newspaper publishers, the 
company said, have denied the re- 
quest, others are in favor, and still 
others are waiting to see what the 
rest are up to. 


® Four Roses will again go strong 
on posters, ranging from 24-sheets 
to traveling displays in prime mar- 
kets. The company moved into the 
poster field in a big way a couple 
of years ago when the automobile 
strike made outdoor readily avail- 
able. 

Four Roses will use as many, or 
more, posters as it has in the past 
year, and it aims at achieving 
“double saturation intensity before 
Christmas.” 

The “good life” campaign fea- 
tures scenic settings showing cou- 
ples picnicking by lakesides, re- 
laxing om a sandy beach, and a 
quartet of fishermen celebrating 
the day’s catch. 

The company’s traditional Four 
Roses motif figures strongly in 
every ad. 


|50% to 100% 


| average for the industry. 


j|has been its continuing freshness.” 
He added that several months of 
study and field testing have indica- 
ted that the “good life” theme was 
|ideally suited at this time. 
Young & Rubicam, New York, 


r | is the agency. + 


Industry Will Hike 
Investments for New 


Product Development 


| New York, Sept. 8—The nation’s 
|industry will hike its investments 
for the development of new prod- 
ucts and processes by one-tenth 
this year, according to a survey of 
some 400 corporations representa- 
tive of U.S. industry. 

But the aim is “more results for 
the money rather than more mon- 
ey for results,” according to Dr. 
Philip Marvin, American Manage- 
ment Assn. research and develop- 
ment division manager. 

Dr. Marvin told some 30 corpo- 
ration presidents attending an 
AMA development seminar at the 
Hotei Astor today that a mid-year 
survey by the association showed 
that 402 corporations representing 
26 industry groups would step up 
their development budgets by 
10.7% over the 1959 level. 

Two-thirds have increased their 
budgets, 27% reported no change, 
and 7% cut their investment. 


s Budget changes ranged from an 
average decrease of 11.8% in min- 
eral and coal mining and 5.2% in 
publishing, to increases of 16.8% 
in electronics and 22% in miscel- 
laneous machinery and parts. 

Other leading industry increases 
are: Glass, stone and clay, 19.2%; 
plastics and molded products, 
14.6%; public utilities, 14.3%; in- 
struments and control equipment, 
14%; and food and beverages, 
13.1%. 

The 402 corporations spent an 
average of 3.7% of 1959 sales for 
product development in 1959, the 
survey showed. Leading the field 
was electronics with 7.7%, fol- 
lowed by instruments and control 
equipment, 6.1%, and pharmaceu- 
ticals with 5.7%. 

Dr. Marvin added: “Most com- 
|panies don’t know the actual cost 
|of developing their new products 
|—a cost which is a basic factor in 
making the most important deci- 
sions a manager must make—deci- 
sions about the future. This ig- 
norance leads to waste.” # 


Lumber Group Offers Retail 
Lumber Dealers Lu-Re-Co Plan 

Nowels Advertising, Tucson, has 
developed a complete advertising, 
publicity and sales training plan to 
promote the sales of new homes for 
the Lumber Dealers Research 
Council, Washington. The Lu-Re- 
Co sales plan will be sold to retail 
lumber dealers at a cost of $35. 
Marketing headquarters are at 
Rochester, Mich. 

The sales training material 
covers four areas; selling Lu-Re- 
Co homes to customers, selling the 
design features of the floor plan, 
selling aluminum roofing, siding 
and windows, and selling wall pan- 
els and roof trusses to contractors. 


‘School Arts’ Names Kilner 
Richard B. Kilner Co., San Fran- 
cisco, has been appointed adver- 
tising representative in 11 western 
states for School Arts, published 
by Davis Publications, Worcester, 


higher than the | 


“Nevertheless, we are convinced 
that one of the reasons for the | 
success of Four Roses advertising | 


® According to Jack Kaduson, vp | Mass. 
in charge of advertising and sales 
promotion, “changes in Four Ro-|ZagRodny to Aubrey, Finlay 
ses” advertising approach are in-| Edward L. ZagRodny has been 
evitably preceded by months and/| named an .account executive with 
even years of study. “This in un-| Aubrey, Finlay, Marley & Hodg- 
derstandable when it is noted that son, Chicago. He formerly was an 
average Starch Reports for Four) account executive with Marsteller, 
Roses ads have historically run Rickard, Gebhardt & Reed. 


| 


Gerber 


Weber 


Cole 

AGENCY MERGER—Pictured at the signing of final papers which 

merged Condon Co., Tacoma, and Cole & Weber, Portland, Ore. 

(AA, Sept. 5), are the principals: 

Weber; Vic Kaufman, general manager of the new Condon division 

of Cole & Weber; George H. Weber and Dan Gerber, vps of Cole & 
Weber; and Harold C. Dixon, vp, Condon division. 
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Dixon 
Kaufman 


Arlyn E. Cole, president, Cole & 


Newspaper R.O.P. 
Color Ads to Back 


Reformulated Kerid 


(Continued from Page 2) 

and August, Mr. Daffner said, but 
it marks the first national effort 
for the reformulated product, and 
it will be a much more intensive 
promotion. The campaign also in- 
cludes a major appropriation for 
window displays and drug trade 
advertising, he reported. 

An unusual over-the-counter 

product—it is supposed to remove 
ear wax painlessly and quickly at 
home, without the need for in- 
strumentation or high-pressure 
irrigation used by physicians— 
Kerid has had a spotted career to 
date, involving troubles with the 
Food & Drug Administration 
which in most instances would 
mean death for a product. 
Kerid was tested early last year 
in Columbus, Rochester and Buf- 
falo with a shock ad showing a 
hairpin, paper clip, pencil, and 
cotton swab sticking out of an en- 
larged ear (AA, April 20, ’59). 


= It was launched last fall and 
shortly became a solid drug store 
item, the company reporting more 
than 1,000,000 units sold. But about 
eight weeks after its introduction 
the Food & Drug Administration 
clamped down on Kerid and two 
other non-advertised ear wax re- 
movers. They had all previously 
been cleared as products safe for 
sale without prescription, but sub- 
sequent use produced instances of 
temporary swelling, ear soreness 
and rash. 

Blair withdrew the product in 
December, recalled its stock and 


continued working on a new for- 
mulation. Ten days after the recall 
the new formula was approved, 
and revisions in packaging (which 
now says “new formula’’) and ad- 
vertising were whipped into shape. 
To gauge consumer attitudes 
toward Kerid at this time, a sur- 
vey was conducted in the original 
Kerid market. Blair found that 
the “vast majority” of respondents 
didn’t recall any unfavorable pub- 
licity—ttestimony to the speed 
with which Blair acted to change 
the product. A Sunday supplement 
and regional magazine campaign 
was subsequently launched, with 
two goals: To recall consumer at- 
tention to Kerid and to show the 
trade that promises of original 
product support were to be kept. 
Now Kerid is set for its second 
lap in the new products marathon. 


Axelsen Agency Boosts Two 

Wesley F. Hall has been ap- 
pointed manager of operations of 
Axelsen Advertising Agency, 
Salt Lake City. He will direct 
interior operations and serve as 
account executive. Axelsen also 
has named Kay W. Pullman art 
director in addition to his produc- 
tion duties. Mr. Hall originally en- 
tered advertising agency work 
with the Axelsen agency in 1951. 
He was associated with Jarman 
Skaggs from 1953 to 1958. 


Manger Coffee to Wexton 

Manger Hotels Coffee has ap- 
pointed Wexton Co., New York, to 
introduce the blend of Columbian 
coffees that Manger hotels have 
been serving for the past 50 years. 
It will be launched in New York 
with a radio, newspaper and mag- 
azine campaign. 
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Chevy's Cole Sees 
‘61 Sales Topping 
‘60 by 200,000 


Detroit, Sept. 6—Passenger car 
sales as high as 7,000,000, 200,000 
more than the sales mark forecast 
for this year, were predicted for 
1961 by Edward N. Cole, vp of 
General Motors and manager of its 
Chevrolet division, in a press pre- 
view for auto writers and broad- 
casters. 

Mr. Cole expects a further drop 
in import sales, possibly to around 
450,000. He said truck sales during 
1961 should total 1,000,000. 

In a national market of this size, 
Mr. Cole believes his company will 
maintain its traditional share, and 
may gain. “This would mean an- 
other 2,000,000-plus car and truck 
year for Chevrolet,” he said. 


® Chevrolet is heading for an all- 
time record in 1960, with sales thus 
far running 15% ahead of 1959 and 
also well ahead of the record set 
in 1955, when the company sold 2,- 
066,337 cars and trucks. Mr. Cole 
estimated 1960 will see 2,085,000 
units sold, which will be the high- 
est total ever achieved by any com- 
pany in the history of the industry. 

Corvair is credited with provid- 
ing most of the plus business this 
year, and has taken an increasing- 
ly larger share of the passenger 
car total in each month since May 
In the last six weeks this share has 
reached 14%. Chevrolet currently 
leads its closest competitor, Ford, 
by 260,000 in passenger car sales. 
If the momentum is maintained it 
may end the year with a car lead 
substantially over 300,000. 


= One of the reasons for Mr. Cole’s 
optimism on the 1961 market is the 
fact that Corvair will add five new 
models this fall, all with rear en- 
gines. Included will be a six-pas- 
senger station wagon, a compact 
van-like sports wagon, a panel de- 
livery truck, and two pick-up 
models, one with a unique side 
loading feature. 

The regular line of commercial 
vehicles will remain the same as 
in 1960, except for a number of re 
finements in ride, handling, dur 
ability, comfort and hauling effi 
ciency. 

Chevrolet’s conventional passen 
ger car line will feature new styl- 
ing, with cars shorter, narrower 
and slightly lower, although in- 
terior dimensions will be retained§ 

Corvette will feature the mos 
extensive styling change since its 
1953 introduction, but basic styling 
of the Corvair will be the same. 


s Although prices on 1961 Chevro 
lets will not be announced until 
they go on sale early in October 
Mr. Cole said every effort will b 
made to hold the price line. 

He said Chevrolet was in excel 
lent shape with its dealers on th 
1960 model cleanup, with 10,00 
fewer cars in inventory than a yeall 
ago. 

Answering a query whether hq 
shared the opinion of others tha 
compact cars would get arounc 
50% of the market next year, Mr 
Cole said that depended on thé 
definition of compact. 

“TIT am sure the American aut 
buyer is more interested in a com 
pact price than in a compact car,’ 
he said, and joined in the laughter 


Dealers to Advise Argus 
Argus Cameras Inc., Ann Afbo 
has appointed a group of 12 re 
tailers to serve on an Argus Se 
lected Dealer Board and act as re 


COURSE TO PARADISE—Matson Navigation Co., San Francisco, will use 
this color spread exclusively in the October Holiday. With it will be 
a detachable quarter-page booklet of eight pages, listing Matson’s 

services. Fuller & Smith & Ross is the agency. 


|tail advisers to the company. Th@ 
| dealers will hold their first meet 
| ing Oct. 12-15. J. J. Riggs, presiq 
|dent, said, “We always solicit thé 
| opinions of dealers. This provides 
| us with the most accurate marke 
| information on which we can bas 
;our product and marketing pol 
| icies.” 
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Rules Sunday Business Legal 

Judge Richard Nash, domestic 
relations court, Louisville, has 
ruled that it’s legal to do business 
in Louisville on Sunday. His rul- 
ing came in a written opinion in 
which he dismissed charges of 
Sunday sales against three com- 
panies, saying that in his opinion 
the Kentucky law under which the 
stores were charged is unconstitu- 
tional. Stores cited for Sunday sales 
were Sun TV, Modern Living and 
King Karl’s. The complaint: was 
filed by members of the Citizens 
for Sunday Closing. 


Prepared Products to McNeill 

Prepared Products Co., Pasa- 
dena, maker of Inglehoffer mus- 
tard, Dixie Fry, Dixie dry white 
sauce mix and other food products, 
has appointed McNeill, McCleery 
& Cochran, Los Angeles, to handle 
its advertising. Ross Roy Inc., Hol- 
lywood, is the previous agency of 
record. 
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HOME COVERAGE 
stuoY OF 
THE PONTIAC 
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THE PONTIAC PRESS 
introduce you 
he huge Pontiac area! 


, taken from an important new sur- 
, are some facts and figures on THE 
ITIAC PRESS~—leader in Michigan’s 


rowth market: 


eader in the Community 76% take 
-y PONTIAC PRESS. 


sader in Home Coverage Pre- 
bd 3 to 1 over the leading Detroit 
r. 


sader in Creating Sales 21% of 
[SS homes make over $7500 a year. 


»ader in Exclusive Coverage 61°; 
Pontiac Township households take 


the PRESS. 


eader in Home Delivery 98% of 
rage is home-delivered. 


hen you investigate sales potentials 
lichigan be sure to take a close look 
‘HE PONTIAC PRESS, the full- 
rage independent newspaper serv- 
the Pontiac area and Oakland 
ity since 1842! 


Newspaper Home Coverage Study 
1e Pontiac, Michigan Area is a 50- 

comprehensive survey conducted 
pendently by Benson & Benson, 
Princeton, N. J. and in consultation 
» ADVERTISING RESEARCH 
INDATION, INC. 


frite direct, or contact our Repre- 
itive in your area; this new study 
be sent to you immediately. 


THE 


PONTIAC 
PRESS 


ONTIAC, MICHIGAN 
Circulation 59,339 Publisher's 
atement Ending September 30, 1959 
Represented by: 
Scolaro, Meeker & Scott 
& York, Chicago, Philadelphia, Detroit 
Doyle & Hawley 
Los Angeles & San Francisco 


| ty patrolman, puts up a Keebler safety poster under 
| the watchful eyes of David M. Smallwood, Phila- 


| 
| 


| 
| 
| 
| 


| theme of a safe driving campaign 


Kane 
KIDS LOVE LiFfe—Thirteen-year-old Wi 


Langerman 


‘Drive Lovingly’ | 
Is Keebler Biscuit's 
September Ad Motif 


PHILADELPHIA, Sept. 6—‘Kids| 
love life .. . drive lovingly” is the 


being sponsored in September by 
Keebler Biscuit Co. 
Slightly modified to “Kids Love 
. Keebler Cookies,” the cam- 
paign will be supported by two 
and four-color ads in 34 newspa- 
pers, plus one-minute spots on 71 
radio stations throughout the Mid- 
dle Atlantic states and Florida. 
The safe driving campaign, tied 
in with the return of youngsters to 
schools, is also being supported by 
municipal governments, chain and 
independent food stores, utilities, 
civic groups and private industries. 


= The Keebler safety campaign 
urges motorists to exercise extra 
caution now that schools are re- 
suming. 

To keep the safety message be- 
fore the eyes of motorists during 
the month-long drive, Keebler has 
supplied nearly 200,000 posters and 
auto bumper stickers to grocers 
and to civic and governmental or- 
ganizations. 

In addition to the theme, the 
posters also carry an illustration of 
four happy children running to 


NiO> LOVE LiF 
‘ek NVI c 
22) 2u§ if 


Smallwood 


lbert Kane, safe- 


school. 

The bag cookie promotion, 
which is running concurrently 
with the safety campaign, is also, 
utilizing posters showing the same | 
children. 


= The newspaper ad campaign 
supporting the drive will consist 
of two and four-color ads in sizes 
ranging from 1,000 lines to full 
pages. 

The entire safety promotion and 
cookie merchandising campaign 
has been under the direction of 
Edward A. Oberhuber, Keebler 
marketing manager, and John J. 
Porreca, sales promotion manager. 

The campaign was created by | 
Keebler’s advertising and public | 
relations agency, Lewis & Gilman, | 
Philadelphia. Lewis & Gilman ac- | 
count supervisor is John C. Bel-| 
field, agency president; Hal Lan-| 
german is copywriter, W. Richard | 
Park is account executive for ad- 
vertising and Scott Verner account 
executive for pr. # 


Soap, Syndet Sales Rise 4.5% 
Soap and synthetic detergent | 
sales totaled 2,155,550,000 Ibs. and | 
$549,942,000, for the first half of | 
1960, according to 58 manufactur- | 
ers participating in the sales cen- | 
sus of the Assn. of American Soap | 
& Glycerine Producers. This was | 
a 4.5% rise in both volume and | 
sales from the first six months | 
of 1959, which set the previous | 


FRAME TO FINISH—The West Coast 
Lumbermen’s Assn., Portland, Ore., 
begins its fall consumer drive with 
color pages like this in shelter 
magazines. Ads offer a free copy of 
the association’s booklet, “Individ- 
uality in Home Planning.” 


amounted to 1,633,002,000 lbs., val- 
|/ued at $394,798,000, an increase of 
6% in quantity and 5.8% in dol- | 
lars. Soap sales volume increased | 
0.1% to 522,548,000 lbs., while dol- 
lar sales went up 1.3%, to $155,-| 
144,000. | 


record. Synthetic detergent sales | 
| 
| 


N.M. Broadcasters Name Mickel | 
The New Mexico Broadcasters 
|Assn. has elected Bill Mickel of | 


|KGGM, Albuquerque, to serve as | 


. | president until next April. Ernie | 


|Thwaites of KFUN, Las Vegas, | 
|was named vp. Both Virgil Parker | 
|of Los Alamos, president, and 


Ss |Howard Maudlin, Tucumcari, VP, | 


|have ended their New Mexico ra- 
dio connections and moved from | 
the state. 

| 


‘Coronet’ Rates Go Up 


Coronet, New York, will ad- 
vance its b&w page rate from $7,- 
775 to $8,250 beginning with its, 
February, 1961, issue. This rate al-' 
so applies to black and one color. | 
Four-color pages will go from $10,- | 
250 to $10,875. There will be no| 
extra charge for bleed pages. 


Belfield 
delphia streets commissioner; 
Keebler president; E. A. Oberhuber of Keebler; John 
Belfield and Hal Langerman of Lewis & Gilman. 
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Sexton Named Wright A.M. 

D. William Sexton has been 
named advertising manager of 
Wright Mfg. Co., evaporative cool- 
er manufacturer, succeeding Don 
Hawkins, who resigned to join 
Curran Co. Advertising. 

Mr. Sexton will also serve as 
advertising and sales promotion 
manager of Wright-Temp Mfg. Co., 
a subsidiary which makes refriger- 
ated air conditioning and all-elec- 
tric heat pumps. 


PUBLICITY - 
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Send for a copy of FEATURE 
Magazine, America’s prime 
publicity medium. It reaches 
all editors in the 2093 larg- 
est cities of the U.S. with 
your feature releases. 
Hailed by Newsweek! Used 
by Stores of major compa- 
nies and top PR firms. On 
your letterhead, please. 


CENTRAL FEATURE NEWS, INC. 
1475 BROADWAY. LO 4-3123 


Oberhuber Nolan 


Wendell P. Nolan, 


MEMO 


To: Publishers’ Representatives 


who want more money 
(and who doesn’t?) 


blishers” pe see 
ke extra profits, 
hat they can ma ns 
oi their working hours, by selling 
¥ d Printing Company. 
whom 


Many independent pu 


he 

regular calls are also 

double duty - - - 

ach Standard offers —, 
i rn top commisst 

ya mt ‘os. Excellent work, mage 

ch delivery, ease the way 

information. 


° tin buyers ses 
printing ble profits. 
salesmen an OppoF- 


Write today for full | 

Ai sTAN DARD 
CO MPANY 

HANNIBAL, missouri 


PRINTING 
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HELP WANTED / HELP WANTED 


| HELP WANTED 


The Advertising Market Place | 


Advertising Age, September 12, 1960 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 


iGed 


hed 


Cl 


Coast Representative (Cl 


POSITIONS WANTED 


only): 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


Departments, Inc., 4041 Marlton 


POSITIONS WANTED 


ADVERTISING MANAGER | ADVERTISING 

Direct mail company wants creative ad | DIRECTOR 
man with extensive direct mail art, copy, | 
and production background. Must relo-| Splendid opportunity for a _ successful 
cate. Write Personnel Director, Finger-| man with good home furnishings mer- 
hut Mfg. Co., 3104 W. Lake St., Minneapo-| chandising background combined with 
lis 16, Minnesota stating age, experience, | experience in all phases of art and pro- 
education, and salary rafige. = Ppa nn ae vr oe annual 
mus and profit sharing. ress resume 
eae ee Gatagregmess, to Roman Kubic, Executive Recruitment 
who want to produce feature material 2323 S’ Rockwell, Chi Tl 
on regular basis as stringers for top- | Manager, . ckwell, cago, tl. 


quality trade publication in farm and 
industrial power equipment field, please 
send brief resume to 

Box 4042, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

PRINTING PRODUCTION MAN 

DESIRING SALES POSITION 
If you have experience in Graphic Arts, 
Litho, Web Offset or Rotogravure, a sales 
position with an established, respected 
Chicago Printer is open to you. Existing 


SPIEGEL 
Serving America for 95 years 
WANTED—MARKET RESEARCH 
SUPERVISOR 

CHICAGO OFFICE AAAA AGENCY 
Experienced in all phases of market and 
consumer research. We are looking for a 
college graduate, preferably in the Liber- 
al Arts or Social Sciences. Minimum two 
years experience. Major duties involve 


accounts and new contacts will be as-| preparation of research proposals, in- 
signed to you. Send resume stating cluding questionnaire development, pro- 
income requirements. ject design, sampling, and _ rationale. 


Individual must be able to analyze data 
and write clearly and concisely. 

Client contact involved with increasing re- 
sponsibility as individuals’ skill and fa- 


Box 4054, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


MOLENE PERSONNEL SERVICE 


OITTED cnccircrcesecesssstesvenenscversonercsntecnetenees a a miliarity with his accounts grow. Excellent 
ee: s neriacacescel,, COU WSS opportunity for growth in Chicago and 
Ans a hi 5 P ¢ ‘ mill” | With other offices of this agency. Salary 

s grist which comes to our m commensurate and 


with qualifications 
experience. Liberal benefits. 35 hour 
week. Reply in writing, stating qualifi- 
cations, age, and salary desired. 
Box 4068, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Production Girl— with ability to handle 
plates and ads for monthly magazine... 
must be good typist. Excellent working 
conditions. Loop office. FRanklin 2-9281. 
Mr. Westberg. 


ANdover 3-4424, 105 W. Adams St., Chgo 


YOUNG MAN.... 

With some general background in com- 
mercial art. To do mounting and flapping 
for Art Director at major Chicago Art 
Studio. Call William Stacy at MOhawk 
4-2055. 

Hundreds of $7,000-$35,000 Executive jobs 
available. Get Free Report. Strict confi- 
dence. National Employment Reports, 20 
E. Jackson, 902G, Chicago 4, Ill. 


irector of Public Relations 


Our organization is one of the nation’s 
largest and most progressive design, 
commercial art, photography, and merchan- 
dising studios. Our market is American 
business and industry, to which we provide 
a new concept in comprehensive graphic 
arts creative services. Our clients are among 
the nation’s leading business corporations 
and advertising agencies. 


 rrt—‘—SS Like the companies we serve, 


we wish te communicate the story of our 
service and performance to the general 
business and industrial community through 
a modern public relations and promotion 
program. To accomplish this, we plan to 

add a specialist in communications 

to our management group. 


The man we seek is between 30 and 40, 
with successful experience in advertising, 
sales promotion, or merchandising. 

He is deeply conscious of the importance 
of graphic arts in today's total business 
picture and its significance in modern 
marketing. He is a professional in the 
general field of communications—creative, 
imaginative, and articulate. 


Geared to render top-notch professional 
services, we are constantly looking ahead 
to the future and are building a dynamic 
organization keyed to the nation’s growth 
economy. This position is a long-term 
career assignment and a rare opportunity 
for the right man. 


Please submit your experience record and 
salary requirement in writing for our review. 
Every reply will be acknowledged 

with sincere interest. 


| & 


Robert J. Snyder, President 
Rebert Snyder & Associates 
601 North Fairbanks Court 
Chicago, Illinois 


ADVERTISING MANAGER 

| Advertising manager for major mid-west 
electronics manufacturer. Primary re- 
sponsibility includes: 
man department, preparation of budget, 
preparation and scheduling of consistent 
direct mail program, copy for space and 
direct mail, and agency contact. 

Prefer college graduate, age 32-50, with 


Should have industrial advertising ex- 
perience with electronic manufacturing 
or agency. Primary position, excellent 
benefits, good salary. Located within 50 
miles of St. Louis. 

Send complete resume and salary re- 
quirement with first letter. 

Box 4066, ADVERTISING AGE 
200 E. Illinois St., Chicago 4, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago Su 17-2255 


POTENTIAL V-P FOR 

80. FLORIDA AGENCY 
We'll need experienced all-around man— 
including proven new business ability— 
within a few months. Will have to take 
some gamble at the start, in return for 
future, substantial ownership opportunity. 
Age about 35, probably now in medium- 
size agency. Send photo and detailed 
resume to 

Box 4067, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SALES CONTACT MAN 
Newly formed ad agency desires ambi- 
tious young man ‘under 30) developing 
new accounts in the Chicago area. Ex- 
cellent opportunity for the right man. 
Box 4065, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| 
| 
| 


FREE LANCE 
LAYOUT & PRODUCTION 
Do you need expert assistance in pro- 


supervision of five |ducing your booklets, ads, packages and 


other printed matter...or TV commer- 
cials. Contact— 

T. J. MeLoughlin MI 2-3655 
619 N. Michigan Ave., Chicago 11, Ml. 


FREE LANCE PUBLIC RELATIONS 


major in marketing, journalism or B.A. | Seasoned newspaperman offers taste and 


economy for Chicago clients. 
Box 4055, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SPACE SALES 
OPPORTUNITY WANTED 
Account representative for past 6 years 
with major 4A agency seeks challenging 
opportunity with consumer or trade pub- 
lication. Experienced in marketing, re- 
search and media selectivity. Can sell 
effectively and creatively your property 
to tie-in with client’s sales objectives and 
ad strategy. Age 34. Married. Enjoys 

travel. Will relocate. Resume. 
Box 4070, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXPERT FREE LANCE COPY! 
Fresh concepts-modern market oriented 
ideas. 20 yrs. exp. in all printed media, 
radio & collateral material. Consumer, in- 
dustrial & agricu!tural products. Out o 
town work invited. W. Wallace 1520 Olive 
Chicago 26, Ph. SU 4-1484 

CARTOONS FOR ADVERTISING 

Creative versatility at reasonable prices 
CARTOONVILLE 

P. O. Box 617, Hartford, Illinois 


FOOD COPYWRITER AVAILABLE: 
Female, presently employed travelin 
supervisory capacity advertising sales 
promotion Hotel chain $10,000 year de 
sires Chicago position. Writes sparklin 
food copy. College: Food Merchandisin 
and Advertising. Writes fiction for Na 
tional “Slicks’’, radio, Television, etc 
Three books on food published nationally 
Empioyees like I would be, with a touch 
of genius, are rare as pink diamonds! Ir 
replying allow time for letter to reac 
me while traveling eighteen state area 

Box 4075, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


PR-EDITORIAL. Experience: national 
mfg trade journal, retail pub, public 
relations. Can speak before groups, sell 
ideas, supervise staff. Strong copy & 
production. Able photographer. Degree, 
38, family. Will relocate, some travel. 
Prefer public relations-editorial-advertis- 
ing combination. Available most week- 
ends for interview. 
Box 4069, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

NEW, FRESH MIND: seeks copy tr. job, 
but willing to start in any adv. job, and 
learn your methods & procedures. Harv. 
grad. B.A(C.L)’ C. Wallace. 6 Tennis Rd. 
Boston 26, Mass. Ox8-5136 


——PosITIONS WANTED 


GRAPHIC ARTS DIRECTOR 
Not just an order taker/placer, but a 
young, old fashioned working executive. 
16 years major experience as Art Direc- 
tor, Creative Director, Production Man- 
ager, Estimator, Coordinator-All phases 
of advertising, sales promotion and POP. 
Box 4072, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
PUBLIC RELATIONS—ALL PHASES. 
Writing, planning publicity; photo; in- 
stitutional ad copy. Now PR agency exec; 
daily newspaper experience and degree. 
Box 4076, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WRITER-EDITOR' seeks’ resp ibility 


INDUSTRIAL—CONSUMER 
Young industrial ad mgr. with well 
rounded background seeks challenging 
position with plenty of growth. 5 yrs. 
experience including copy, production, 
layout, newspaper sales. 29; BA; married. 
Creative, good organizer. Willing to work, 

Box 4071, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL SELLING COPY 
Seasoned industrial copywriter with 10 
years of solid engineering exp., writes 
ads that talk right to plant men. Metals, 
chemicals, lubes, electronics, power. NYC 
area. 
Box 4073, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y 


with trade or company magazine. 11 years 
in socio-economic research. Free lance 
writer. College grad, married, family. 
Box 4077, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY, PRODUCTION & MORE 
Young man desires diversified position 
with industrial advertising department. 
Can handle variety of work such as space, 
direct mail, dealer and exhibit materials. 
Seven years top training and experience 
in copy, production and scheduling with 
national manufacturer. Age 31, veteran, 
married, MS in Journ. Will relocate. 

Box 4055, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
Currently Adv. Mgr. for large wholesale 
house. Demonstrated success in meeting 
heavy schedules. Fully familiar with all 


techniques & production of offset & 
letterpress. Experienced in catalogs, 
brochure, all types of direct mail as 


well as newspaper. Salary 8M to start. 
Box 4078, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| Copy, 


IN A RUT AT 23!!! 
Artist: creative, versatile, ambitious; 
formerly Slidefilm illustrator with Mid- 
west’s largest comm. film p ucer, now 
do all creating thru production of ads, 
direct mail, brochures, annual reports & 
other whimsies too tedious to mention for 
small, complacent ad agency. Creative 
urge being stifled here. Seek challenge 
with vigorous, tradition-free company 
doing own promotion and sales training. 
Don’t let my youth scare you! Family. 
Will relocate anywhere for right spot. 
Box 4074, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Publicity Writer in vigorous 40’s 
—Heavy exp. bidg. mat’ls., construction 
equip., hospital supplies, automotive. 
Box 4079, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Creative Ad Mgr., agency bg. Strong on 
sales presentations, P-R. Good speaker. 
Box 4080, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Publishers 


Established rep- 
resentative in- 
vites publishers’ 
inquiries regard- 
ing coverage of 
Middle-West terri- 
tory. Since 1952. 


james k. millhouse 
PUBLISHERS’ REPRESENTATIVE 


5935 Montfose Avenue, Chicago 34, II. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
187 WORTH LAGALLE STREET. CHICAGO |}. ULINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Division of 
AA Accredited Aides, Inc. 


REPRESENTATIVES WANTED 
SPECIAL REPRESENTATIVES 
WANTED 


A group of publishers of weekly news 
papers published as the individual “home 
town” papers of some of America’s prin 
cipal military installations are seekin 
aggressive representation to national ad 
vertisers and agencies who should be 
reaching this multi-billion market of mer 
and families with substantial 12-month-: 
year incomes and who are in the bes 
buying age brackets. These papers have 
proven their value for years to leading 
local and national advertisers. Write 
Box 4081, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 
Wanted: Trade Publications 
Most responsible buyers, with ample cash 


Write in confidence. C. K. Feinberg 
Publications Broker, Box 1036, Newark 1 
N. J. 


INVESTMENT OPPORTUNITY 
Flourishing public relations and adver 
tising firm seeks $50,000 expansion capital 
Write P. O. Box 4746 Sunrise Statio 
Fort Lauderdale, Florida 


MISCELLANEOUS 


PICK UP YOUR HAT AND MOVE I 
Office furniture and venitian blinds in 
cluded in sublease of freshly decorated 1 
x 13 office within suite with receptio 
area. Excellent transportation. Very lo 
rent. 9 8S. Clinton, Chgo., CE 6-8963 


25,000 PROFESSIONAL COMEDY LINES 
stories, routines. Topical! Ideal fo 
speakers, toastmasters, emcees. Free cat 
alog. Orben Books, Box 61A, Hewlett, N. 


ATTENTION ALL WRITERS! Authorshi 
means prestige! Your short stories, ar 
ticles, books, plays, will receive ou 
prompt sales handling! Write immediatel 
for free literature! Literary Agent Mead 
915 Broadway, N. Y¥ 4 

ENGINEERS AT THEIR HOME AD 
DRESS. Over 125,000 Select by types. O 
Speedaumat Plates. Lowest rates. DECI 
SION, INC 4617 Red Bank Rd., Cincin 
nati 27, 0. BR 1-3200 


PRODUCTION ARTIST 


Merchandising oriented, layout art- 
ist with production know-how and 
illustration ability. 
REVELL, INC. 
4223 GLENCOE AVE., VENICE, CALIF. 
EX 8-5711 UP 0-7651 


Exclusive 
Franchises 


Available From 


m [Silale me 


Sell advertising on grocery sacks 
circulating through most major gro- 
cery outlets (chain and independ- 
ent). : 
S.A.C. will provide 
* Complete proven sales plan and 
promotional material. 
Guaranteed sack circulation. 
High commission. 
Exclusive franchises in several 
major markets. 


* Proven ability to sell space. 
* References relating to respon- 
sibility, integrity, and achieve- 
ment. 
* Desire to “fly high.” 
Write to: $: C. Baron, President 
Supermarket Affiliates Corp. 
The First Network Devoted 
to Advertising on Grocery Sacks. 


500 Fifth Avenue, New York 36, N. Y. 
or coll: BRyant 9-0082 
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Advertising Age, September 12, 1960 


$500,000.00 


in spot TV @& Radio available in nea- 
tional markets. Discounts of 50% -75 % 
of end rate to prime agencies or spon- 
sors. Replies confidential. 

Box 365, Advertising Age 
630 Third Ave., New York 17, N. Y. 


ASSISTANT TO ADVERTISING DIRECTOR 
Experienced young man with production 
background. Position requires initiative, 
efficient administrative ability and capaci- 
ty to assume responsibility. Should have 
layout and copy experience. Opportunity 
to join National Sales Promotion firm. 
Send complete resume with photograph. 
All replies confidential 

Box 373, Advertising Age 

200 E. 


Illinois St., Chicago i Dlinois 


Agencies ...Ad Managers .. . Art Studios: 
CUT DOWN YOUR OVERHEAD! 


Expert free-lance copywriting is available 
any time you need it and only when 
you need it! Fast professional, part-time 
service backed by 10 years of national 
and local consumer, retail and industrial 
experience. Top references 
HOLDEN ADVERTISING 
3421 N. Central Ave., Chicago AV 2-3367 


Our 49th Year 


ART oe pe ep graphic 
expanding mid-wes 
TV PRODUC ee Man" 


10,000 


must have agcy. ex _&- 10,000 
PRODUCT ADV. MGR- food 
background essential 8-10,000 


SPACE SALESMAN—Trade paper 
excellent potential 7,500+ 
MANY MORE—MAIL RESUME 
GLADER CORPORATION 
110 S. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


Assistant 
Account Executive 


ACCOUNT EXECUTIVE 


An epoerany for an ambitious 
young man with at least 5 years top 
grade agency experience. e man 
we are seeking must be able to write 
convincing consumer copy (particu- 
larly for Beer), plan campaign 
strategies, clear client approvals— 
in short—be able to lend a hand 
wherever the need ar 

This isn't an easy job, but it’s a 
rewarding one with a good starting 
salary and _ unlimited potential 
through profit participation. Write 
in complete detail to Howard 
Morris, Pres., Cavanaugh Morris 
Advertising, 946 Greentree Road, 
Pittsburgh 20, Penna. 


Going, growing medium-size Boston 


agency looking for man who's look- 
ing for spot to put down roots and 
really grow. 

Our man has a creative mind, a 
strong business sense, a good knowl- 
edge of merchandising, promotional 
and advertising techniques borne of 
education and several years of ex- 
perience in an agency, or as an ad 
manager. His primary responsibility 
will be to work with the agency 
veep on a group of accounts that 
have plenty of growth potential. The 
salary is modest to begin with, but 
our kind of man agrees that his in- 
come should depend largely on the | 
outcome of his efforts—how largely 
is strictly in his hands. He'll write 
us a letter explaining why he thinks 
he’s the man for the job—why he 
thinks we ought to meet him. He'll 
send it to Box 368, Advertising Age, 
630 Third Avenue, New York 17, N.Y. 


WE'RE BUILDING 
A CREATIVE DEPARTMENT 
..and YOU can be the BOSS 


You'll start with one assistant. 


DIRECT MAIL 

ADVERTISING 

COPYWRITER 
Wanted by READER’S DIGEST 


If you are experienced in the writ- 
ing of direct mail letters and 
circular material an excellent op- 
portunity is waiting for you with 
Reader’s Digest. The starting sal- 
ary will be generous, based upon 
your proven ability. You will work 
with interesting people in pleasant 
and stimulating surroundings. You 
will enjoy many other advantages: 
a liberal bonus plus attractive med- 
ical insurance, vacation, and retire- 
ment plans. This is a fine opportunity 
to build a rewarding career . . 
among people who will recognize 
your ability and help you to de- 
velop it. 


If you are experienced in this 
type of work write in detail to: 
James L. Crider 
The Reader’s Digest 
Pleasantville, N.Y. 


He’s here now. You will spend 
95% of your time inside and be 


responsible for all creative work. 
You’ll work directly with our 
account men and some of 
America’s top creative artists. 
You must know how to write 
and how industrial products 
are sold. Our agency is in 
America’s biggest industrial 
area. Our accounts are all in- 
dustrial. You may be 25, 35 or 
45 years old but you must be 
experienced in all phases of in- 
dustrial advertising. The salary 
is open. You will be interviewed 
and get your “yes” or “no” from 
the top man in this agency. You 
can speed things up by for- 
warding your resume and any- 
thing else you feel will help us 
evaluate you with your first 
letter. 


PRESIDENT 


Box 366, Advertising Age 
200 E. Illinois St., Chicago” 11, 


linois 


ADV. AGENCY 
N.Y. BRANCH MGR. 


Young man wanted to head 
New York office for growing, 
aggressive Midwest advertising 
agency. Basically to service 
leading fiber and fabric account. 
Should know way around gar- 
ment industry. Should know 
media people, both editorial and 
advertising, be able to make 
contacts at high level with mills, 
cutters, retailers. Will interview 
in New York beginning Sep- 
tember 15. Send complete resu- 
me and salary requirements. 
Box 370, Advertising Age, 630 
Third Avenue, New York 17, 
New York. 


Transformation of the man who 


Serving the MIDWEST for over 


entrusts his personne/ problem to 


Matha, Never SPECIALIZED PERSONNEL SERVICE, INC. 


* \ >A |S om 
an IY \/ ONO Sy) | 1S YOUR BUSINESS 
He ie Ke} a rons Goes 
a 


25 years. 


a she 


200 East Illinois Street 


PUBLICITY AND PUBLIC RELATIONS 


Man or Woman 


To become an important member of the Public Relations Depart- 
ment of one of America’s leading philanthropies, the parent organ- 
ization of an outstanding group of medical and social welfare 
agencies. Must be an able, experienced writer on news stories and 
feature material. An imaginative, industrious man or woman will 
find a lifetime opportunity here. Excellent salary. Location, Chi- 
cago. Please write fully and send photo if possible. 


Box 372,-ADVERTISING AGE 


Chicago 11, Illinois 


The Midwest's 
+o, ai, i 4 
service for Adv. + Art & 
allied fields. 

By appointment only 
67 E. MADISON « SUITE 1418 
CHICAGO 2, III. 
CEntral 6-5670 


LOOKING FOR AD SALESMEN? 
A long-established representative firm is 
looking for a eye wen poapeste fo. re- 
present. Trade 
potential in 12- state territory with eae 
= St. Louis and Dallas. This is highest 
type representation by men who know 
their work and accustomed to consistent 
hard selling and with proven record of 
results. Your inquiry ag with per- 
sonal interview if desired 
| oa = = Advertising Age, 200 E. Illinois 
oi 


o 11, Il. 


Here’s Your Creative Director 
His background is in art direc- 
tion, but this man has worked 
in a roving creative capacity in 
two large agencies on top na- 
tional accounts. He knows mar- 
keting, knows planning and, now 
in his own business, he offers a 
complete creative service to ad- 
vertising in both television and 
print, copy and art. Is interested 
in returning to an agency in an 
executive position of creative 
leadership. Write: Room 1210, 
333 N. Michigan Ave., Chicago, 
Illinois. 


DON HARRIS NEEDS: 


Three men not in his files... 
BROADCAST MEDIA SPECIALIST .. 
totally experienced except needn't have 
worked in negotiations or media research. 
Now with important agency, and writing 
proposals . $15-18M 
PR DIRECTOR, for manufacturer. All- 
around PR but heavy in employee and 
labor-relations communications ...to $15M 
AE, foods, young, high-potential. Maybe 
now in major-agency marketing oe. 
Ready for first flight as AE under pee ta 
sion on big account 


DON HARRIS, DIRECTOR 
Advertising & Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson, Chicago, WAbash 2-9400 


| CANADIAN KILLER—This Pictafilm 


created character is busy on tv in 

Canada showing how Colgate’s 

Kan-Kil finishes off house and 
garden bugs. 


Canada’s Pictatilm 
Offers New TV Ad 


Technique in U.S. 


MR. AD EXECUTIVE 
Looking for ad men? Call 
FRED JOHNSON 
Advertising Employment Consultant 


DOROTHY DOCKSTADER CONSULTANTS 
64 E. Lake, Chicago RA 6-6167 


New York, Sept. 7—One of the 
latest developments in film tech- 
niques came to the U-S. from Can- 
ada. 

Already in widespread use in 
Canada for b&w and color slides 
as well as semi-animated tv com- 


mercials, the process is called 


recreate 
MEDIA PROPERTIES 


FOR SALE 
Broadcast Stations 
Tenn single daytimer $ 62M 
Ga single fulltime 175M 
Cal medium daytimer 185M 
Fla medium regional 230M 
Wash metro Ikw-D 85M 
Calif metro FM 49M 
Fla major 250w 250M 
Newspapers 
Pa semiweekly $75,000 
Texas weekly & Job 22,500 
Idaho small daily 125,000 
Trade Journals 
N.C. $17,500 terms 
NJ. 15,000 terms 
PAUL H. 


CHAPMAN COMPANY 
INCORPORATED 
MEDIA BROKERS 


Atlanta 9, Ga. 


Please address 
1182 W. Peachtree St., 


IT’S WORTH A CALL 
What makes a good house organ? 
The editorial people at Gebbie Press 
who read 4,000 house organs a 
month know the answer. If you call 
CI 7-0934 we'll be happy to tell you. 
Gebbie Press, 151 W. 48, NYC. 


Pictafilm. 

In the U. S. the patent rights are 
held by Pictafilm Inc., which since 
March has handled assignments 
for such companies as Nestle, 
Westinghouse, America Chicle, Le- 
ver Bros., Campbell Soup and Bell 
Telephone. The New York com- 


Copywriting Studio 
Confidential Work 
Add 26 copy experts 
to your staff—but not 
to your payroll—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 
any — any medium 


MU 3-1455 


270 madison /ny 16 


pany is 51% owned by Williams & 
Hill, Toronto film production com- 
pany, which developed this short 
cut technique for producing limited 
animation on film. 


a Sherman Gergory, formerly 
with Triangle Stations and before 
that with Radio Free Europe, is 
president of Pictafilm Inc. The 


THE MAN 
WE NEED 


is an experienced writer of in- 
dustrial collateral advertising 
material. He is creative, original, 
knows how to plan, organize and 
write booklets, mailing pieces, 
sales letters, complete direct 
mail campaigns. He is able to 
work with clients’ technical men 
and translate their engineering 
information into forceful, under- 
standable, believable, sales-pro- 
ducing copy. He is a self-starter, 
a hard worker, a producer. And 
he loves his work. 


If you can meet these qualifi- 
cations and want a chance to 
prove it, send your resume to 


Lucien Brouillette 
MARSTELLER, RICKARD, 
GEBHARDT & REED, INC. 
185 No. Wabash Ave., Chicago, Ill. 


PUBLIC RELATIONS 
DEPARTMENT MGR. 


Eastern, 4A $10-million adverti- 
sing agency (not N.Y.) wants 
Public Relations man to take 
over and expand present PR De- 
partment. An experienced indi- 
vidual performer, preferably with 
management experience, to de- 
velop department. Starting base 
pay $12,000 to $15,000. Liberal 
fringe benefits. Good future. 

Box 367, Advertising Age 

630 Third Avenue 
New. York 17, New York 


sales operation is headed by Robert . 
Kahn, formerly with CBS-TV, 
who also doubles as a producer. 
The Pictafilm machine—so far 
there is only one in Canada, but 
one is expected in New York in a 
matter of months—is described as 
a “sort of combination optical 
printing bench and animation 
stand.” This machine produces in 
one step finished 35mm _ picture 
negatives complete with optical 
effects that normally require fine 
graining and several other steps. 
The machine can, it is claimed, 
handle many optical effects (wipes, 


dissolves, etc.) and most types of 


ART DIRECTOR 
Studio-manager 


Seeking association with 
Mid-west agency, publisher, 
printer, industrial or studio. 


Mature professional with 
thorough knowledge of art- 
graphic arts. 

Owner of Eastern studio. 
RESUME ON REQUEST 


Melba Oliver, Agent 
1229 National City Bank Building 
Cleveland 14, Ohio 


special effects such as titling, 
flashing signs, etc. 


s Mr. Kahn pointed out that the 
final step in production on Picta- 
film assignments must be done in 
Canada since the only machine is 
there, but, despite this delay, he 
said the company is able to com- 
plete its assignments in a relative- 
ly short time. When the New York 
machine arrives, limited animated 
production can be completed with- 
in one-half the usual time, he as- 
serted. 

The system is priced most com- 
petitively—that is, a good deal be- 
low the usual fee. The price for 60 
seconds in slides or semi-anima- 
tion: $500 to ¢2,000. 

At the moment Pictafilm is con- 
centrating on attracting business in 
these areas: Tv commercials and 
storyboards on film for pre-testing; 


sales and client presentations on 
film, and black and white and 


TO A TOP BUSINESS MAGAZINE EDITOR 


. or a number-two man who is ready for the first chair: a major 
industrial magazine has an important career to offer you. We 
need a man who can develop fresh editorial ideas for a manage- 
ment-engineering audience and has experience in directing an 
editorial staff to instrument his plans. If you are a pro, with the 
energy and background to fill the bill, send a resume (in con- 
fidence, of course) of your experience and earnings to 


Box 371, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois» 


color slides for tv and sales pre- 
sentations. # 


Evon, Oil-Dri Name Becker 

H. H. Evon Co., Chicago, has 
appointed Allan S. Becker Adver- 
tising, Chicago, to handle adver- 
tising for its Evon’s nuts. At the 
same time, Oil-Dri Corp. of Amer- 
ica, Chicago, has appointed Becker 
to handle advertising for its Cat’s 
Pride cat box absorbent. Evon will 
use newspaper and trade journal 
advertising, and Cat’s Pride will 


be advertised in newspapers. 


Pitt dee ; at ae Bie : (ee ae ae 2 Be iiiroe Hall pa ; ee ie 
ees ; , : - ress! ‘a 
fa : ae 
aoa) ; Fs 
173 
| 
| pe | : | 
a BIRCH : ; 
he ’ 
| D . RI Vat 
i | since = 3 
| C. 8 \\ a 
—— ee ee eee ee He ee KH Hee eee | s : 2a 
tesa | ~ 4 Sn : 
te | SY ; ie 
c ; pa 
ae 4, keos 
cS ee = . : ot 
Bie: A ee tie 
epee ee 
— 
-- 
NEO 
eae 
es 
er 
hs | 
ies | ns ae 
a é- | 
i | 
} 9 
wet a 4 
; if po at 
GAL ee. 
: rigs ; 7 
torah cash : 
Bol 9% bl 29% 
29% ’ ih 
terms M4 i 
ane terms P yy’ ane 
‘ 10 yrs Vf 1 a3’ 
terms yy | a 
I) 
terms 
terms | ~ | 
; terms 
i 
etal | | 2 
nai Po ar! 
ake 
— a | Po | : 
- o 
pees Jar 
ie ayn e 
ar & 
pektg A is ates 
Fai | heed pean 
aes PER 
A | : 
te) rae Ey Mg i es 
eat ae ee, 
= tei cr pein 
a ee a aa 
Za ek i ere 
aes sa eye 
eae | i fa 
; ‘ages 
Sere f | SSiee: 
rane f wet 3 
eC ae ; a. A 
7a wf 
ee es 
Be i TO , m 
pe 1228 NATIONAL CITY BANK BLDG., - 
si ios CLEVELAND 14, OHIO aS 
eres: 
ee ee 
Rape ho pa ies 
a Oe Biv he: a: 
Bra esd 17 See a 5S 
Sie ators 
ee ema 
mo: ee 
a p 
ae | : 
ete | E 
en 
aay ai 1 | 5 
jeiaiis: 
aos | 
eae ee 
See 7 
ones a PE pe ais 
ae , | Sie 2 
ME po SE Sigg a 
Sou Bort Yas 
ay ie : > ee: 
Pees ‘s sive 
woes aay | 
. | 
a i: ——— Se ae ee Sue ee Se See Se Oa ee Ce ee Mp X 5 ae ae aa? eat Cae ceSee pereae e me aed ee NEN te , ee Bee Sete ae 
eeecue a fae ie ont i eee OE Lee oN A = re “ : easel, MOEA, Met Mae, VET See el te < Seay ee me eRe fad ey Pom pare mae 
- ae ang Me een ae 
iy PS oh 
oe eee + lreaae as 


BOOTH—Dick Enroth, Minneapolis-St. 


chats with Marlys Carlson, Knox 


Enroth 
Paul radio-tv personality, 
Reeves secretary, at the informa- 


Eastling Carlson 


tion desk. In background, H. Wendell Eastling, account executive, 
“depth interviews” two feminine fair-goers. 


Knox Reeves Polls Public on Advertising; 
Results—Most People Appreciate Ads 


MINNEAPOLIS, Sept. 7—W hat; 
does the public think about adver- | 
tising? 


“Most of it is trash. The copy is 
too wordy. It says the same thing 
over and over again,” said a pro- 
fessional artist who stopped at the 
booth of Knox Reeves Advertising 
at the Minnesota State Fair in St. 
Paul. 

He spoke to Anne Lawler, a 
copy supervisor, who had 11 inter- 
views with members of the public 
during a three-hour stint at the 
10-day exposition. 

“But a farmer’s wife was de- 
lighted at the chance to tell me 
about how advertising serves her,” 
said Miss Lawler. “The woman 
was crippled and she confided that 
she shopped the ads for conveni- 
ence foods and labor saving ap- 
pliances.” 


= Before she left the booth the 
woman participated in a “depth in- 
terview” in whieh: she expressed 
her reactions to 40 print ads and 
11 minutes of filmed television 
commercials. 

Comparing notes with fellow 
staffers back at Knox Reeves head- 
quarters in Minneapolis, Miss Law- 
ler said the fair-going “public” 
divides into two groups. 

“First there are those with chips 
on their shoulders who are eager 
to tell us their gripes,” she said. 
“And then there are those who 
must be pulled into the booth. But 
once inside, our problem is to get 
them to stop talking.” 

Miss Lawler and other staffers 
agreed that the majority of booth 
visitors liked the idea of a chance 
to talk directly to people who ac- 
tually produce the ads they see in 
their newspapers of the commer- 
cials on television and radio. 


= “Most of them appreciate ad- 
vertising’s essential role in market- 
ing products of our free economy,” 
she said. “And they seemed to 
have a good understanding of ad- 
vertising jargon. Much better, in 
fact, than my understanding of 
terms peculiar to their own occu- 
pations.” 

Many were familiar with and 
liked the prize-winning Minnie- 
gasco television commercials pre- 
pared by Knox Reeves for Minne- 
apolis Gas Co., and the “Stanley 
and Albert” cartoon commercials 
for Grain Belt beer. 

Ken Oswald, agency office man- 
ager, said the 40 staff members 
and 10 secretaries who served as 
hostesses were equipped with leaf- 
lets giving Advertising Federation 
of America answers to stock ques- 
tions about advertising. They were 
also briefed by the research de- 
partment on how to conduct con- 
sumer interviews. 

While some staffers objected to 
the idea of putting in time at the | 
fair, Mr. Oswald said many asked | 
for a second chance after exper- | 
ience in the booth. 


Reeves people averaged from 40 to 
'50 interviews a day, not counting 
‘talks with casual callers who de- 
\livered an opinion but were too 
busy or too bashful to stay for the 
| interview. 

“While we had expected to be 
on the defensive after all the bad 
publicity advertising had been get- 
ting, we had little use for the AFA 
pamphlets,” Mr. Oswald said. “One 
fellow asked me the one about 
‘Wouldn’t the cost of goods be 
lower without advertising?’ but 
moved on to something else before 
I had a chance to.answer.” 

While responses obtained in in- 
terviews have not been tabulated, 
preliminary reports from staffers 
indicate the public thinks most ad- 
vertising is honest. 

Among women, food advertising 
is the most believable, particularly 
advertising with the Betty Crocker 
endorsement (General Mills, han- 
dled by Knox Reeves). Appliance 
advertising rates next and “medi- 
cal advertising” is at the bottom of 
the scale. 

One visitor suggested that the 
agency post a sign reminding crea- 
tive personnel to strive for adver- 
tising that is clear, in good taste, 
factual and not too wordy. 


# Frank Miller, a copy supervisor, 
talked to a minister, a farmer’s 
wife, a machinist’s wife, a high 
school teacher, a recent college 
graduate, a gas station attendant’s 
wife, a construction superintendent 
and his wife, the shop boss in an 
electrical manufacturing plant, and 
a student working for a Ph.D. in 
“persuasion.” 

The shop foreman was a “Stan- 
ley and Albert” fan and wanted to 
let the agency know. A mother of 
11 children said television ads 
made her feel “big babyfied” and 
wondered why so many “talk 
down to the viewer.” 

Another housewife, who con- 
fided her name was the same as 
that of Mildred, the harassed 
housewife in the Minniegasco com- 
mercials, thought the advertising 
informative, entertaining without 
being “condescending.” 

Wendell Eastling, account exec- 
utive, said the most important 
thing he learned from talks with 
consumers is that “people want 
you to keep advertising simple, 
brief and to the point.” 


# Tom Donovan, an art director, 
told of the visitor who said, “I 
like advertising that tells me what 
the product will do for me.” 

“My interviews ran the gamut 
from a student of advertising who 
examined each ad minutely, to the 
‘impulse buyers’ who notice noth- 
ing but the picture,” said Les Hau- 
|gen, personnel manager at the 
| agency. 


| Bill Doyle, a media buyer, 


|talked to a college professor, a 


court reporter and a housewife |New Castle, Del., 


| The court reporter turned out to, 


gas company commercial is a re- 


|freshing contrast to the “man in 
|the white coat” type with its rep- 


etitious lecturing about merits of 
the product. 

Jim Brytowski, copy supervisor, 
was impressed by the housewife 
and mother of seven who came in- 
to the booth to ask why the cereal 
people don’t put more than one 
premium in their boxes of break- 
fast food to avoid arguments in 
large families. 


s Nancie Schutz, copy supervisor, 
liked the way visitors reacted 
when she told them, “You people 
are consumers, we think you’re im- 
portant.” 

“They seemed flattered and 
thrilled when I said we wanted to 
know what we could do to make 
our ads more interesting, informa- 
tive and useful to the reader,” she 
said. + 


Musicians to Appeal 
Decision on Warner's 
Films Sale to TV 


New York, Sept. 8—The Ameri- 
can Federation of Musicians has 
appealed Federal Judge William 
B. Herlands’ decision in the union’s 
action against Warner Bros. Pic- 
tures. 

The appeal followed Judge Her- 
lands’ denial of the union’s appeal 
for an injunction to halt the trans- 
fer of tv rights to 122 post-1948 
feature movies from Warner Bros. 
to Creative Telefilms & Artists of 
Toronto. The deal calls for War- 
ner’s to get $11,000,000 from the 
Canadian company, plus a share of 
the distribution returns from the 
tv exhibition of the films once 
Telefilms has recouped its $11,- 
000,000 investment. 


= The union maintained that its 
contract with major motion pic- 
tures Galls for “prior consent” with 
the union before post-1948 movies 
are cleared for re-use. But in dis- 
missing the union complaint, Judge 
Herlands held that “the federation 
doesn’t have a leg to stand on.” 

In a statement to the press, the 
union served notice that it will 
“continue to file suit against any 
major motion picture producer 
that ignores its contractual pledge 
to the federation.” # 


Frito Elects Arch West 
VP for Marketing 


Frito Co., Dallas, has elected 
Arch Clark West vp for market- 
ing, a new po- mg as 


sition. Mr. West 
formerly was 
marketing di- 
rector of the 
food division of 
Lever Bros. Co., 
New York. 

He also has 
worked on the 
General Foods 
account, at 
Young & Rubi- 
cam and was 
advertising di- 
rector of Comstock Foods. 


Arch Clark West 


‘Facts about the Liquor 
Industry’ Published 

For the seventh consecutive year, 
Licensed Beverage Industries, New 
York, pr organization for the 
liquor industry, is distributing its 
report, “Facts about the Alcoholic 
Beverage Industry.” 

Outlining the growth of the in- 
dustry since repeal, the report 
notes, however, that “self-defeat- 
ing” tax policies put 55¢ out of 
every $1 spent by consumers into 
the hands of the tax collector. 


Wilmington Fibre to Lovekin 


Wilmington Fibre Specialty Co., 
has appointed 
R. E. Lovekin Corp., Philadelphia, 


® Throughout the fair Knox | be a Minniegasco fan who said the | to handle its advertising. 
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Moms of Toddlers 
More Wrapped Up 
in TV, TvAR Finds 


New York, Sept. 7—Mothers of 
small children spend far more time 
watching television, 32% more 
throughout the day, than do other 
women, according to a study re- 
leased this week by Television Ad- 
vertising Representatives. 

At least this is the picture as it 
was revealed in Boston, Pittsburgh, 
Cleveland, San Francisco and Bal- 
timore, where the Westinghouse- 
owned company represents televi- 
sion stations. 

This survey, one in a series of 
audience dimension analyses being 
made by TvAR, covered a sample 
of at least 1,000 homes in each of 
the five markets where Westing- 
house owns a tv station. The study 
was made in December, 1959, by 
Pulse Inc. 


= In the five sample cities, women 
with children under six devoted 
an average of five hours 17 min- 
utes each weekday to television, 
while the average day’s viewing 
for other women was four hours 
and one minute. 

“The greater devotion to tele- 
vision by new mothers occurs all 
through the day,” Robert Hoffman, 
director of marketing and research 
for TvAR, commented. 

“In every hour of the morning, 
afternoon and evening, their view- 
ing is above the level registered 
by women with no young children. 
They spend 43% more time watch- 
ing tv from 6 a.m. to 6 p.m. and 
24% more at night,” he said. 


= The difference in the level of 
nighttime viewing between the two 
groups of women is greater in the 
early evening and late evening 
than during prime evening time. 
Between 6 and 7 p.m., the tune-in 
among women with young chil- 
dren is 33% greater than among 
other women, and 46% greater be- 
tween 11 p.m. and midnight... 

“It’s apparent that women with 
youngsters are not the early-to- 
bedders that one might think, since 
a greater percent are found watch- 
ing late night programming than 
is the case among women who 
have no young children,” Mr. Hoff- 
man said. 

Details of the young mothers’ 
study, including breakdowns for 
each of the five markets, are being 
furnished to advertisers and agen- 
cies by TvAR. 

The next study, due in Novem- 
ber, will cover viewing by pet 
owners. # 


Hamilton-Pax Sets Campaign 
Hamilton-Pax Inc., Chicago, cur- 
rently is running spreads and 
pages in 16 business publications 
and the Wall Street Journal to 
promote its first consumer product 
—the Registrar combination check 


| writer and check protector. The 


company, a primary supplier to the 
automotive industry for 15 years, 
will kick off a consumer push in 
November with ads in Esquire, 
Playboy, The New Yorker and five 
other magazines. Dickinson & As- 
sociates, Chicago, is the agency. 
Hamilton-Pax also has named 
Wallace E. Dunn, who recently 
joined the company, a vp in charge 
of its new consumer products divi- 
sion. 


Curran Appoints Three 

Curran Co., Advertising, Phoe- 
nix, has named Robert J. Lay exec 
vp. He joined the agency last 
year. Curran also has named Don 
Hawkins, formerly ad manager of 
Wright Mfg. Co., an account exec- 
utive and John Fondrisi art direc- 
tor. 


Mann-Ellis Names Kelly 


Ken Kelly, chief art director of 
Mann-Ellis, New York, has been | 
named a vp. 
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FLAVOR—-Stewarts Private Blend 
Coffee Co., Chicago, opens a news-. 
paper color drive in Chicago with 
this ad in the Sept. 15 Tribune# 
Roche, Rickerd & Cleary is thé 

agency. 


Filmways Sells New 
Comedy TV Show to 
Studebaker-Packard 


New York, Sept. 8—Filmways 
Inc., one of the country’s biggest tv, 
commercial producers, which has 
been easing into program produc- 
tion, has scored its biggest shows 
sales coup to date. t 

Martin Ransohoff, president off 
Filmways, has sold “Wilbur & Mrj 
Ed,” a situation comedy featuring 
Alan Young and a talking horse‘ 
to Studebaker-Packard Corp. for 
sponsorship by Studebaker Larkj 
dealers throughout the country} 
The program will be produced by 
Filmways Inc., which is headed by} 
Al Simon. 

The new Studebaker series, 4 
co-op venture by the company and 
its dealers, will get under way i 
January. D’Arcy Advertising Coj 
has started clearing time on a spo 
basis in more than 120 markets. 


s The auto maker will pay all the 
show costs, including the outlay 
for commercials. Dealers will con4 
tribute the time charges. Sources 
within the agency say there will be 
no effort to get time at a local rate 
as has been done by some competi- 
tive dealer groups. 

The agency hopes for early even- 
ing clearances—say 7 p.m.—to gef 
an all-family audience. D’Arcy 
convinced dealers that they woulc 
be wise not to become involved ir 
the local-national rate hassle. This 
spot program will supplement 
Studebaker’s sizable network tv 
schedule, which includes profes- 
sional and collegiate football anc 
an old Lark favorite, Jack Paar. 


= Besides the “‘Wilbur & Mr. Ed,’ 
project, Filmways is busy with ¢ 
pilot for a new California Nationa 
Productions’ series, “Desert Pa- 
trol.” Tv series in the planning 
stages include “Mr. Aladdin,@® 
“Experiment,” and “Pandora.” Mr 
Ransohoff is considering syndicat4 
ing “21 Beacon Street,” which wag 
sold to Ford Motor Co. as a sum 
mer series in 1959. # 


Klein Leaves Freberg 

Bob Klein, general manager o 
Freberg Ltd., Los Angeles, has re 
signed. For the past two and one 
half years he has been in charged 
of tv, radio and print productio 
for Freberg campaigns. 


Manstield Joins Chemstrand 

Richard G. Mansfield, formerly; 
technical service representative 
with E. I. du Pont de Nemours & 
|Co., has joined Chemstrand Corp. 
|New York, as a merchandising 
| specialist. 
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unkist to Vaunt 
emon as ‘Sassy 
ruit, ‘Helper’ 


(Continued on Page 12) 


In making the agency’s presen- 
tion, Richard Heath, chairman 
its executive committee, said the 
Pw approach was the result of the 
eed: “ ‘Find the inherent drama 
the product.’ We maintain that 
rery product has inherent drama. 
is often hard to find but it is 
ways there and, once found, it is | 
e most interesting and believable | 
all advertising appeals . .Al 
nkist lemon itself is inherently | 
amatic, one of nature’s mest per- | | 
ct packages. 
“A Sunkist lemon, as we see it, | 
a sassy fruit, full of life and | 
odness, versatile and most use- | 
l around the house. It’s nature’s | 
eatest flavor lifter. It’s mother’s | 
tle helper. It’s dieter’s best | 
iend. It’s a natural enemy of | 
irst, as well as the common cold. 
’s good for health and beauty aid 
o. And the skin of a lemon is | 
most as useful as its meat and 
ice. Our lemon advertising talks | 
yout a lemon the way it might | 
lk about itself . . . lively, bright, 
mversational and helpful.” 


“In order to reach the largest 
oman audience with as much 
equency as possible,” the 1960-’61 
mon campaign will be concen- 
ated in Ladies’ Home Journal 
1d McCall’s. Plans call for six 
bur-color pages in each of these 
blications. An ad will appear in 
1e or the other every month of 
he year, with both carrying ads 
May and June, when lemon 
sumption normally increases. 
Incomplete plans for June call 
mer a “How Well Do You Know 
mour Lemons?” sweepstakes pro- 
otion, to be announced via a full 
age four-color ad in Life. As 
yw planned, consumers will be 
sked to rank lemon uses illustrat- 
in the ad. If they are ranked in 
-cordance with a ranking estab- 
shed by “surveys and studies,” 
e consumer will qualify for a 
yeepstakes drawing with a $10,- 
)0 cash prize to the person whose 
me is drawn from all qualified 
ntries. 


A special campaign will utilize 
pdio in the South. It will be con- 
ntrated in 15 markets which ac- 
yunted for more than 30% of total 
nkist domestic fresh lemon sales 
ring the period November, 1959 
rough April, 1960. In these mar- 
ts, 30 to 35 spots will be aired 
eekly, for 12 weeks, starting in 
arly summer. 

The budget, based on the estab- 
shed advertising assessment of 
14¢ per carton, is estimated at 
1,325,250. Of this, $350,000 will 
e used for the schedules in Ladies’ 
ome Journal and McCall’s. Last 
ar, a $1,330,000 budget broke 
own as follows: Media and pro- 
ction for U. S. advertising, $573,- 
0, for Canada $55,000, and ex- 
port, $125,000; merchandising, 
417,000; consumer service, $37,- 
0; administrative, $47,000; mis- 
llaneous, $58,000. + 


hompson Adds 3 Accounts 

Ray Thompson & Associates, 
Baltimore, has been named to han- 
le advertising for three new ac- 
ounts. They are Applied Micro- 
rave Electronics Inc., Baltimore, 
esigner and manufacturer of mi- 
rowave equipment; Eastern Asso- 
iates, Philadelphia, New York 
nd Baltimore, manufacturers’ rep- 
esentative, and Electronic Enter- 
brises, Baltimore, distributor of 


e she goes out shopping.” . 


dustrial electronics components. 


~ 


ma Advertisers 
| y Day at Rome Olympics 


(Continued from Page 1) 
game directional signals, and 500 
5 x 3’ boards explaining what 
events were held where. 

All of these structures were in 
yellow and black, and all bore the 
AGIP trademark—a six-legged dog 
with a flaming tongue. 

The AGIP parking lots had a 
total capacity of 40,000 vehicles, 
land they were manned by 500 


| AGIP-uniformed attendants. 


\inpex 


Ae homme hee 


at mane bow 


| TAPED—Ampex Audio Co., Sunny- 
vale, Cal., starts a series of ads 
with this color bleed page in The 
New Yorker Sept. 17. Ads will fol- 
low in Fortune, Holiday, New York 
| Times Magazine, Saturday Review 


j}and Sunset Magazine. McCann- 
Erickson, San Francisco, is the 
agency. 


Commander Ads 
Promote Cigaret 
as Vacuum-Clean’ 


(Continued from Page 1) 
er magazines, plus at least five 
network tv shows and spots. 
Plans call for the use of 104 
newspapers, Coronet, Life and 
Look and a half dozen tobacco 
business publicatious, plus such tv 
shows as “Rawhide,” “Perry Ma- 
son,” “Dobie Gillis,’ “Route 66” 
and “Douglas Edwards & the 
News.” 


s “The Commander offers smok- 
ers a king-size cigaret that is 5mm 
longer and slightly larger in cir- 
cumference than the long-size 
Philip Morris brand it replaces,” 
said Joseph F. Cullman III, presi- 
dent of Philip Morris. The Com- 
mander brand will be offered to 
smokers in addition to the compa- 
ny’s regular-size Philip Morris cig- 
arets. 

Back of the new brand is a cig- 
aret-making machine that enables 
Philip Morris to offer a “vacuum- 
clean” cigaret with “clean-cut 
ends” and a smoke of “uniform 
consistency.” The even texture 
makes Commander “a very slow- 
burning cigaret” with low burning 
temperature. 

Company officials, who said 104 
newspapers would be used in 73 
markets to introduce the brand, 
also announced that the Com- 
mander’s red, white, blue and gold 
package was created by its own 
designers and Walter Landor & As- 
sociates, San Francisco. The pack- 
aging was created to indicate the 
brand’s extra 5mm of length, as 
well as its “design continuity” with 
the current Philip Morris package. 
Milprint Inc. is responsible for 
point of sale displays. + 


Albacal Starts Drive 

Weldon Foods Inc., New York, 
will break a campaign Sept. 15 for 
Albacal, metered calorie powdered 
food concentrate for weight con- 
trol. It will start with newspaper 
pages in New York City, northern 


New Jersey, Westchester and Put-| 


nam counties, followed by news- 
paper campaigns in other major 
markets. Smith/Greenland Co., 
New York, is the agency. 


Seabrook Appoints Parker 

R. L. Parker, who joined Sea- 
brook Farms Co., Seabrook, N. J., 
in January, 1959, as associate 
brand manager in the prepared 
foods division, has been appointed 
director of market research. 


at —- ae 


| AGIP gas stations and motels 


distributed promotional material 
and literature relating to the 
games, including a program book, 
map of Rome, post cards and 


stickers. 
® Philips, the Dutch electronics 
company, had one of the most 


intensive programs. 

For the Olympic Village, where 
athletes, journalists and national 
delegations were housed, Philips 
provided 200 radio sets; 150 tele- 
vision sets; 300 Philishave electric 
shavers; a complete range of radi- 
ant heat‘and radiological appli- 
ances for medical purposes; 1,500 
writing pads (for journalists) and 
1,500 currency exchange calcula- 
tors. 


Rome at numerous points. 
Rome’s central railway station, it 
put up a 5x40’ illuminated sign 
and maintained three information 
stands. In conjunction with Esso 
stations, it distributed program 
books to motorists entering Italy 
at six frontier posts. The Philips 


and Sabena flights to Rome. 

Five Philips mobile information 
units roamed the city during the 
games, and the company also 
brought to Rome all the vehicles 
in use at the various Philips 
branches in Italy. 

Two of Rome’s famous monu- 
ments—the Coliseum and _ the 
Trinita dei Monti—were floodlit 
during the games with Philips 
equipment—and the Philips name 
was “clearly displayed.” 

From the beginning of July 
through mid-September, Philips 
scheduled a total of 110 insertions 
in Italian newspapers and maga- 
zines, all with an Olympic theme. 
During the period of the games 
Philips had posters and illumin- 
ated signs showing throughout 
Rome. 


= Piaggio & Co., maker of the Ves- 
pa motor scooter, placed at the dis- 
posal of Olympic officials 100 
motor scooters and 10 motor scoot- 
er vans, all driven by army per- 
sonnel dressed in Vespa uniforms. 
In Olympic Village, Vespa joined 
with Esso in operating a gas and 
service station. 

The Vespa Club of Europe 
brought to Rome a caravan of 
1,000 Vespas from 14 countries. 
The highlight of this program was 


Philips welcomed visitors to) 
At | 


program books also were distri- | 
buted to every passenger on KLM | 


Have Field 


a massed demonstration of all the 
Vespas in St. Peter’s Square, dur- 
ing which time the leaders of the 
club were received by the Pope. 


s Innocenti, maker of the Lam- 
bretta motor scooter, contributed 
120 Lambrettas for transport of 
Olympic officials. A number of 
these scooters followed the run- 
ners in the marathon race, with 
the umpires and timers aboard. 

Four large Lambretta service 
stations were set up, and during 
the period of the games any Lam- 
bretta owner was able to get free 
repairs. 

Innocenti also provided the or- 
ganizing committee with a heli- 
copter and 30,000 Lambretta- 
marked plastic cases containing an 


COMPLIMENTS OF SHELL—Shell Oil in 

Rome distributed four attractive 

guides—a program to the games, 

this booklet showing past winners, 

and road map-guides to Italy and 
Rome. 


inflatable rubber pillow to be used 
on the hard seats of the Velodrome. 


= Coca-Cola organized for the 
Olympic Games with a 5-point 
program of special advertising and 
give-aways which included the 
following: 


1. It developed a poster showing 
a discus thrower against the back- 
ground of the Coliseum. This was 
posted on the back of all delivery 
trucks. 

2. It stepped up press advertis- 
ing, using the discus thrower sym- 
bol and the slogan, “Coca-Cola 
preferred throughout the world.” 

3. It put up 48 neon signs in 
Rome and 15 in Naples, on top of 
kiosks, plus 100 plastic signs in 
Rome and 50 in Naples. It re- 
painted all kiosks carrying Coca- 
Cola advertising, and it distributed 
some 12,000 pieces of advertising 
material. 


she loves my 
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LIBERTY 
LIFE 


_ INSURANCE 


ors 


THE IMPORTANT THINGS IN LIFE CALL FOR LIBERTY LIFE ! 


FirSt—Liberty Life, Greenville, S. C., is using 24-sheet posters for 


the first time in the insurer’s 55-year history. Some 31 boards in 


five cities in the company’s major marketing area will appear dur- 

ing the remainder of 1960. The cities are Charleston, Columbia, 

Greenville and Spartanburg, S. C., and Charlotte, N. C. Merrill An- 
derson Co., New York, is the agency. 


175 


OLYMPIC THEME—A discus thrower 
against the background of the Col- 
iseum was the illustration devel- 
oped by Coca-Cola for use in its 
Olympic Games advertising. 


| 4. In Olympic Village, Coke had 
| 160 coolers and a large number of 
vending machines. Some 240,000 
free Cokes were distributed to 
|athletes, journalists and Olympic 
officials during the games. 

5. As a good will gesture, Coke 
gave away to the coaches of the 
various teams 400 plastic coolers, 
leach with.a 12-bottle capacity. 
These coolers bore only the symbol 
of the Olympic games. 


s Osram, Italian manufacturer of 
light bulbs and lighting equipment, 
built what it called the “strongest 
electric lamp in the world’—a 
75,000-watt affair installed atop an 
80’ pole across from Rome’s central 
railway station. Osram donated 
|the structure to the city of Rome in 
an elaborate light-up ceremony 
| witnessed by thousands of Romans 
| and visitors. 


s IBM-Italia, subsidiary of Inter- 
national Business Machines Corp., 
organized an electronic informa- 
tion center in Rome’s Via Veneto, 
importing a Ramac 305 computer 
from Germany to answer questions 
about Olympic performances frony 
all comers. 

In conjunction with ANSA, the 
official Italian news agency, IBM 
put out daily bulletins capitulating 
the latest official records of the 
games. It also provided something 
that the Olympic authorities are 
prevented from doing by the rules 
of the games—point standings by 
nation. 


s Hoover Italiana, importer of 
Hoover appliances from. Britain, 
supplied the Olympic committee 
with 500 electric irons, 200 vacu- 
um cleaners and 300 washing 
machines. It had a sales and serv- 
ice outlet in Olympic Village, and 
it published a souvenir newspaper 
for Hoover dealers from Britain 
who were in Rome as winners of a 
sales promotion contest. 


s American Trampoline Co., Jef- 
ferson, Ia., put up a jumping cen- 
ter in an area located near one of 
the Olympics event sites. Trampo- 
line fans; young and old, were in- 
vited to jump for free on 10 tram- 
polines. 


s Omega, the Swiss watch com- 
pany, had a stand in Olympic Vil- 
|lage, where it offered free repair 
service for the watches of all 
athletes. Omega also ran advertis- 
ing in 17 Italian newspapers to tie 
its watches to the games. 

Omega equipment served as the 
official timepieces for the games, 
and Omega had an agreement 
with United Press for the exclusive 
release by UP of “consulted” pho- 
to-finish pictures of events. All of 
these photographs were to carry 
an Omega credit. 


® Gillette issued a shaving kit 
containing a razor, shaving cream 
and 10 blades to all journalists. # 
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Add Ad Scenes from the XVI OlympiAd 
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OLYMPIC PROGRAM—The program was published by Philips and dis- , ; 
tributed at Esso stations in Rome. OLYMPIC TRANSPORT—Piaggio & Co., maker of the’ to transport athletes and officials. In addition, th 
Vespa motor scooter, provided the Olympic Village Vespa Club of Europe organized a caravan of 1,00 
with 100 motor scooters and 10 motor scooter vans Vespas from 14 nations to drive to Rome. 


TIE-INS—Osram, Italian electric company, had uniformed boys distributing cardboard sun _ pics, and it placed at the disposal of athletes and journalists 300 electric shavers like] 
visors at entrances to Olympic events. Omega watches were the official timepieces the one shown here, as well as radio and tv receivers. Hoover Italiana, importer of 
for the Olympic Games, and Omega had a stand in Olympic Village where athletes Hoover appliances from Britain, supplied the Olympic organizing committee with 300 
eould have their watches repaired. Philips, the Dutch electrical products marketer, in washing machines, like the one shown here, as well as with other equipment, includ 
addition to a concurrent ad campaign, had mobile information centers at the Olym-_ ing 500 electric irons and 200 vacuum cleaners. 


: 3 fe 
uBIQuiTOUS COKE—The Coca-Cola Shopping Center in Olympic Village had “drink Coca- team chatted (at left) with Italian interpreters at the Coke bar. Coke was also 
Cola” in many different languages, along with display of another Coca-Cola Co. brand. prominent at the training table of the United Arab Republic wrestling team, showng 
Fanta. At the Olympic Village recreation center, two members of the Danish wrestling at right. 
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says ROBERT G. FARRIS 
Director of Advertising & Sales Promotion 
Motorola Consumer Products Incorporated 


3 “When I want the ‘meaning’ behind 
4 the latest happenings, the latest trends 
. in advertising, I turn to Advertising 
Age. The fast reading, detail-packed 
format makes it easy to keep abreast 
of developments as they happen. 

I consider Ad Age the ‘Webster’ 


of current events.”’ 


Returning from World War II, Mr. Farris entered the business world in 1946 om 
as district sales manager for the Coleman Co. of Wichita, with the assignment ae 
of selling gas lanterns, lamps, gas stoves, etc., to hardware jobbers and retailers ae 
in Arkansas, southern Missouri and eastern Oklahoma. He soon became a sales 
specialist for Coleman and travelled through 24 states conducting sales meetings 
with distributors and dealers and consulting with distributors on merchandising 
problems. 


During the early 1950s, Mr. Farris served the Crosley Division of Avco Manu- 
facturing Corp., first as field sales promotion manager for white goods, and later 
as advertising manager for kitchen products and full line activities. After the 
consolidation of Crosley and Bendix, he was named advertising manager of the 
Bendix Washer Division. 


Prior to joining Motorola in 1958, for several years he had been director of 
advertising for the O. A. Sutton Co. of Wichita, manufacturers of Vornado fans 
and air conditioners. As director of advertising and sales promotion in the con- 
sumer products division of Motorola, Mr. Farris is responsible for the advertising 
and merchandising of the company’s television, stereophonic high fidelity and 
200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS radio lines. 
630 THIRD AVENUE + NEW YORK 17, NEW YORK 
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